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The Star Special Flexible Blades save breakage and have 





proved their cutting qualities during the last century. .... 


Star Special Flexible Blade is the result of evolutite 





throughout the last forty-three years of which we have put 
concentrated effort to produce a better Hack Saw Blade. 





Let us send you samples of the blade Free. 





** Vakers Since 1883’’ 




















STARHACK SAWBLADES 


CLEMSON BROS., INC. MIDDLETOWN, N.Y. 











Advertising Index, Page 133 


Two Sections—Section One Editorial Index, Page 37 
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Proved and accepted by the sportsmen of America 
for heavy shotgun loads 


N forty years there has been no shotgun powder to receive such over- 
whelming approval by critical shooters everywhere as Du Pont Oval 
—the powder for long range, high velocity loads. 
And in the history of sporting powder manufacture there has never 
been a powder that could equal the range and shocking power delivered 


by Du Pont Oval. 


Du Pont Oval is a better powder because it gives 4% to 5% greater 
velocity, 5°, to 10°, better pattern, 40°, to 50°, improvement in 
stringing of shot, and lower breech pressures. 


More shooters are using shells loaded 
with Du Pont Oval than ever before, 
and next fall you will experience an even 
greater demand for Du Pont Oval loads. 
When ordering your heavy loads—for 
hunting duck, geese, brant, turkey and 
grouse—be sure to tell your jobber’s 
salesman you want shells loaded with 
Du Pont Oval. For medium and light 


loads, specify the old standbys, Du Pont 
(bulk) and Ballistite (dense). Remem- 
ber that Du Pont Oval comes only in 
heavy shotgun loads. 

And you will make a greater net profit 
on your shell business if you confine 
your stocks to the loads suggested in 
the Du Pont Standard Load Chart— 
loads that answer every shotgun need. 


E. I. DU PONT DE NEMOURS & COMPANY, INC. 
Sporting Powder Division 


WILMINGTON 


ECIFY 


OU PONT 
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SHIP-PATTERN SAW NOT 
A PRODUCT 
OF RECENT YEARS 


The recent interest 
in the ship-pattern, or 
narrow-bladed saw, has 
given rise to some belief 
that this type of saw is 
a new development. 


Yet 75 years have 
come and gone since 
the first ship-pattern 
saw was made. 

3 | ’Twas in the day 
—S ~ 4 when sailing vessels 
Henry Disston carried the world’s 

commerce. And square 
riggers, barks, and barkentines dotted 
the broad Delaware River. 

Ship carpenters had trouble getting 
between decks, in tight corners, and 
working on the keel. Their saws were 
too wide and clumsy. 

They heard of Henry Disston, then a 
successful young saw maker in Phila- 
delphia, and to him they came with 
their problem. 

And Disston made them a narrow- 
bladed saw for working on ships. So it 
was called a ship-pattern saw. 

Some users prefer this type of saw for 
general work. They like the smaller 
blade because of its light weight. They 
prefer the narrow point to a wide one. 

To these customers show, for ex- 
ample, the No. 7 ship-pattern or the 
D-20 or D-23 saws, made by Disston, 
the originator of the ship-pattern saw. 


STEEL TEMPERAMENTAL AS A 
STAGE SFAR 


Steel! You think of it as a hard, un- 
yielding matter that will withstand any 
sort of abuse. 

Yet nothing is further from the truth. 

Steel has more whims and vagaries 
than a prima donna. It receives more 
delicate care than a week old babe. 

The ingredients must be accurately 
proportioned; the heat just right all 
during the melting; the pouring into 
molds requires an exacting program. 
Nowhere is more skill and watchfulness 
demanded than of the steel maker. 

Then on through the process of 
forging, of hardening and tempering, it 
is guarded like a rich man’s heir. 

It takes experience to make steel. It 
takes years of training to make steel 
makers. 











Filling a Mold in the Disston Steel Works 


Disston began making steel in 1855. 
From a single melting pot—a mam- 
moth steel works grew. Today in the 
Disston Steel Works are the grandsons 
of men who fired that first furnace. 

Disston Steel is one of the things that 
contribute to the quality of Disston 
Saws, Tools, Files, Knives, and Steel. 
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Sales Clerks Find Knowl- 


edge Helps Sales 


No matter what you are selling— 
insurance, autos, or hardware, the 
better you know your product, the 
greater will be your sales. 

In response to a number of requests, 
we are reprinting from the Disston 
Saw, Tool and File Book information 
that will help any dealer or sales clerk 
more intelligently sell saws. 


Note: This is the second installment. 
The first will be forwarded to any one 
addressing Henry Disston & Sons, Inc., 
Philadelphia. 

Length of Saw to be Used: The 
length of a rip or cross-cut hand saw is 
always measured by the length of the 
cutting edge. For instance, a 26-inch 
saw means a saw measuring 26 inches 
long on the cutting edge of the blade. 
There seems to be some impression 
among the inexperienced that all hand 
saws for cross-cutting are 26 inches long 
and all rip saws 28 inches long. This 
is not a fact. Both cross-cut and rip 
saws are made in a variety of lengths. 
The terms ‘‘cross-cut”’ and “‘rip’”’ refer 
to the shape and style of the teeth only 
and not to the length of the saw. 








A Rip Saw in Action 


Rip saws are regularly made in a 
variety of lengths—22, 24, 26, and 28 
inches. The carpenter ordinarily buys 
a rip saw either 26 or 28 inches in length, 
and for the ordinary user one of these 
two lengths usually is found to be the 
most satisfactory. Cross-cut saws are 


made in lengths ranging 16, 18, 20, 
22, 24, 26, and 28 inches. The popular 
length is 26 inches. 

Cross-cut saws, 24 inches and less in 
length, are termed panel saws. Panel 
saws are exactly like cross-cut saws in 
every respect except the length of the 
blade. Panel saws usually have finer 
teeth than full size hand saws. 


Testing a Saw by ‘‘Feel’’: The first 
point to be observed in the selection of 
a saw is to see that it “‘hangs”’ right. 
Grasp it by the handle and hold it in 
position for working, to see if the handle 
fitsthe hand. These are points of great 
importance for comfort and utility. 








D-8—‘“‘The Saw Most Carpenters Use’’ 


The next thing is to try the blade by 
bending it slightly. It should curve 
regularly and evenly from the point to 
the butt, with the greatest curve near 
the point, in proportion as the width 
and thickness of the saw vary. All 
Disston saws are specially ground so 
that the backs are thin at the point and 
gradually increase in thickness toward 
the butt, while the cutting edge is of 
uniform thickness. It is this special 
taper grinding that gives the fine bal- 
ance and stiffness to the Disston saws. 


See that a saw is well set and sharp- 
ened. Also that it has a good crowning 
breast. This means a slight curving 
out of the cutting edge from butt to 
point. This curve is gradual, being 
most pronounced at the center. 


THE BEAUTY LINE 


Perfection even in minute details was 
sought after by Henry Disston. The 
‘velvet stripe’’ which runs from the tip 
of the blade to the handle along the back 
of every Disston Hand Saw was intro- 
duced by Henry Disston. 

“‘The beauty line”’ he called it and you 
will agree if you compare it with a saw 
without this line. 














Good News — if 


you sell trowels 








No. 38—The new Disston Trowel 
with the extra thin blade of special 
Disston Steel and the shaped handle 
that makes work easier. Plasterers 
are looking for it now. 





Right now plasterers want a finishing 
trowel with an extra thin, flexible blade. 

But .. . that blade must have unusual 
strength, toughness, and wearing qualities. 

It took much laboratory research, many 
experiments with mixes . . . before Diss- 
ton steel makers perfected such a steel. 

A steel that has all the qualities that 
plasterers want. 

Disston now offers Nos. 28, 38, and 128 
finishing trowels with an extra thin blade 
of Disston Steel. 

Stock them, show them. You’ll make 
sales because they are new, and because 
they are what your customers want. 

You can say to them, ‘‘These trowels 
will outlast any other trowels that you 
can buy.” 

No. 38 has the shaped handle that fits 
the hand. No. 28 has the regular handle. 
No. 128 has the regular handle with 
leather grip. 








Published by HENRY DISSTON & SONS, INC., Makers of “The Saw Most Carpenters Use,”” PHILADELPHIA, U. S. A 
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apr! {YES THERE’S a heap of power and 
: > / “= long-lasting willingness to work im 
BIG & ; Eveready Columbia Dry Batteries. 
ee Crammed full of chemical energy 
| Cséeaager to urn itself into electricity at 


your bidding, but resting calmly, 
saving their strength, until you 
press the button or close the switch. 
Between jobs these handy helpers 
restore their vigor. They certainly 
do last longer, much longer than 
you expect if you have never before 
_ used them. There is an Eveready 
Columbia dealer nearby. 
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NATIONAL CARBON COMPANY, INC. 
New York San Frascisco 
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THE same powerful, consistent adver- your own selling ability, will make 1926 
tising which has always been part of more profitable to you than ever before. 


our sales plan will continue during Manutactured and guaranteed by 


1926. It is going to be a tremendous NATIONAL CARBON COMPANY, INC. 
help to you in selling Eveready Co- New York San Francisco 
| bie I —— t t Atlanta Chicago Dallas Kansas City Pittsburgh 
Se ry a cries tO your custolm- Canadian National Carbon Co., Limited, Toronto, Ontario 


ers. During the year there will be put 
into circulation no less than one hun- RE 

dred and forty-three million forceful EVE ADyY 
printed sales messages, in 57 maga- 
zines and class papers, and in 428 news- COLU MBI A 
papers. The actual total circulation is 

143,873,450 copies. Eveready Columbia Dry Batteries 
quality, this advertising campaign, and -they last longer 
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ARMSTRONG BROS. 











The man 
on the job 


Knows £00d tools 


He knows the qualities and faults of 
ALL makes of tools. That’s why the big 
majority of skilled workers express a 
decided preference for ARMSTRONG 
BROS. Tools. Thirty years of scien- 
tific, dependable tool building have built 
an enviable reputation for superiority 
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ney ; : ai Ei that reflects to your profit. Meet the 
‘ oi ef demand for ARMSTRONG BROS. 
‘ ver ae: Bo 3 Tools by carrying the complete line. 


The Most Complete Line of Good Pipe Tools Made 
(i) 


Standard Pipe Cutter < 
Body, handle and cutter holder are WW All-Steel Pipe Wrenches 
Certified Malleable Iron finished in \- Our All-Steel Pipe Wrenches are 
black lacquer. Parts interchangeable particularly noted for their strength, 
Armstrong Bros. Tool Co. durability and perfect balance. Made 


with parts of other standard makes. 
° ° in all the wanted sizes. 
Improved Stocks for Pipe Dies 








3-Wheel Pipe Cutters 
Indispensable where cutter cannot 
be revolved entirely around pipe. Cut- 
ter wheels made from special Alloy 
Tool Steel, hardened and heat treated. 


Heavy Duty Pipe Cutter 

Improved design, made of highest 
grade of material. Will stand up 
under hardest kind of usage. 


Heavy Duty Pipe Vise 
Carefully designed for use under 
conditions which require exceptional 
; strength and stiff- 
ness. 


We also make an 
Open Side Pipe 
Vise for quick and 
convenient opera- 
tion, combining a 
maximum of 
strength and grip- 
ping power. 





These stocks, while adapted for use of 
any standard pipe die, are of new and 
improved design. A smooth, compact 
body, without sharp edges or ribs. Fits 
snugly and comfortably in the hand. The 
bodies are of Certified Malleable Iron 
carefully machined and finished in black 
lacquer. Handles smoothly burnished and 
finished in dull nickel. Guides are care- 
fully machined inside and out. 


Reversible Ratchet Stocks 
Indispensable on such work as threading pipe 
in awkward corners, in ditches, ete. Instantly 
reversible for backing off the _ die. Ample 
clearance for chips. Working parts well pro- 
tected from sand and grit. 


Triplex Stock with Solid Dies 
Very convenient when range of pipe used is 
not more than three sizes. Light, well balanced 
and quick operating. Will soon repay its cost 
in time saved. 


Grn & 
co IER 
a ee ee 
W/ 

Stocks for Adjustable Dies 


These stocks fit any standard die 
of this type. Several exclusive fea- 
tures increase their, efliciency and con- 
venience. 


Chain Pipe Vise 


Kixtremely compact, fips 
seated , ( f/f YN 
eonvenient and quick \ ( f y 
in action. Drop forg-  Stpeaaea a 
#)\\ ps Oomy 
ed steel — hardened ¢ V3 
jaws. Combines max-} ©. dane = | 
° P > Se Tew aA 
imum strength with | ay % h 
minimuin weigh t. a \ \W/ 


- 
Especially handy for ¥ ) 
outside jobs. f ¥ 

/ .~ 


Write for Your Copy of Pipe Tool Catalog 


ARMSTRONG BROS. TOOL CO. 


314 North Francisco Avenue 








CHICAGO, U. S. A. 
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These Men 
‘““Know Their Stuff’’ 


and they want 


Rex Micrometer No. 65 meas- 


ures 3” to 4” by thousandths. 
3.32 BROWN & SHARPE TOOLS 
moderately priced Micrometer. 


Vade in sizes to measure from 
0 to 24”, 


Ask any mechanic—he knows the tools that do the best work— 
that measure accurately and that give him the best service—and 
he’s going to ask for Brown & Sharpe tools when he buys. 


You can be sure that his experience, day-in and day-out, and the 
experience of his associates, show him the best tools to buy. 


That’s why these men always come to Brown & Sharpe Dealers 
when they need tools. They know that Brown & Sharpe Tools give 
them the finest tool quality, accuracy and reliable service. 


Is your Brown & Sharpe Tool stock complete? Have on hand 
the tools your customers want. 


BROWN & SHARPE MFG. CO. 


PROVIDENCE, R. I., U.S. A. 


BROWN &? GHARPE 'TOOLS 


“The Standard of the Mechanical World”’ 



































January 7, 1926 HARDWARE AGE 7 





SPRAY BEASTS ERE SHEA EERE HATA MPAA SESAEA Ce 
. 7 
ware Pedeeal 






































5,000, 000 Poultry Raisers Need 
This Modern Poultry Fence 


New and scientific methods in the billion dollar poultry industry have brought an 

insistent demand for more and better poultry fence. No longer will “just any- 

thing” do. 

Flocks must be carefully segregated. Runs must be moved at frequent intervals 

to provide the birds with fresh, green ranges and to forestall disease. This essen- Rolls out 

tial practice demands a poultry fence which can be easily and quickly erected, re- Like Carpet 


moved and re-erected again and again without sagging or bagging. Cuts quickly, 
U. S. Poultry Fence alone fulfills these requirements. It is the only netting which yo and 
without waste 


can be stretched straight and true from post to post without the aid of top rail 
or baseboard. It is the only netting which can be taken down and put up time 
after time without bagging or sagging. 

Five million poultry raisers need this modern poultry fence. Buying time is just 
around the corner. Get ready now for the demand that is sure to come with the 
first signs of spring. ? 

And, in ordering your stock, be sure to specify U. S. Poultry Fence—not just 
poultry netting—for in no other netting can you obtain those outstanding feat- 
ures which successful poultrymen everywhere demand. 


Representative jobbers all over the country maintain complete stocks. Ifyou 
do not know the U. S. jobber in your territory, write us for his name. 


Indiana Steel & Wire Company 


Muncie, Indiana 
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. ‘ For over 50 years Kelly Axes 
t and Tools have been recognized 
as the Best. 





For over 50 years they have 
grown in sales and Popularity. 








W. C. Kelly & Co. 


1874-1894 Louisville, Ky. 
2 Acres. Daily Capacity 25 doz. 


THE REMARKABLE GROWTH AND PRESTIGE OF 
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THE WORLD’S LARGEST 


Covers 40 Acres 
This Company Now Owns the American Axe & Tool Co., Glassport, Pa., and Its Subsidiaries 


Kelly Axe & Tool Co. Inc. 
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” Axes. Lools 


From modest beginnings 
to the present great fac- 


tory, Quality has 


been and is the Watch- 
word for Kelly Prestige. 


THIS FACTORY HAS BEEN 














Kelly Axe Mfg. Co. 
Alexandria, Indiana 
10 Acres. Daily Capacity 600 doz. Axes. 


BUILT UPON QUALITY 


1894—-1904 
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AXE AND EK DGE TOOL FACTORY 


Daily Capacity 4,000 doz. Axes and Tools 
Which Have Been Merged, Consolidating Seventeen Factories into This ONE GREAT PLANT 


Charleston, 


W.Va... U. 8. A. 


Bees See eee 


TAT EG 
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Mitre Box No. 


New ' 


A mighty good mitre box—to 
sell at a mighty good price— 
and it is a. Millers Falls tool. 


7 . 
Specifications 

Frame and legs one piece. 

Saw guide adjustable for any size saw 
with device for squaring with base 
and back. 

Notches for all positive angles. 

Clamping device for intermediate 
angles. 

Roll to prevent saw from marring 
bottom board. 

Frame japanned black. Saw guide 
enameled red. 

Nickeled trimmings. 

No saw furnished with this box. 
















Here’s our new We've made it very good reason. It carries the trade- 
Mitre Box No. 110 toclinchthesale mark of Millers Falls, pioneers in the 
with those men who want a good prac-__—s mitre-box business, makers of the famous 
tical mitre box for handy jobs around Langdon mitre box, standard as a pre- 
the house and don’t want tospend much cision tool throughout the world. You 


money. No. 110 is just right for them— _ _can sell fifty years of mitre box reputa- 
simple,accurate,light-weight—usedeither tion with every one of these new 110’s— 
with back or panel saw. and you can sell a lot of them. 


It is ‘a mighty good Mitre Box” for a You might try it. 


MILLERS FALLS 
TOOLS 











MILLERS FALLS COMPANY 
Millers Falls, Mass. 
28 Warren Street 9 So. Clinton Street 
New York Chicago 
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The handyman 














The plumber 


For Men Who Want to Sell 
The Finest Hammer 


There’s one hammer that has been the outstanding favorite of 
both dealers and users for more than three generations. 


The Maydole Hammer 


The Maydole is all hammer—the finest that 83 years of accu- 
mulated skill and experience can produce.’ It has no “patent” 
wedges to keep the head tight. It’s made tight and it stays 
tight. There’s no stain on the handle to cover up imperfections. 





Men like to buy a Maydole Hammer and 
it’s a constant reminder of the high char- 
acter and honest value of the goods you 


sell. 

Sell men who want the finest hammer—the 
Maydole. 

Your jobber will supply you with a stand- 


ard assortment or any types and sizes you 
wish. Write us for Catalog and Pocket 


Handbook 23 “C.” 


THE DAVID MAYDOLE HAMMER CO. 


NORWICH NEW YORK 
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TRIMO 


Monkey Wrench 
This all-steel wrench is 100°; drop. 
forged; has no castings. It is simple, 


has only three parts, is practically 
indestructible, and the strongest by 
actual test. Seven standard sizes, 6 to 
21 inches. Fully guaranteed. 




















L 


This Wrench asks no Favors 
in Tight Places 


RIMO PIPE WRENCHES have always been famed as big 
labor-saving tools — that’s why American industries, mechan- 
ics, farmers and householders so overwhelmingly favor TRIMO. 


The NUT GUARDS (which keep this wrench in perfect adjust- 
ment when the tool is being used in close quarters or laid down) is 
a wonderful time-saving feature. It enables the operator to keep 
steadily at his task instead of fiddling around every few minutes to 
adjust the jaws over the object upon which he is working. 


The INSERT JAW in the handle (replaceable at small cost — 
when worn after long service) has given TRIMO economic leader- 
ship for nearly 40 years, while its Steel Frame that will not break 
guarantees durability and personal safety. 


This wrench is made in eight steel. handle sizes, 6, 8, 10, 14, 
18, 24, 36 and 48 inches; and in four wood handle sizes, 6, 8, 10 
and 14 inches. The 10 inch wood handle size makes an ideal house- 
hold wrench. At all hardware, mill, plumbing and oil-well supply 
stores. Insist on TRIMO —accept no other. ’ 


TRIMONT MFG. CO. 
ROXBURY, MASS. 
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TRIMO 


We Open Up 1926 With 
A Full Page Advertisement In 


THE SATURDAY 
EVENING POST 


(January 23) 


THE COUNTRY GENTLEMAN 


(February ) 





which is being supplemented by the following advertising: 


PoPULAR SCIENCE MONTHLY..............2eeeeee: Full Column 
ES Se ae OO ee ae ™ = 
FARM AND FIRESIDE.............-0cccccceeeeeeees 


PLUMBERS’ TRADE JOURNAL ..........-ecc cee eeeee 


66 66 


66 66 


er ees AS oo he ald acces Full Page 
NATIONAL PETROLEUM NEWS ...............-005 Half Page 
EE ee re ee Full Page 
Bpopemerac TONGINEMIING .. .. wc ccc cc ccc csens Half Page 


TRIMO’S national advertising will be continuous dur- 
ing the coming year. We urge every merchant through- 
out the country who is not now handling the TRIMO 
line (Pipe Wrenches, Money Wrenches, Pipe Vises, Pipe 
Cutters and Chain Wrenches) to do so this year. Prac- 
tically every jobber in the United States carries the com- 
plete line of TRIMO TOOLS and can supply you from 


stock immediately. 





TRIMONT MFG. CO. ROXBURY, MASS. 
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Key-Kase Midget Rench Kit! 


Here is a real pocket wrench kit for the miechanically inclined man. 
Five sturdy, case-hardened wrenches and a handy screwdriver 
enclosed in a handsome leather key case. This set of wrenches fits 
specially well with radio work, automobile ignition systems, and 
other small, delicate operations. One of the most easily sold items 
we know of for it is good-looking, handsome, durable, convenient, 
and cheap. 


NIAGARA METAL STAMPING CORP., Niagara Falls, N. Y. 


Also Manufacturers of PREMAX Hame Fasteners, DODSON Hame Fasteners, PRE- 
MAX Letters and Figures, PREMAX Rustless Steel Tent Stakes, and PREMAX Single 


Six Wrenches. 
SEND THIS TODAY 


i ee ee ee ee ee ee ee i ed 


NIAGARA METAL STAMPING CORP. Dept. 1 Niagara Falls, N. Y. 


Gentlemen :- 
Please send me ———— doz. Key-Kase Rench Kits at the regular discount price, together with descriptive literature for our 


salesmen. 
nN al ia ah a i eOeE ES EUEUNS ENE EV 04h 2 hewmen eee odd mec edksd deal eee eee cobiene 
FP Pe ry eae - sat ees eel eas eae ae ek a ae a ee Oe ac a ea eee Lee OE kee Geeks 
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Two and one half 
million buyers and 
users of Tools will 
receive magazines 
carrying Starrett Ad- 
vertising. 


THE L. S. STARRETT. CO. 
W orld’s Greatest Toolmakers 


Manufacturers of Hacksaws Unexcelled 
Steel Tapes—Standard for Accuracy 
ATHOL, MASS. 
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Tighten Jour Grip’on the 
Trade in Your Locality 


Turn them into S Erong Pullers 


for You— 


Nuts and bolts are not the only things that need 
tightening. If you would enjoy a steady 
‘stay sold”’ patronage “tighten your grip” 
on your trade—There are many so-called 
‘Cranks for good tools’’ everywhere 
who gladly pay for a Superior 
wrench; others want “The very 
best’’ at a moderate price. Satis- 
fy all with Williams’ “W & 

B" Screw Wrenches — 

Knife Handle and Agri- 
cultural—and ‘“‘tight- 
en your grip on the 
trade.” _—_Litera- 

ture ? 

















“W & B” KNIFE HANDLE WRENCH 


One of the most widely known and highly 
salable tools on the market. The head and bar 
are drop-forged in one piece. Its extra heavy 
jaws are case-hardened—fitted with easy-acting, 
solid steel screw. 7 Sizes, 6 to 21. 





“W & B” AGRICULTURAL WRENCH 


Designed to meet the demand for a good tool 
at moderate price, it should not be confused with 
the cheap upset wrench of unreliable type. Head 

. and bar drop-forged in one piece, easy-acting, solid 
steel screw, seasoned hardwood handle. 5 Sizes, 
6 to 15”, 


= = J. H. WILLIAMS & CO. 
E nooner 2 “The Wrench People” 
| New York BUFFALO Chicago 
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Deserve Good Hardware 





Good Building 


Za 





~~. 





If you believe in good 
locks for good doors— 
memorize these five words 
now: Corbin Hardware 


is Good Hardware. 


And that applies to every 
hardware need. Locks 
staunchly built, faultlessly 
designed. Hinges that 
smoothly swing. Door 
Checks to quiet unruly 
doors. Window Hardware 
that works well and looks 
well. Whatever you build, 
whenever you build, you 
can have Good Hardware 
—Corbin, if you wish. 
And you’ll never regret it 
if you do. 
P.& F.CORBIN S88 NENNECTICUT 

The American Hardware Corporation, Successor 


New York Chicago Philadelphia a 
Bis 


From JAN. to DEC. ~ 


All year, Corbin advertisements — your ad- 
vertisements — are making friends for Good 
Hardware, bringing customers to your store. 
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Machine Screws 
Stove Bolts, 
Tire Bolts 
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American Screw Co. 
PROVIDENCE , RI. 


WESTERN DEPOT 
225 WEST RANDOLPH ST., CHICAGO, ILL. 
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—we we are e pleased to tell them it is a "Kawneer" 
4 comoa 


38 Morrison St - * Corbett Building 
|| Portland. Orego" 


Such words of praise come to us from innu- 


merable merchants who are enjoying the extra 
profit derived from their 
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Let us send 





you this The 
book suggesting a store _. 
front for your particular atts 
is line of business—IT IS eo 


ca Niles, Mich. 
FREE. oe : 

Send me “Suggestions 

for Your Store . 


NAME 





ADDRESS 


es oe STATE 



















































































‘To You MERCHANTS Who PLAN To . 
REMODEL Your SHOW WINDOWS — 





Turn to the preceding page and study for a moment 
the Kawneer Store Front shown. Note its attrac- 


tiveness; its commodious facilities for display. 


A Kawneer Solid Copper Store Front planned to fit your 
own individual needs will write off its own cost in in- 
creased sales in a remarkably short time. This statement 
is based on actual figures kept by Kawneer Store Front 
owners—and, there are more than a quarter of a million 
of them in all, located in every one of the forty-eight 
states, and more than a half dozen foreign countries. 
When remodeling, install a Kawnegr Solid Copper 


Store Front. 








wie 


The largest 


manufacturers Over a quarter 
of CopperStore of a million in 
Fronts in the twenty years 
world. ~ nee 


Kawneer ¢@ 


VENTILATI OoOnm COMPANY 1ST ALLATION 


Neeee Mienioan 
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KEIL ¢ 


JIMMY-PROOF 


LOCKZ 


The Lock 
of the Age 


Cannot be jimmied, 
sawed or forced. 
Made in Rim and 
Mortise, Front and 
Store Door. 


Write for particu- 
lars. 
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© 1925 


FRANCIS KEIL & SON, Inc. 


401-425 East 163rd St. 


Established 1876 


New York, N. Y. 
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GUARANTEED Z/a¢/nsulafed 


American, Royal, Anthony, Nationa 
and U.§. Fences 


The test of time in service on the farm is the only 
true test by which good fence can be measured. 
Knowing the extra long lasting qualities of American 
Royal Anthony National and U. S. Fences, we give this 


Guarantee of Service 


—that the fence will give the equal of or longer service than any 
other fence made of equal size wires and used under the same 
conditions. Any buyer who shows that it fails to do so will, upon 
presentation of the written guarantee, be supplied with an equal 
amount of new fence free. 
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Our fences have always been the We control every process from se- | 
highest quality fences that the most lection of ore to the finished product. | 
progressive methods of manufacture We know what our fences are and 


could produce. Improvements con- stand back of them with this un- 
stantly are added as discovered, to qualified guarantee, based upon our 
make it last longer and give better past record of more than 25 years for 
service. producing QUALITY PRODUCTS. 


Ba nme /—tormerly named Arrow 
R. R. Rail SECTION Posts 


Are not ordinary T-steel posts. They are} 
built like a railroad rail—the strongest form 
of fence post construction known. 
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DEALERS: Write for our special selling Ct : 


plan and literature. 


PATENTED 


AMERICAN STEEL & WIRE COMPANY | 


Chicago, New York, Boston, Dallas, Birmingham, Denver, Salt Lake City 
U. S. Steel Products Co., San Francisco, Los Angeles, Portland, Seattle 
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You Make 


Sales 














Fasy Running. Self Sharpening. Long Lasting 







It. Costs pa in the End to Buy 


SYLVAN| 


Quality 
LAwN Mowers 






: Quality 
LAWN MowERS 








Dealers who stock any brand of PENNSYLVANIA Quality 
Lawn Mowers can sell more by using the sales helps which we send 


free on request. These include: 
Display Cards, Posters and Window Folders for mailing and counter distribu- 
tion. 


Trims in beautiful colors. (Window Trim Book containing copy and cuts for news- 


illustrated above.) paper advertising. 


Folders and car cards imprinted with your name and address. 


Write today for our 1926 Sales Help Outfit 





NSYLVA 


Quality 
‘LAWN MOWERS 





























Auto-Spray No. 7 
Handles all 


spraying solu- 
tions. Efficient 
agitator. For 
w hit ewas h- 
ing, cold water 
paints, farm 
and garden 
use, etc. For 
bucket or bar- 
rel. No leather 
cups to wear 
out. All neces- 
sary parts of 
brass. 









Auto-Spray 
No. 62 


Heavy duty spray. 
Only occasion- : 
al stroke of pump needed. 
Thumb trigger control. Con- 
tinuous spray. Brass pump, 
Brass or galvanized tank. 
Best cow and _ disinfectant 





sprayer. 





Auto-Spray 
No. 26 


Continuous, durable atom- 
izer in tin or brass. Can be 
used with all spraying solu- 
tions. Parts easily accessible 
for cleaning. Capacity | and 
2 gts. 


Auto-Spray No. 3 
Wheelbar- 
row type. Simple 





parts of brass. 
Efficient agita- 
tion. 12 gal. 
brass or galvan- 
ized tank. Excel- 
lent for stables, 
poultry houses, 
field crops, trees, 
whitewashing and 
cold water paints. 


A SPRAYER FOR EVERY 
PURPOSE AND EVERY 
SPRAYER GUARANTEED 


—Sa es 
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Identical with the Brown Auto-Spray 
No. |. It could not be more carefully made 
if the price was many time more. The 3} 
gal. tank of galvanized steel or brass is 
locked seamed to begin with. Then it is 
closely riveted and finally soldered inside 
and out. Easily and quickly loaded or 


cleaned. Oil resisting valves and washers. Com- 
pression pumped up with a few strokes. Simple, 
durable; clog-proof nozzle. Pump fastens to tank 
with a screw lock instead of cam locking device of 


No. |. 


For spraying trees, field 
crops, gardens; use in 
green _ houses, poultry 
houses, cow barns, for dis- 
infecting, removing wall 
paper, etc. 


The Brown line of spray- 
ers has constantly grown in 
popularity for more than a 
quarter of acentury. They 
are favorites with garden- 
ers and farmers, fulfilling 
every requirement — relia- 
bility — dependability and 
durability. They are good- 
will builders for dealers. 





¢ & © 


Send for new catalog a 7¢ 


illustrated in colors show- 
ing new models. 


The E.C. BROWN COMPANY 


869 MAPLE ST. ROCHESTER, N. Y., U.S.A. 








January 7, 1926 


HARDWARE AGE 25 














AMPION LAMPS 


WHY ARE ) 


HARDWARE JOBBER’S SALESMAN? 


BECAUSE OF 
THEIR SERVICE AND MANY 
REPEAT ORDERS RECEIVED 











Mr. Sales Manager, 
Let your ‘“‘Traveler’’ tell 
you what prices and qual- 
ity he finds compare with 
**Champion.’’ 





Be att 
yarawale 





in aloe 
MADE FOR MORE THAN 20 YEARS BY 
CONSOLIDATED ELECTRIC LAMP COMPANY 


Licensed under General Electric Company’s Incandescent Lamp patents 





DANVERS, MASS. 


208 MAPLE ST. 
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at the other end 
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to Two-Thirds of Your Customers! 


That’s a conservative statement, for Panco gives them 
more wear and comfort and cuts down their shoe bills 


materially ! 





TRADE MARK REG. 


Half Soles - Heels - Strips 


are now being sold by leading hardware merchants 
throughout the country. They sell readily to the family 
trade. Easy to put on at home. Positively guaranteed 
to outwear best leather 2 to 1. 


Black or tan—for men, women and children. Order a trial 
assortment from your jobber today. 


Panco Co. Chelsea, Mass. 
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MYERS SELF-OILING 
HOME WATER SYSTEM 
: FOR SHALLOW 
— ~~» WELLS OR 
mY _ 4 CISTERNS 
=<) |) WATER SYSTEMS 


The Complete Self Oiling Line for 
Every §S 



























































ervice. 


In an early 1925 issue of Hardware Age, there appeared a 
page advertisement featuring Myers “‘Honor-Bilt’’ Water Sys- 
tems for Homes, Farms, Public and Private Institutions. In this, 
a prophecy was made. In a condensed form it read “greater 
things for the Myers line of Water Systems— increased business 
for those who distribute them during 1925.”’ 

1925 is closed. Our prophecy has come true. Myers Water 
Systems have triumphed—new styles have been added—refine- 
ments have been brought about—higher standards of quality 
have prevailed—production facilities have been enlarged and 
improved—consistent advertising has been carried on—hun- 
dreds of new plumbers and dealers have been added to our 
ranks during the year while old distributors have increased their 
business by leaps and bounds. 

Our progress has been rapid and widespread—our ambition 
to round out the Myers Line of water systems with styles and 
sizes for every purpose has materialized—we stand ready at 
this the beginning of a New Year to serve our dealers and their 
customers better than ever before. 

Myers Quality, long recognized as a standard for comparison 
by others, will be rigidly maintained. Our fifty years of pump 
building experience embodied in Myers Water Systems is ample 
protection against costly experiments. A complete line, under 
a single trade name ‘‘Myers’’ presents opportunities for sale and 
installation not possible with other lines restricted to but one or 
two styles. And finally, liberal use of advertising space in lead- 
ing trade, class and farm journals will pave the way to the doors 
of thousands and thousands of prospects who will become Myers 
Water System purchasers throughout the year. 

Your inquiry is solicited. Catalog, information and prices to 
reliable plumbers and dealers on request. 


2 > | i if Take SMe, Hat. % 
= ‘ oe At A : “ PUMPS — WATER MY a RS DOOR HANGERS 
———— pawn. oacnerie O 
— E.MYERS & BRO.<: 
MYERS SELF-OILING THE THE F, CO. 


DIRECT WATER ASHLANDB, OHIO. 





MYER 































seep Wel + Manufacturers for over Fifty Years of MYERS HONOR-BILT PUMPS for Every Purpose, 
WATER SYSTEMS-HAY and GRAIN UNLOADING TOOLS - BARN, FAGTORY and 
GARAGE DOOR HANGERS: STORE LADDERS, Etc 
tn — 
| | 
A 4 


MYERS SELF-OILING DIRECT WATER 
SYSTEM FOR SHALLOW WELLS OR CISTERNS 









wires une | ~MYERS SELF-OILING hats : FIG. 
wraovesencm™ SHALLOW WELL mn FX e. . 1980 
a ® WATER SYSTEM | : 














MYERS 
JUNIOR | 
SELF-OILING & 
DIRECT WATER 
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“Well Sell No 
Private Brand Lanterns!” | 


XPERIENCED hardware men know 
that the best and quickest selling lan- 
terns are branded DIETZ. 


Likewise—that Dietz makes NO Private 
Brand Lanterns. 


Advertised! Popular Everywhere! Sold 
at Established Prices! That’s why it pays 
better to sell DIETZ Lanterns ONLY. 


ne ~ 








(oy | a R. E. DIETZ COMPANY - NEW YORK 


y LARGEST MAKERS OF LANTERNS IN THE WORLD— FOUNDED 1840 
LANTERNS , OUTPUT DISTRIBUTED EXCLUSIVELY THROUGH THE JOBBING TRADE 


— 
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NOW IS THE TIME TO SEE THAT YOUR STOCK 
OF PRUNING SHEARS IS READY TO MEET THE 
DEMAND OF SPRING PRUNING. 


PEXTO PRUNING SHEARS are well and favorably 
known. They are designed to work easily and are made of 
best grade materials by expert workmen. The PEXTO 
line offers the right shear for every purpose and every purse, 
without sacrificing quality or workmanship. 


From the standpoint of prestige, profit and pruning 
PEXTO Shears warrant your consideration. 


4 





WORTH WHILE TOOLS 


THE PECK, STOW & WILCOX CO. 


Southington, Conn., U.S.A. 


29 
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COLUMBIA TIRES 








Ideally 
adapted 
to the 
Hardware 
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COLUMBIA TIRE & RUBBER CO. “Si 
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The Question 
Is Changed 








Once, hardware merchants asked us to 
show them how Heller sales-equipment 
would increase sales and profits. 


Now, they’ve changed the question to: 
“How long will it take Heller Equipment 
to pay for itself?” 


As the New Year opens, we wish our 
hardware friends all possible success. 
We reaftirm our belief in the future. 
We re-extend our 34-year-old invita- 
tion to use our experience in solving 
your problems. We renew our pledge 
of contidential help to individual mer- 
chants who seek more profit in the 
coming year. We repeat our ideal: to 
build the hardware store equipment 
that will most efficiently increase sales 
and profits / 


W. C. HELLER & CO. 


767 Bryant Street 20 Vesey Street 
Montpelier, Ohio New York City 








That you may know 


all we have to offer, 


as result of our 34 
years of experience 
in this one field, we 
have printed a little 
book, “The Heller 
System: of Larger 
Profits.” It is free, 
ask for your copy 
now, and be ready 
to profit by Heller 
experience! Write 
Dept. 30A. 
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Make 1926 a Prosperous Year 
with HOHNER Harmonicas 


These Effective Dealer Helps) Jie 
Will Help You Do It if 3 
VERY wide-awake dealer knows the value of a sales ; —— zi 


leader. And every Hohner dealer knows that harmoni- 
cas are leading the way to more and better business. 


During the past year over 15,000,000 Hohner Harmonicas 
were sold to people of all ages, in all walks of life, in every i| 2% 
city, town, and village. And lL == 
every sale meant liberal profits ‘ 
and satisfied customers for 
Hohner dealers. 


Thousands of dealers in every 
part of the country are now push- 
ing Hohner Harmonicas. They | 
were quick to recognize areal | 
sales leader and just as quick to /L= 
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cash-in on the big business 
which tis being created by Hohner 
advertising. 

If you want quick sales, liberal 
profits and satished customers 
in 1926 put this attractive 


Some - Fun 


PLAYA 


Hohner 
gg harmonica’ 


FREE INSTRUCTION BOOK 


This attractive and helpful book 
of 16 pages, fully illustrated and 
containing six popular musical 
selections, is featured in all 
Hohner advertising. Every re- 
quest for a copy at your store 
means a Sale. 


ee. are ee ee . 
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“Hohner Boy”— Display No. 425 
Consists of a permanent display 
card, 31” high by 15” wide, with 
patented easel,containing twelve 
assorted Hohner Harmonicas to 
retail at 50c each. Price of as- 
sortment complete is $4.00 and 


“Hohner Boy” display on your 
counter and tie your store to the big national sales campaign. 


This display on your counter, a complete set of window strips 
and dealers helps and a generous supply of Free Instruction 
Books will put you in line for more and better business 
during the coming year. 


We are creating the demand for Hohner Harmonicas—all 
we ask you to do is help us supply it. 1925 was a record- 
breaker, but everything points to a greater volume of busi- 
ness in the coming year. Let us show you how to “Make 
1926 a Prosperous Year With Hohner Harmonicas.” 


If You Want to Tie Your Store to Hohner Advertising, Write: 


your profit is 50 per cent. 


M. Hohner, Inc., Dept. 66, 114 East 16th St., New York 









Canadian Address: Hough & Kohler, 468 King Street, W., Toronto 
Y/N a s - LM) 
Fascination = oe = = = = = ’ Health 
Inspiration = — = 3 = = = : Y Por ability 
Education = — =—— = ——— = ff, Durability 
Entertainment 3 — a \= = a7 5 S$ | aauataae)/> Convenience 
Popularity 


























i 
i 





January 7, 1926 HARDWARE AGE 


33 





Plant Completely Destroyed by Fire Nov. 16, 1925 Two New Glass Melting Furnaces—Fully Equipped 


and in Operation Nov. 30, 1925 


The illustrations on this page almost tell the 
story without words. 


On Nov. 16th, 1925, our entire plant was com- 
pletely destroyed by fire. Before the fire was 
actually put out a new and greater Technical 
Glass Company began to emerge from the 
ruins. 


Just two weeks after the fire on Nov. 30th, 
1925, the following temporary departments, 
fully equipped with new machinery were in 
operation : 
































Two new glass melting furnaces—machine and 
mould shops—assembling and packing rooms 
—brass foundry and plating rooms. 


On December Ist, 1925, shipments of glass 
door and drawer knobs and our glass drawer 
pulls went forward to various customers all 
over the country, including a large shipment 
to London, England, and we have continued 
shipping ever since. 
We thank the entire trade, whom we hold re- 
sponsible for the success of this firm and for 
the loyal support and patience accorded us 
especially in a time of emergency. 
Hoping for a continued cooperation, we re- 
main, wishing you a Happy and Prosperous 
1926. 

-Very truly yours, 


Technical Glass Company 
Incorporated: 
2050 East 48th St., Los Angeles, California 





Temporary Machine and Mould Shop in Operation Nov. 30, 1925 
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Temporary Assembling and Packing Room 
in Operation Nov. 30, 1925 
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HARDWARE , AS5O% S/ATION, INC. 
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eanhau ~ HARDWARE SALES 


TIRE, 
CHAINS 


What Are You Selling In The Winter Months? 


The season of hail, ice and snow is your opportunity to push 
the sale of tire chains. Tire chains will make the cash 
register ring and bring profits when dealers find their sales 


need “Jacking up.” 
But be sure of your chains— 


WESCO TIRE CHAINS 


hold on the road because the ends of the links 
are locked to prevent pulling out regardless 
of strain. And they hold customers because 


made right from start to rustproof finish. 
Dealers can obtain a complete assortment of 


15 standardized sizes at an investment of less 
than $100, with a profit of 662/3% on the in- 


vestment. ° 


Write for our New Merchandising Plan— 
it’s a trade-winner right from the start. 


WESTERN CHAIN COMPANY 
Chicago, U. S. A. 














PACKING 


These chains are 
acked in heavy 
Pall telescope, fibre 
cartons, two dozen 
in each wire bound 
shipping case, 
Packed cases weigh 
approximately 400 
pounds. Jobbers ap- 
preciate this light- 
ness in handling 
and reshipping. - 

~ aE. 
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ATKINS 


m= SILVER AWS: 


STEEL 


Pruning and Pruning Saws 


Success in pruning can be greatly 
aided by selling the workman the 


right saws—ATKINS. 


Atkins Pruning Saws are 
adapted to the purpose. They 
are made the proper shape, 
so as to be available for 
use in cramped places 
and the correct balance 
so as to make the saw 
easytohandle— A fo we GF : 
both of these are A Lee oS 
important facts ss. (aes asr we + 
to consider 
when order- 

























POPULAR PATTERNS 
of Atkins Pruning Saws 












Atkins No. 4. A popular saw for heavy wor 

























Atkins No. 7 Tapered Atkins No. 10 Tapered 


PLACE YOUR ORDER PROMPTLY 


You will not make a mistake by ordering Atkins Pruning Saws. Send to us for copy 
of our book ‘‘Pruning Pays.’ Give us the names of those who use Pruning Saws in 
your locality and we “will send one of these books with your imprint thereon to each 


prospect. Address nearest point below. 


E. C. ATKINS & COMPANY 


Established 1857 THE SILVER STEEL SAW PEOPLE 
HOME OFFICE and FACTORY: Canadian Factory: 













Machine Knife Factory: 
Lancaster, N. Y. Indianapolis, Ind. Hamilton, Ont. 
BRANCH HOUSES 
Atlant Memphis New Orleans Portland 
Chicago Minneapolis New York San Francisco Seattle 
Paris, France 





Vancouver, B. C. 

















Founded 1865 
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Worth While 
Information 


In this issue you will find some 
really worth while information on 
tools by no less an authority than Don 
Thatcher. The tool department con- 
stitutes one of the most important 
profit makers of the hardware re- 
tailer and this series of articles treats 
of the merchandising of this basic line 
from a preeminently practical stand- 
point. It contains information that 
may be translated into actual dollars 
and cents. 





John Cassin knows cutlery as few 
men know it and in this issue you 
will find another installment in the 
series, “Observations of a Cutlery 
Salesman,” in which he discusses some 
of the factors governing Cutlery sales. 
This article contains spme really prac- 
tical suggestions on stimulating cut- 
lery sales and should prove of mate- 
rial assistance in helping you to re- 
alize a substantial increase in the 
sales of this line. 





What Readers Say 
About Us 


“Regarding HARDWARE AGB, we couldn't 
get along without it, as we get plans and 
ideas that are worth many times the price 
of the paper.”—Geo. E. Hobson, Long 
Beach, Calif. 

“T have been a subscriber for the past 
year or two and cannot dispense with it.’’ 
—Geo. H. Sheperd, 915 Hiths Ave., Pitts- 
burgh, Pa. 


“We take this opportunity of telling 
you that we enjoy your publication and 
it is perhaps read more than any other 
trade paper which we get.”—W. P. Goudie, 
Jr., Detroit, Mich. 
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HE combination of utility and 
beauty is the thing which has 
been achieved in the fine hinges 
bearing the mark “McKinney.” 
McKinney's continuous national 
advertising has made consumers ex- 
pect to find these wares at every 
worthwhile hardware store. 


McKINNEY MANUFACTURING CO. 
Pittsburgh Penna. 








’ 
ree) : 
BR a> wer 


va: 
me 


. | 
ct 


2 
A 


ee 
4 ae , 
mA), i » baal 


A 











PERRIS 


sb 
ah 
| 


—_— 


a — 
— — 


|LNNNNAL 
| | 
| 


\uydititti 
\| 


ihn 








GEORGE H. GRIFFITHS, GENERAL MANAGER 


Associate Editors: 


Resident Editors: D. M. ANDREWS, Chicago; CHARLES DOWNES, ncis - 
Boston; G. F. TEGAN, Pittsburgh; BURNHAM FINNEY, Cincinnati, F. 






——— 


LLEW S. SOULE, EDITOR 


D. J. WITHERSPOON, CHARLES J. HEALE 
San Francisco; F. L. PRENTISS, Cleveland ; GERALD FRAZAB, 


S. SmITH, Minneapolis 


Copyright 1925 by Iron Age Publishing Company 





Volume 117 


New York, January 7, 1926 


No. I 





Trade Wind. 


lar 8 Del 


EW YEAR’S has come and gone, 
| \ but most of the new year is still 

in the future. What does it hold 
in store for us? A hard question, yet easy 
to answer. : 

What 1926 holds in store for each of us 
depends very largely upon what we in- 
dividually are willing to put into our work- 
ing hours in the way of thought, system 
and intelligent effort. It is not a matter 
of chance or circumstance. 

Too many men are prone 
After the to place the blame for every- 
New Year thing unfavorable upon ev- 
—What erything but the right thing 
—themselves. They seem to 
consider business as a sort of God that 
scatters success or failure according to its 
moods. They regard it as a carrier of 
responsibility, especially devised to shoulder 
blame, and to carry the lame excuses of 
shiftless workers and lazy thinkers. 

But—Business is not a God. It is a 
tangible thing—not an intangible one. It 
is a man made machine, which properly 
handled by men who understand it, pro- 
duces its type of success. The things 
which sway it do so because they sway the 
men who operate it. It responds to con- 
ditions because men are influenced by con- 
ditions, and conditions are largely the 
result of a state of mind. 

The veriest rumor can disrupt the stock 
market. Unfounded talk of hard times 
can paralyze business. Visions of unlimited 
prosperity can build bubbles of inflation. 
Likewise confidence in things as they are, 
coupled with intelligent, practical effort 
can keep business on an even keel. 

Business in 1926 will be what you be- 
lieve it to be, provided you back your be- 
lief with earnest endeavor. However, 
human nature hasn’t changed greatly. It 
is still true that “Faith without works is 
dead.” 


HE year 1926 is not 1826. Ii it were 

we might get along nicely with cen- 

tury old methods. Some _ individual 
business failures are due to the fact that 
the merchant owners do not know how to 
do business in this day and age. 

They are actually stocking merchandise 
for people who have been dead for twenty 
years. They are trying to sell live custom- 
ers with dead stock and dead methods. 
Their stores might have looked good to 
the fathers of the people they strive to 
serve, but youth has new ideas, and youth 
will be served. 


ROFITS during the coming year de- 

pend upon growth. -Pusiness never 

stands still. It either grows or 
shrinks. 

Business “overhead” is growing yearly, 
and will continue to grow under present 
conditions. Unless the business grows with 
it the sheer weight of “overhead” will 
some day crush the life out of profits. 

But growth consists of 

The something more than simply 
Matter of selling more merchandise to 

Growth customers already on the 
books. The merchant who 
depends solely on his old customers is sure 
to find that when those customers die, the 
business dies with them. Business growth 
means the adding of new accounts and the 
careful conserving of the old. It means 
the cultivating of new friends, the increas- 
ing of trade influence, addition of new 
merchandise to meet new needs. It means 
the discovery and conquest of new terri- 
tory, coupled with intense cultivation of 
older ones. It means more people coming 
to the store each day, week or year. It 
means more customers in front of the 
counter, with more dollars coming across 
the counter. 

As you enter the new year. ask yourself 
these three questions: 

Is my community growing? 
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Is my business growing proportionately ? 

Am I growing? 

If you can truthfully answer yes to those 
three questions, you are headed toward 
success, even though you are a small mer- 
chant in a small town. 

If not, then regardless of the size of 
your store or your town, vou are in line 
for the regular New Year's resolutions. 


NY merchant who really desires to 
improve his business, who desires to 
raise his sales and his profits above 

those of his competitors must do something 
different from what his competitors are 
doing. He must think of some plan, some 
method of appeal that is out of the ordi- 
nary. He must find out what particular 
kinds of consumers the other merchants 
are missing, and ,contrive some way to 
interest those consumers. 
Under ordinary conditions, 
The Rut there is no particular reason 
of why customers should prefer 
Sameness ¢ store above the others in 
a community. Merchandise 
in most hardware stores is very similar. 
Prices are about uniform. Systems are 
much alike. 

The logical thing for the merchant to do 
therefore is to find some worthwhile ser- 
vice or some useful, pleasure giving at- 
tractive merchandise, that has not yet oc- 
curred to his competitors. In other words, 
do something the other merchants of his 
trade territory have either not thought of 
or not attempted. 


There is always some need which no 
other store has discovered. Find that need 
and fill it. There is no success in monoto- 
nous sameness. New goods and new meth- 
ods must go with new years. Also—the 
man who merely follows the procession 
never gets that credit which goes to the 
man who leads. 
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Civilized man is incalculably better 
off than his Neanderthal ancestors, 
vet his actual labors are much 
lighter. Our primitive ancestors 
night spend a whole week strug- 
gling to get one square meal 





¢<¢ EF I could only live my life 
over again!” 

How often we hear that 
expression! It implies dissatis- 
faction with the way we have 
used our years and the conviction 
that we could lead a perfect and 
successful life if it were possible 
for us to start again at the begin- 
ning. 

“If I could only start again at 
the beginning of my business ca- 
reer!” That’s another thought 
that comes often to the minds of 
many business men. Looking 
back on the past, in the light of 
our present accumulated know- 
ledge and experience, how much 
better we might have done many 
things! What errors and mis- 
taken policies and practices we 
might have avoided; how much 
further ahead we might have 
pushed our business and how 
much more successful we might 
be today! 

In other words, if we could live 
our lives over again or start our 
business careers again, we would 
be wonders! If we actually 
could start again at the begin- 
ning, would we really do any bet- 
ter than we are doing right now? 
The very best way to answer this 
question,—the infallible test that 
will show conclusively whether 
we would or not, is—are we will- 
ing to do in the future what we 
think we would do if we had the 
whole to live over again? 

It is well for us to remember 
that a very similar chance to the 
one we had in the beginning is 
given to us every day of our lives. 
A new life is before us at the 
dawn of each new day. The fu- 
ture stretches out ahead of us 
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Start 


in Business 


Anew for 
1926! 


just as it does before a new-born 
babe! Wecan follow from today 
on, the path that it would have 
been wisest for us to have fol- 
lowed from the beginning, even 
if we can’t go back and start all 
over again. 

This thought is particularly ap- 
plicable at the present time. We 
are starting not only a new day, 
but a new year. And it is a cus- 
tom of man at the beginning of 
a new year to stop for a moment 
in his onward rush and take stock 
of himself,—to render to himself 
a brief accounting of how he has 
spent the past year, and to re- 
solve to make a better showing on 
the profit side of the ledger dur- 
ing the year to come. 

A resolution to take some defi- 
nite steps during 1926 to better 
our business is well worth mak- 
ing. Possibly what we resolve to 
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Read Your Trade Paper 


do may cause us some extra trou- 
ble and seem a bit of a nuisance, 
but this will only be so at the be- 
ginning. The human mind likes 
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Have you a definite merchandising 


plan? Does system predominate in 

your selling? Do you go on putting 

special effort behind one selling 
drive after another? 


to run comfortably in well-worn 
grooves that fit cozily, like old 
slippers, and protests against be- 


ing shaken up. But it is this very 


shaking up that is responsible 
for all human progress, and the 
reward for the effort is that after 
we have shaken ourselves into 
higher grooves, we run just as 
comfortably! Civilized man is 
incalculably better off than his 
Neanderthal ancestor, yet his ac- 
tual labors are much lighter. 
Our primitive forebear might 
spend a week in struggling to get 
one square meal. He had to stalk 
an animal, follow it possibly for 
days, then kill it with inadequate 
weapons, skin it himself, and 
carry his meat supply the same 
distance back to his cave. We 
merely walk into a butcher shop, 
and get the same result! 

So, if we had the common sense 
to start plans for bettering our 
business, and the tenacity to live 
up to them, in a very short while 
the practice of these better mer- 
chandising efforts will become a 
routine matter,—part of our 
daily habits, and no extra trouble 
or worry at all. And the im- 
provement in our merchandising 
methods will show on our cash 
registers. Sales will click up 
merrily. 

Even the retailer who is doing 
what he considers a satisfactory 
business right now, can improve 
on it by giving a little thought to 
his methods and his selling pos- 
sibilities, and surely none of us 
cbject to increased profits! 

Perhaps the best thing we can 
do to start the new year right is 
to try for a fresh viewpoint on 
our business. We are so close to 
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it, day in and day out, and our 
conduct of it has become so much 
a matter of routine that there 
are many things about it we 
never notice or think of, but 
which would be immediately, and 
perhaps unfavorably, visible to 
an outsider viewing it for the 
first time. Once we had that 
fresh, searching viewpoint our- 
selves,—when we first started in 
business. Now, years of famil- 
larity have bred toleration and 
forgetfulness of matters that 
could be improved. 

Suppose you try, now at the 
beginning of the new year, to go 
back and regain the same enthu- 
siastic viewpoint you had the day 
you first opened up for business. 
With that attitude, survey what 
you are doing and see if it en- 
tirely satisfies you. 

Are you running your business 
on a business-like basis? Do you 
control it,—keep it under your 
thumb, by your’ book-keeping 
methods, so that at any time you 
know just where you stand,—so 
that you are not going serenely 
on, heading straight for the 
rocks of failure without even sus- 
pecting it? Do you know which 
items of your stock are paying, 
and which are not? Do you dis- 
continue poor sellers as promptly 
as possible, and concentrate your 
real effort on your good numbers? 

Do you pay your bills as quickly 
as you might, take advantage of 
all possible discounts, and 
strengthen that priceless business 
asset,—your credit standing? 

Have you a definite merchan- 
dising plan,—is their system in 
your selling? Do you go on put- 
ting special effort behind one sell- 
ing drive after another,—are you 
always pushing something? Do 
you take advantage of seasonal 
and other similar opportunities, 
and tie-up, wherever possible, 
with current events of popular in- 
terest, in your advertising and 
merchandising generally? Do 
you appreciate that keeping ever- 
lastingly at it constitutes genius 
in merchandising as well as in 
literature and art? 


HARDWARE AGE 








You cannot hope to be successful unless 

you are willing to plan ahead. Why not 

start the New Year right and be one of 
the successful? 

Do you get the most out of 
your windows and store interior 
in the way you arrange and dis- 
play your stock? Do you put 
real “kick” into your displays, 
and change them often? Do you 
keep your store clean and attrac- 
tive, both inside and outside? 
Have you any waste space that 
you could put to work by stock- 
ing it with something to make 
more money for you? 

Are your employees intelligent, 
neat, courteous, loyal, and inter- 
ested in their work? Do you 
make it worth their while to dis- 
play these qualities? Do they try 
to sell as hard as you do? Do 
they know how to sell, or do they 
merely handle your merchandise? 

Do you read your trade paper 
and other good business litera- 
ture to keep yourself familiar 
with current business conditions 
and trends, and modern merchan- 
dising principles and practices? 
Do you advertise to the extent 
your business justifies, and do 
you see that your advertising lit- 
erature is such that it will bring 
you a profit in cash and reputa- 
~ for the money you invest in 
it? 

Right now you are doing a cer- 
tain amount of business, enough 
to clear your overhead and all ex- 
penses and give you a profit. 
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Now if you can increase your 
sales, your profit will increase in 
much larger proportion. Little 
out of the extra income will go 
towards overhead and expense. 
The heaviest part of that will be 
taken care of by the business you 
already do. That’s one big rea- 
son why you should fight hardest 
for those extra sales! If you can 
answer the questions listed above 
favorably, those extra sales will 
take care of themselves! That, 
and the habit of striving to sell 
every customer two articles in- 
stead of one,—trying to make 
the sale of one article lead natur- 
ally to an additional sale of a re- 
lated article. 

Our industry as a whole has 
been progressing steadily. We 
have learned how to fight for 
more business,—to create busi- 
ness,—to analyze markets thor- 
oughly, find out where possibili- 
ties for additional sales exist, and 
then go out and get those sales. 
Are you keeping pace with the 
industry ? 

Twelve months ago you prob- 
ably wondered whether you 
would be better or worse off or at 
a standstill a year from that day. 
You know the answer now! Are 
you more successful or better 
satisfied with your lot? It all de- 
pends on the effort you put forth 
during that time. 

Again you are in the position 
of looking forward and wonder- 
ing what the year to come holds. 
Will you profit by the knowledge 
that neglect to make some good 
business resolutions last year, or 
neglect in keeping those you made 
is the cause of your being less 
further advanced than you could 
have been? Or will you go along 
in the easy routine way, that, 
while it may give you a living, 
falls far shott of gaining for 
yourself and your business the 
advancement and the profits that 
could be yours. 

During 1926 will your business 
fall back, stand still, or go ahead? 
The answer is in your hands. 
What are you going to do about 
it? 








historic battlefield of Antietam 
report the most remarkable an- 

tics of a large flock of %uzzards there. 
These birds took it upon themselves 
to imitate the bird men in their every 


\ RMY aviators who drilled over the 


The Parrots 


antic. Not orly did they practise until 
well nigh perfect in the various forma- 
tions, sailing along in line and in file, 
wheeling, dipping and rising with pre- 
cision enough to p-ease a drill sergeant, 
but they went in for individual stunts, 


too. One of these birds, whom the air- 
men came to nickname “Fritz,” got so 
he could loop the loop, do the barrel 
roll, the falling leaf, and the Immelman 
spin, so called. All of which shows the 
importance of example. 








A te eR 


SS en eR 
Seite ths otha ae noe ae Ee 


ARISEN ac 


CRI teagan” 1... 











42 i 


HARDWARE AGE 


January 7, 1926 


Offsetting Stock Shrinkage 


An Item of Loss That Runs High in Hardware 


TOCK shrinkage, from one 
cause and another, runs 
pretty high in the retail end 

of the hardware trade. The char- 
acter of the dealer’s stock un- 
doubtedly brings this condition 
about. But it is interesting to 
compare hardware stock shrink- 
ages with stock shrinkages in 
other retail lines and to study the 
methods which some dealers have 
adopted to offset losses from this 
source. 

It is pretty generally agreed in 
the trade that shrinkage runs as 
high as 10 per cent of gross sales 
and as low as 14 per cent. The 
average is probably around 5 per 
cent. Probably no measures 
which may be conveniently taken 
by the average hardware dealer 
will get this loss below 3 per cent 
of gross sales. But, it also is true 
that very few dealers reach a 
shrinkage of less than 5 per cent 
and the great majority suffer a 
loss nearer 10. 

Stock shrinkage as a source of 
loss in hardware retailing has 
long been an evil tolerated by 
most dealers as merely “part of 
the game” who take no steps to 
offset it. It is usually allowed 
for, if at all, in the marking up 
of stock. But to allow for shrink- 
age in mark up, you have to know 
what your shrinkage is and then 
there may be evils result which 
make for losses as great as those 
suffered by the shrinkage it is in- 
tended to cure. 

Contact with hardware dealers 
in a recent selling campaign con- 
vinced the writer that stock 
shrinkage is a factor in merchan- 
dising which the trade can afford 
to watch carefully. 

A comparison with other lines 
of retail business in this matter 
of stock shrinkage offers the 
dealer a chance to determine just 
how bad he is off. 

The dealer who believes from 
the above table that his goods 
shrinkage is in the middle col- 
umn, will wish to try and reduce 
the figure to that in the last col- 
umn. If he believes that his fig- 
ure is nearer that in the first 


By Henry Frommes 


column, he will realize that he is 
facing a serious situation in the 
conduct of his business along effi- 
cient lines. 


INVENTORY A BAROMETER 


A properly conducted inven- 
tory, providing stock and cash 
records are rightly kept, will 
often reveal to the dealer what 
his shrinkage has been since the 
last inventory. But it is probable 
that the records of the average 
store in the trade will not reveal 
sufficient detail to make anything 
more than a fair guess. But a 
guess of stock shrinkage rate, 
based on what the inventory re- 
veals, will be better than a mere 
guess without any foundation ex- 
cept the dealer or buyer’s judg- 
ment. 

If there was only one cause for 
stock shrinkage in the trade— 
namely, depreciation of goods on 
floor or shelf—it would not be a 
difficult matter to arrive at a fig- 
ure that would be for all purposes 
safe. But there are numerous 
causes for stock shrinkage, some 
more serious than others, depend- 
ing much upon store policy and 
local conditions. And it is neces- 
sary to have the facts in this con- 
nection before any practical cure 
can be applied. 

Before the retailer can _ set 
about to offset stock shrinkage, 
he has got to have the causes 
clearly defined. 

The above causes are not listed 
in the order of their seriousness 
to the trade. That is not possible 
in referring to dealers in general 
where certain of these causes are 
eliminated entirely. But, stock 
shrinkage may be charged up to 
these things in a general way. 

A dealer with whom the writer 
talked on this subject had this to 
say: “For years I made it a prac- 
tice to allow six per cent of my 
gross sales for stock shrinkage 
without ever studying the causes. 
It was merely my guess. I then 
added six per cent to my mark-up 
to offset what I thought was my 
shrinkage. A check up last year 
revealed the fact that my losses 


from stock shrinkage was over 
ten per cent. This accounted for 
a lot of discrepancies in my bal- 
ance sheet during the years when 
I was merely guessing. 

“Noting the various obvious 
causes for stock shrinkage, I set 
about to correct each one to the 
best of my «bility. I gave my per- 
sonal attention to this matter for 
weeks. I trained my four em- 
ployees in each item of loss. I 
believe that I have added four 
thousand dollars to my gross 
sales this year as a result. This 
figure will not hold. Carelessness 
will creep in again. But it will 
take time. And then I can go af- 
ter it again.” 

It is probably a fact that one of 
the most serious causes of stock 
shrinkage in the trade lies in 
careless handling of stock. Not 
long ago I was talking with a 
dealer doing a big business in 
New York City. One of his clerks 
was engaged in unpacking stock 
just in from the warehouse. 
While I watched, two other clerks 
hurried into the_ storeroom, 
grabbed up some of the newly 
opened goods for which there was 
a customer waiting and hurried 
off with it to the front of the 
shop. The man doing the unpack- 
ing, so far as I could see made no 
count whatever of the stuff he 
unpacked. Moreover, he handled 
the goods carelessly, failed to ex- 
amine for condition and twenty 
minutes later I saw him carrying 
it off to the stock shelves and 
sales floor. 

I doubt whether it is possible 
that this man knew just what the 
shop had received for its money 
as I didn’t see any invoices or 
check slips in evidence. I called 
the attention of this dealer to 
what I had seen. He merely made 
the remark that he left that up 
to his helpers—it was their job, 
not his. He had no reason to 
doubt their loyalty and accuracy. 
This dealer was astonished when 
I told him of a competitor in 
Brooklyn who personally checks 
over every shipment that comes 
into his shop and that this com- 

(Continued on page 102) 
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The Question of the Year 


AM.the New Year, hardware man! What do I mean to you What, 


with all of my days and weeks and months, will you strive to dof Will 
you put your best in the task at hand and toil with your might and main 
to make the most of my gifts to you?—-which never may come again. 
am all 


I am only a grain in the sands of time, a drop in the boundless sea; but I 
a little 


yours to make or mar. What will you do with me? I am one Short year, just 


span, and then you must mark me—past; but the things you do while I’m here with 





you—may make you a name to—last. 


My limit is small—if you count my worth by the hours you waste away; but I 


have no limit—if you employ the treasures I bring each day. Each second of 


as you improve the moments I 





mine is a grain of gold—to tarnish or brighten 
freely give as gift of the gods to—you. 


old, and these days 





I am the New Year, hardware man! But soon I will be the 


of mine, like the days gone by, will soon be a storvy—told. What will you do with 


my weeks and months, my gifts—ere they pass away? What will you make of 


yourself of —me’ What will the record say? 
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“A store like ours,” says Arthur Perkins, gen- 
eral manager of the Barrett-Hicks Hardware 
Co., Fresno, Cal., “is a school for workers, and 
this naturally means that there is bound to be 
a continual stream of graduations.” 
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‘A Store Should Be Regarded as a 
School,”’ Says California Merchant 


school,’ declared Arthur Perkins general 

manager Barrett-Hicks Hardware Co., 
Fresno, Cal., in a recent newspaper interview, in 
which he discussed the problem which presents 
itself to the average hardware man, of the sales- 
man who comes in and stays on the job just long 
enough to be thoroughly trained in the store’s 
system and then leaves. 

One of the fortunate circumstances in Mr. Per- 
kins’ experience, according to the interview, is 
that he entered the hardware business eight years 
ago without predetermined ideas and with the 
viewpoint of an outsider, having been trained as 
a traveling salesman, and as he said, realizing 
that he had a lot to learn on coming into a retail 
hardware store. The newspaper story follows: 

“Perkins’ first aim was to make the store an in- 
stitution, a place of actual service to the commu- 
nity. He determined to add to the mere matter of 
selling merchandise the act of giving something 
that would increase the volume of goods sold— 
thus making the buying of an article the ‘buying 
it at Barrett-Hicks’ entirely different. 

“In outlining his ideas in connection with this 
question Perkins cited a number of corporations 
which had national reputations. For example, he 
mentioned that in California there are thousands 
of service stations, run by individuals according 
to their own individual methods. A motorist goes 
to one of them and, as long as the help in the sta- 
tion is capable and willing, the customer is sat- 
isfied. But a change in the personnel almost in- 
variably means a difference in the service re- 
ceived, while a stranger, coming to a station run 
along the lines best suited to those who happen 
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to be on the job, is in actual doubt as to what sort 
of service he will get. 

“In contradistinction to these individual sta- 
tions are the ones operated by the Standard Oil 
Company. This corporation maintains a strict 
and high standard of service and _ business 
methods. The personal ideas or habits of the help 
must be subordinated to the standard of the com- 
pany and, because of this, a stranger may drive to 
a station 3000 miles away from the last one he 
visited and know exactly what sort of service 
to expect—for the company, not the employee, 
sets the standard. 

“This is the idea that Perkins aims to maintain 
in the Barrett-Hicks hardware store. Also, it is 
the idea which has enabled him to maintain a con- 
stantly increasing sales volume in spite of labor 
turnover and to keep store service and efficiency 
at the top notch even when a ‘star salesman’ 
hands in his resignation. 

“*A store like ours is a school for workers and 
this naturally means that there is bound to be a 
continual stream of graduations,’ Perkins de- 
clares. ‘As between the man who is reaching the 
top and who is on the lookout for something better 
beyond our store—the man who is really a star 
salesman—and an assured permanent employee, 
we much prefer the man of the former type. He 
is looking ahead of his present position and he is 
trying to better himself, even if he feels he has to 
leave us to do so. While he is with us he is on 
his toes and is working hard all the time. 

“““The man who feels that he has reached a high 
point in his development and that he will be with 
us permanently is inclined to feel well satisfied 
with himself and, therefore, starts taking things 
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easy. Thus, as has been demonstrated a number 
of times, a veteran may not be worth as much to 
an organization as a newcomer with far less 
actual experience in selling hardware.” 

“‘‘Tmpersonal knowledge’ is a phrase applied by 
Mr. Perkins to the type of store salesmanship 
which his organization tries to inspire. With this, 
rather than the ‘star’ system, the store is sold 
to the public as a store and business runs right 
along with a pleasing impression which it might 
not have if it were operated under the “individual 
knowledge’ system. 

“A striking example of the advantage of this 
policy is to be found in the handling of the win- 
dows. Ordinarily a store is measured, so far as 
displays go, by the ability of the window trim- 
mer. If a display man leaves and a new one 
comes in, there is almost certain to be an improve- 
ment or a lowering of the quality of the window 
trims, for this is an individual matter which is 
handled along strictly individual lines—just as 
is the advertising of a store. 

“Barrett-Hicks has, within the last five years, 
had four different window display men, who have 
ranged in experience from the trained expert to 
the apprentice. Yet the Barrett-Hicks windows 
have been on a par with many of the displays in 
the apparel stores of Fresno and other cities. 
Each new man has found a standard set for him 
and has not been permitted to let the displays 
drop or allowed to be dependent on his own per- 
sonal ideas if they conflicted with the established 
system. » 

“Incidentally, men who have worked for the 
Barrett-Hicks store in this capacity have secured 
better positions outside and have gone to them 
with the best wishes of the firm, instead of being 
rebuked for a lack of loyalty. Through letting the 
men hope for and work for a better place, Barrett- 
Hicks arouses their ambition and doesn’t have to 
suffer through cramping a man so that he will 
not grow. Progress consists in going ahead, there- 
fore the firm feels that as long as its employees 
are going ahead—even if it means they are leav- 
ing—the firm is progressing, instead of marking 
time or settling down into a state of satisfied 
stagnation. 

“Having a fixed standard means that employees 
are obligated to bring themselves up to that 
standard, whereas in a store dependent upon the 
various abilities and attitudes of individual sales- 
people the standard would be flexible and would 
suffer through the human tendency to pull the 
standard down to the point where it is on the level 
with the individual ideas of efficiency of each man. 
The result is a team of co-workers in the Barrett- 
Hicks store—men who take pride in instructing 
newcomers and who do not hesitate to call atten- 
tion to the ways in which their habits of handling 
details do not measure up to the Barrett-Hicks 
standard. 

“The Store Is a School” 


“Mr. Perkins regards the store as a school and 
the ‘pupils’ progress from grade to grade. His 
argument is that a teacher does not regret the 
graduation of a pupil to the grade above and that 
an employee who has outgrown his opportunities 
in the store and who leaves should not cause dis- 
tress to the employer, for a man who is held back 
inevitably becomes a menace to the organization. 
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“Of course, the aim is to get men into the or- 
ganization who will be adaptable to its ideas and 
ideals. And it is also the policy of the firm to have 
a man work up to the highest point available. 
This means that an employee is often automat- 
ically promoted to a higher position in another 
organization, but it also means that there are 
more positions ahead for those who aspire to 
them—a decided advantage over the usual situa- 
tion where a store has a crew of veterans, the only 
hope for promotion for the newer or subordinate 
men is that some one ahead of them will die. 

“Sometimes men on the staff do not see that 
they have been, standing still too long. An occu- 
pant of one of the higher positions, who is satis- 
fied with the fact that he has reached an enviable 
position and knows that he has little to strive for 
in the future, is very likely to start sliding back. 
Barrett-Hicks aims to disturb his complacency, 
even if it has to fire him. In many cases the man 
who resigns to accept a more desirable place out- 
side, or the man who is asked to resign because 
he has become satisfied, surprises himself by what 
he accomplishes elsewhere. There he is stimu- 
lated by the need to strive harder than he did in 
his former position and he naturally develops far 
more rapidly. Very few have suffered through 
this ‘disturbance of complacency,’ as Perkins 
phrases it, and the Barrett-Hicks Company has 
a constant crew of hard-working employees. 

“Perkins’ schedule for developing his men is 
laid out along the following lines: 

“First. The new man learns the rudiments of 
the business. 

“Second. He selects a specialty and goes after it. 

“Third. He goes higher and higher in his 
handling of merchandising problems which pre- 
sent themselves. 

“Fourth. He is frequently carried out of the 
store as he develops ability to solve these 
problems. 

“The result of the adoption of this system is 
that department retrogression through changes 
in personnel is a rare occurrence in the Barrett- 
Hicks store. Just as the United States Steel Cor- 
poration and other institutions are recognized as 
training schools for men, and those who have 
had such training use it as a recommendation for 
the future, so does the Barrett-Hicks Company 
aim to leave its impression on the men who leave 
it. In one important work, for example, a boy of 
twenty may succeed an older and better-trained 
employee. But the work still goes on and the pub- 
lic is not conscious of the difference. ‘Barrett- 
Hicks is still Barrett-Hicks,’ so far as that part 
of the business goes. The janitor may leave to- 
morrow, but the store will be cleaned just the 
same. A star salesman may resign at the end of 
the week, but the firm’s volume of sales for the 
succeeding week will show little, if any, change. 

“Perkins puts these ideas over to his men in a 
series of half-hour talks held on Wednesday 
evenings and through individual contact with his 
salesforce at all times. Here, in addition to 
preaching the other policies of the store, Perkins 
emphasizes the rule that ‘a customer must always 
be sent away with an idea of the service of the 
article purchased. The mere sale itself is not so 
important as to implant in the customer’s mind 
the knowledge that he or she has been benefited 
by talking to vou about the goods.’ 
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More Letters on the Hardware Clerk 


Hardware Clerks Are What 
You Make Them 


“With reference to our hard- 
ware clerks, or salesmen, aS we 
term them, they are, we believe, 
just as you make and train them; 
in fact, there are quite a few who, 
if given due credit, would make 
some of the higher-ups look to 
their laurels. The writer, hav- 
ing twenty-two years’ experience, 
both as clerk and manager, gain- 
ing his training in a hardware 
factory, feels he knows whereof 
he speaks. 

“Clerks are human, and if the 
bosses and managers would only 
spend a little time with them 
they will find it will help them lift 
some of this much-sung overhead 
in the hardware business today. 
We have quite a number of sales- 
men here, all high type and they 
are paid accordingly. We pay 
them well, also pay them a com- 
mission on their sales at the end 
of every month, which we find 
works very satisfactorily, inspir- 
ing them to greater efforts. We 
also believe it is a paying proposi- 
tion to the house, where they find 
a real good man to let him have 
a little stock, as this has a ten- 
dency to make him stay with you, 
not leaving you for one of your 
fellow hardware merchants, 
which is not so good, to say the 
least. 

“We have men who have been 
with us for quite some time in 
fact, we have not had a man leave 
this establishment for a number 
of years, due to the fact that they 
are treated with the utmost cour- 
tesy and consideration, which 
they are entitled to, providing 
they are producing results. Each 
of our salesmen is given a de- 
partment to take care of, one for 
the Cutlery Department, one for 
the Tool Department, one for the 
Radio Department, one for House 
Furnishings, one for the Paint 
Department, one for Sporting 
Goods and Auto Supplies, and 
this also includes the shippers, 
who are lLeld responsible for 
their department. They are per- 
mitted to assist in purchasing for 
these departments, which is a 
very good idea, as there are 
plenty of merchants today who 
try to do it all themselves and that 
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_ Let Us Hear from You 











E present herewith 

letters dealing with 
the Hardware Clerk, evoked 
in response to the query, 
“What Is Your Greatest 
Problem?” 


The problem of efficient 
clerks is a serious one, and in 
these letters hardware mer- | 
chants will find food for much 
sober consideration. 














HARDWARE AGE wants to 
hear more from its readers on 
this subject, for it is a vital 
one affecting the welfare of 
the entire hardware business. 


We will pay for all solu- 
tions published. 




















is an utter impossibility. Put 
faith in these fellows, meanwhile 
keeping an alert eye pon the dif- 
ferent departments, and you will 
find them going good. Above all 
things concentrate on your own 
business and always remember 
that you are better equipped to 
run your business on the inside 
than somebody telling you what 
to do on the outside, and if you 
are not, it is high time that you 
were getting out of the hardware 
business and selling real estate 
in Florida, or something of the 
sort, as the hardware game with 
plenty of energy and the right 
kind of enthusiasm, is a likable 
business. 

“The writer could go on giving 
you plenty of ancient history as 
to when he started out in a manu- 
facturing plant with a lot of for- 
eigners sand blasting hardware, 
until the time he took a position 
in a retail store cleaning cuspi- 
dors and windows, then into the 
builders’ hardware game for ten 


years, then into the retail busi- 
ness end for seven years, and last, 
the managing end. My motto is 
not to dwell on ancient history, 
as the present day hardware mer- 
chant is living in a different at- 
mosphere in the business field to- 
day. They have different ways 
of marketing and selling hard- 
ware, different systems through- 
out the establishments, and it is 
up to them to pull up their belts 
and adjust themselves to present 
day standards, and if they will 
only put plenty of faith, which, 
after all is the main thing, in 
their fellow helpers and work 
shoulder to shoulder with them, 
they will find their business a suc- 
cess, without any helping hand 
from the outer world to guide 
them. 

“We take this means of com- 
mending you on your magazine, 
in which we find theories and edi- 
torials that are both interesting 
and helpful to the house and the 
salesmen.” 

(Signed) Graff Bros., Inc. 





Education Will Make Eff- 
cient Clerks 


“T note you are asking as to 
the dealer’s greatest merchandis- 
ing problems. I think our future 
success depends on educating our 
clerks to be real sales folks. A 
lot of folks think all you have to 
do in a retail store is to wait on 
customers. Just stand around and 
wait until a customer comes in 
and when Saturday night comes 
be ready at 10 minutes before the 
whistle blows with outstretched 
hands get their pay and run. . 

“We must hold store meetings, 
and if we find clerks that let this 
good advice go in one ear and out 
the other and not put it to use 
tell them they will never fit in our 
business, and they better get some 
work they enjoy better. 

“To be a good salesman we 
must get enthused about the goods 
and disposing of them. We must 
like the work. The collection 
problem is also a source of much 
worry. But I am of the opinion 
that if we sell stoves, furniture, 
etc., for one-third to one-half 
down with chattel mortgage 
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same for balance to be paid in 
weekly or monthly instalments 
and sell all small GOODS FOR CASH, 
we will not need worry about col- 
lecticns. These two problems are 
our greatest, and with a little 
nerve it seems both can be reme- 
died greatly. 

“If you see fit to publish any 
of this letter and think it will 
help any dealers, go to it. I read 
the HARDWARE AGE from cover to 
cover each week.” 

(Signed) H. C. Mell. 





The Views of an Old Timer 


ERHAPS a greeting by a 

man who has never lost in- 

terest in hardware, although 
now more concerned in parallel 
lines’) may show affection for 
youth’s association. As we look 
over HARDWARE AGE—once com- 
bined with heavy materials, ma- 
chinery and metals, in the old 
days known as The Iron Age, 
there are many names. which 
come to mind: many persons who 
are living and others who have 
left a lasting memory. That old 
general of hardware, the late 
George Henry Sargent. In his 
way as famous for spirited utter- 
ances as his old friend, Mark 
Twain, the latter who lived in 
Hartford and was a _ frequent 
visitor in New Haven. The writer 
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was about 18 years of age when 
he assumed (for it was an as- 
sumption according to his em- 
ployer’s way of thinking) to take 
up “outside selling.’”’ Hard enough 
to arouse interest in tools and 
supplies in the store, so why go 
outside and make a fizzle of it? 
The writer was then about 5 ft. 5 
in. in stature—now 4 in. taller, 
so had to look up to gain the at- 
tention of Mr. Sargent. And by 
the way, the business, still run- 
ning in this first quarter of the 
Twentieth Century, was _ estab- 
lished by the writer’s grand- 
father in 1906. Then came his 
son, later two more generations. 
However, we were the only people 
anywhere where certain tools and 
appliances needed in manufactur- 
ing Sargent hardware could be 
obtained. What more natural 
than for the lad to pick up the 
orders in New York, wrap the 
goods and take them to the same 
store for shipment to New 
Haven? Those who have had the 
good fortune to be acquainted 
with G. H. Sargent will recall his 
giant stature and powerful lung 
capacity. One of the writer’s em- 
ployers positively refused to per- 
mit him to sell outside. In a 
friendly conversation with Mr. 


Sargent this was referred to: 


“Oh! Well! Son! You -know 
salesmen are born and not made! 
If you have the stuff salesmen 
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are made of it will not stay hid- 
den. I have hired hundreds of 
men we thought would become 
salesmen. Some of them did so 
become; but the greater propor- 
tion used the vernacular, “Any 
of Sargent’s goods needed to- 
day?” All this comes to mind as 
the careful analysis and friendly 
opinion of a man who kept silent 
before he would wound by unkind 
utterance or reference. Sim- 
mons’ Hardware Co., J. EK. Bas- 
sett, A. H. & E. W. Abbe, Agard 
Hardware Co., White, Hass, 
Bliven and Mead, with Dano, 
Townsend are names of old to 
conjure with. J. B. Foley is still 
in the ring. Our good old hard- 
ware man, Burhans cof Syracuse, 
the friend of all Masons, goes 
back into childhood’s memory. 
Thank goodness we have Saun- 
ders Norvell to tell us of 1900-’25 
and, in a way to warm the cockles 
of our heart. The writer counts 
and still goes on counting the 
years of “outside selling,” in 
fact, his old boss, who did not 
wish him to do so, is himself sell- 
ing goods in his eightieth year. 
‘‘Memory is just as delightful as 
the facts it brings to mind,” is an 
old Norman proverb. We expect 
to keep on selling outside for it 
is healthier, good for profits and 
renews acquaintances. 


Henry Frederic Frasse. 








Who Started Chain Store Idea? 


Mr. Llew S. Soule, Editor 


HARDWARE AGE, New York City: 


We wondered if you could tell us who started the first chain store. As far as we can trace, 
we cannot find any earlier than the Garver Brothers of Bryan, Ohio, who started five stores in 
1862. Four of the five brothers have passed, and I am the only one living. I am now 78 and retired. 
There is now one store in business that was originated by one of the brothers. That is the Garver 


Hardware Co. of Des Moines, Iowa. 


I started in a hardware store in 1857. At that time no Amer- 


ican-made pocket or table cutlery, chains, sickles, grain and grass, hand saws, files, chisels, shears. We 


sold Corbin’s locks, latches. 


Adron Burkinshaw of Pepperell, Mass. 
of interest to the present hardware people. 
Garvers. Sixteen patents were taken out on barrows. 


We purchased the first American-made pocket knives from the maker, 
If we were the originators of the chain stores it might be 
The Champion wheelbarrows were invented by the 
I invented the first patent on packing bar- 


rows for export and the one complete package barrow for domestic trade. 
(Signed) M. V. GARVER, 


Alpena, Mich. 
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A Modern Resist Alphabet 


O the average beginner at 

show card writing an “A” is 

an A a “B” is a B, and so on, 
names such as Full Roman, Egyp- 
tian, Gothic or Italics do not 
mean anything. The show card 
illustrated herewith featuring the 
different alphabets demonstrates 
by contrast how entirely differ- 
ent each type is from the other. 
The Full Roman is composed of 
very light and very heavy shaded 
elements, all letters being plumb 
upright. The Italic alphabet is 
practically composed of the same 
elements only these letters are all 
made on a slant as in longhand 
penmanship. This Italic style is 
often used in conjunction with 
the Full Roman letters wherever 
special emphasis is required. 

By comparison only is one able 
to see the marked difference be- 
tween the Roman and Egyptian 
alphabets. Each element or single 
stroke used in the construction of 
the Egyptian letters must be of 
uniform width as there are no 
thick and thin or shaded strokes. 
Very often when speaking of 
block letters the plain Egyptian 


CHAPTER 2 
By Joseph Bertram Jowitt 


type is referred to, this is a mis- 
take as the full block letters are 
finished off with square block 
‘nibs’? as shown in illustration. 
3eginners should be careful not 
to mix these different styles of 
letters together show cards look 
best when lettered all in one style. 

The reason for dividing this al- 
phabet into groups of six or more 
letters is to treat the subject as 
if it were being taught in a class 
room, much better progress will 
be made if the beginner does not 
attempt too much at one time. 
Before the beginner will be able 
to draught a letter anywhere as 
near as perfect as the copy it will 
be necessary for him fixst to be- 
come accustomed to the element- 
ary or basic strokes composing 
each finished letter. First he must 
learn how to hold the brush, this 
should not be gripped like a golf 
club, but held very lightly be- 
tween the thumb and first and 
second fingers. (Exactly the same 
way you would hold a lead pencil). 
The fingers should be placed as 
far down on the brush handle to 
nearly touch the metal ferrule, 


this will give better control of the 
brush and also prevent the hand 
from shaking while making the 
downward and circular strokes. 
To make the capital letter “H”’ 
first draw the top and bottom 
guide line about 114 inches apart, 
dip the brush in the ink about *,. 
the length of the hairs, distribute 
the ink well into the hair by 
working it backward and for- 
ward three or four times on a 
smooth piece of cardboard, this 
will also “shape” the brush for 
making flat single strokes. 
Strokes 1 and 2, in letter “H” are 
made with the full width of the 
brush in one stroke, but the tip 
of the brush is used sideways in 
making the thin _ connecting 
stroke 3. The tip of the brush is 
also used in making the sharp 
finishing spurs at top and bottom 
of stroke 1 and 2. The letter “T’’ 
is made in the same manner as 
stroke 1 and 2, in letter H. 

The lighter strokes are all 
made with the tip of flattened 
brush while the heavy strokes 
are all made with the full width 
of brush. 
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An excellent way to practice 
these basic strokes is to place a 
piece of thin or tracing paper over 
them and then retrace over each 
one with the brush. Use a number 
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second to make the ink dry quick- 
ly and if too much water is added 
the Dextrin loses its value for 
both purposes. 

Several chapters could be writ- 
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This standard Roman alphabet 
is without doubt the most prac- 
tical type for all beginners on 
account of its plain and legible 
character. 











Weatherstrip 


properly applied 
will reduce your 
coal bill — 
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Skating 
Outfits 

















4, or 6 brush for retracing. In 
making clean cut single stroke 
letters the thickness or consist- 
ency of the show card ink plays 
a big part. It is next to impos- 
sible to make any real headway 
with thin watery ink. It should 
always be about the thickness of 
cream. Gum Dextrin which is of 
course, a glue is mixed with the 
ink for two reasons. First, to help 
the brush keep its flat shape, and 


ten on the art of illumination and 
decoration of a show card. The 
general tendency on the part of 
an amateur is to over do it, when 
a simple gray or light tinted bor- 
der or a little shading of the let- 
ters will enhance the _ plainest 
lettered show card. 

Show cards to be one hundred 
per cent effective should be 
changed continuously in color, 
layout and design and above all 
they should be spotless. A card 
which is warped or bent over or 
soiled in any way actually loses 
its selling punch. 

A beginner should never at- 
tempt scroll work on cards he in- 
tends to exhibit until he is satis- 
fied he can produce them free and 
graceful. Remember that scroll 
work is much more difficult to 
produce than lettering of any 
kind. There is no better way to 
learn scroll work than through 
tracing paper. 

When .practicing the _ single 
strokes the beginner should never 
hesitate or stop in the middle of 
a stroke, you cannot pick up the 
brush in the middle of a stroke 
and then continue with any ac- 
curacy. There is only one thing 
to do, try and make each single 
stroke more perfect than the pre- 
vious one. 
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The small or “Lower-case’”’ let- 
ters are much easier to make than 
Capitals as will be seen by the 
fewer strokes which are neces- 
sary to produce. It will be neces- 
sary to draw four guide lines, the 
lower case letters which extend to 
the top guide line are, b, d, f, g, 
h, i, j, k, 1, t. Those which extend 
to the bottom guide line are g, J, 


D, q, y, Z. 








Coming Soon 


of articles dealing with two of the most important problems with which the retail 


Dot arti the month of January HARDWARE AGE is to start the publication of a series 


hardware merchant has to contend—namely credits and collections. These articles 
are authoritative because they have been written by a man who knows his subject thor- 


oughly. 
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The Crime Wave 


By Saunders Norvell 





<A! UR office in Union Square is over a bank. 
| Peg} Every day when we return from lunch 
7 Athere is an armored car with several 
armed guards in front of this bank. To- 
day I stopped at the entrance to finish my cigar. 
The guards had pistols in holsters attached to belts 
buckled around their waists. While I meditated 
and smoked I stood near the armored car. Two of 
the guards moved up and stood near me! “Don’t 
worry!” I remarked to one of the guards. “I 
know an easier way to get the mazuma than hold- 
ing up an armored car.” “Well, we ain’t takin’ 
no chances,” answered the guard. 


* ** K 





One midnight recently I stood at the entrance 
to our apartment also finishing a cigar. The 
streets were deserted. I walked over and stood 
on the curb. I love the solitude of night in New 
York. As I stood there a tall, thin fellow with a 
slouch hat pulled down over his eyes and the 
collar of his overcoat turned up, sauntered over 
to me. “Evening,” he said. “Evening,” I re- 
plied. He looked me over carefully from head to 
foot. “Have a cigar,’ I said. He lighted his 
cigar from mine. As he leaned forward I could 
see the bulging outline of a pistol on each hip un- 
der his coat. ‘“‘Do you live here?” he inquired. 
“Yep,” I answered. “Just finishing a cigar. Go- 
ing up in a minute.” “Well, you know,” he ob- 
served, “we are watching things pretty close these 
days.” “Plain clothes?” I inquired. “Yep,” he 
answered. ‘They sure are working mighty open,” 
he added. “They think nothing of backing up 
with a truck and carrying off a load of furs or a 
truckload of silks. Not half of the burglaries get 
into the newspapers. There is a gang been work- 
ing Fifth Avenue lately, so all of the guards have 
been doubled.” ‘So you thought I was a ‘look- 
out?’”’ I ventured. “Yep. Couldn’t see why you 
were standing here all alone on the curbstone. 
Thought I would investigate.” 


*K *k * 


“Tell me something,” I said. “What kind of 
gun do you prefer?” He slipped out a revolver 
that looked like a young cannon. It was the old- 
time Colt’s blued 45 with a 7%4-in. barrel. “Well, 
well,”’ I remarked, as I held out my hand. “I 
haven’t seen one of those since I traveled out 
West.” “No, thank you,” he remarked, as he 
slipped the gun back into the holster. “I am not 
passing over my artillery to strangers.” “It seems 
to me,” I said, “that you should carry an automa- 
tic. Don’t you like them?” “No, I ain’t got no use 
for those playthings,” he said. ‘“‘You see, I was in 
the Philippines. I was mixed up in a good deal 
of the fighting there and they passed us out those 
automatics. Somehow, I never could get used to 
one. I asked my captain for the old-fashioned, 
long barrel 45 and he let me have a pair. This 
gun has body to it. It has weight. In an emer- 


gency, it makes a fine club. Now and then it 
came in very handy just to beat up those Philip- 
pinos when we did not want to kill them outright. 
The trouble with these automatics is that when 
they start a diarrhea of lead there is no stopping 
them. The first thing you know your gun’s empty. 
No, sir! Give me the good old 45 every time. 
You see, even the coolest man gets excited in a 
fight and it is perfectly natural to forget to take 
your finger off the trigger of an automatic, so she 
keeps on spitting, but with the old Rock Island 
Arsenal 45, you have time to think over the sit- 
uation and lay your plans between shots.”’ 


* * * 


Then we talked about John Browning, the in- 
ventor of the automatic. He had known John in 
Hartford, Conn., and I had known him at his home 
in Ogden, Utah. He told how Browning would 
sit in the hotel office in Hartford, read newspapers 
and throw them on the floor until there was only 
a pyramid of newspapers with John’s head stick- 
ing out at the top. It must have been some pyra- 
mid because John sits high in his chair. 


* * * 


“Well, I guess you are an army man,” added 
the guard. “You certainly do seem to know some- 
thing about guns.” “No,” I replied, “never in the 
army, but I used to be a sporting goods salesman. 
My favorite in the old days was a 38 with stock 
of the 45.” “Yep, that was a good gun,” he 
agreed, “but nowadays with the Sullivan Law and 
the threatened legislation, pistols are liable to be- 
come as scarce as the dodo.” 


* * * 


So this is New York in 1925—armored cars, 
armed guards, murders, gunmen, hold-ups, burg- 
laries. I am beginning to think that my old 
friends, Soapy Smith of Colorado and the James 
and Younger boys of Missouri were simply 
pikers! We also have the bobbed hair girl ban- 
dits. Poor men! The women are invading every 
form of industry! 

* * * 


What is the cause of the crime wave? Sermons 
are being preached on this subject. There are a 
lot of articles in the papers. Distinguished busi- 
ness men are organizing to check the crime wave. 
What is the cause? To my way of thinking, one 
of the greatest causes of crime is our extravagance 
and our reckless exhibition of wealth. Every- 
where here in New York in public places we see 
women loaded down with a fortune in jewels. 
Four women out of five—even the working girls 
—are wearing expensive fur coats. It is amusing 
to read in the daily papers, in the Lost & Found 
column, the list of the diamond bracelets, pear] 
necklaces, gold bags, diamond-studded wrist 
watches, fur neckpieces, rolls of bills, pocketbooks, 
brief cases filled with securities, etc., that are left 
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in the taxicabs every night. There must be some- 
thing about taxicab riding that is very diverting 
to the mind! The taxicab drivers do not need a 
bonus arrangement. All they need is a straight 
salary and what is left in their taxis every night! 


* * * 


Extravagance and extravagant display, espe- 
cially on the part of women, is one of the greatest 
causes of crime. When a man cannot earn over 
$20 to $25 per week and he sees all this extrava- 
gance, it makes him feel that there is something 
wrong in society. He is not getting his share. 
Society is not giving ,him a square deal. If these 
fatheads he sees with the women loaded with 
jewels can get the money, then he ought to have 
some, too! 

* * 

Now, this fellow either has not the intelligence 
or the ability or the training to compete in the 
present industrial system in the battle for ready 
cash. He cannot even get a raise. Well, he 
proposes to get his. His girl needs pearls and 
furs, too. There is an easy way, so he goes to it. 


* * * 


Then there is another cause. Our courts are 
so lenient. It is so easy in the United States to 
get off. There is so much sentimentality about 
criminals. In our own business, not very long 
ago, we had an illustration. Two of our young 
men were caught stealing. They made a confes- 
sion. They had money in the bank which they 
had stolen from us. They showed us their bank 
books. They told us of a certain shop where 
they sold the stolen goods. They handed us a 
list of the goods that were needed in this shop, 
in the handwriting of the proprietor of the shop. 
We obtained a search warrant and found our 
goods in the shop but the proprietor could not 
produce any invoices. We had the proprietor 
arrested. The proprietor of the shop and our 
two employees all got out on bond. They secured 
a very shrewd, experienced criminal lawyer. It 
developed that confessions are _ worthless. 
Political influence was brought to bear upon us. 
We stood pat. We proposed to see the case 
through. Next the relatives of the proprietor 
and the boys called. Cash restitution was offered. 
It was declined. The case came up for trial. It 
was thrown out on a technicality. Both of the 
young thieves and the fence escaped scot free 
but we have not any doubt that their escape 
proved very expensive to them. 


* * * 


There are other cases we could cite—case after 
case, with confessions and evidence but never a 
single case where one of these criminals was 
punished. They all escaped. 

* + * 


Here is a case with a humorous side: An 
employee was caught stealing. He was carrying 
out the goods. A private detective took him by 
the arm on the sidewalk and brought him back. 
Practically all of these thieves break down, 
whine, weep, beg for mercy and confess. This 
one confessed. He was taking the goods to a 
fence. Now it happened that our house manager 
was away and a man was in charge who was not 
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familiar with the law. He thought it would be 
a fine idea to get evidence on this fence. He 
therefore gave the stolen goods back to the young 


. thief, told him to go and deliver them to the 


fence and then report that he had done so. The 
young thief reported. Then this amateur man- 
ager had the fence arrested. He had the goods, 
all right, but when the fence got the services of 
a shrewd lawyer, it developed that as we recov- 
ered the goods from the thief, they were our 
goods and when we gave the goods back to the 
thief to sell, he did not steal them because: we 
had given him the goods. Therefore, in selling 
the fence, he was only selling goods that he was 
authorized to sell by us. Consequently and to 
wit, as he had had the fence arrested, there was 
a cause of damages against us. We actually 
paid this fence $500 to drop the case and the 
lawyer’s fee, besides. 
* * * 


This morning a salesman came into my office 
and said—‘“I have just got to have more money.” 
“But for your results’—I replied—‘‘you are 
drawing a very good salary. How can we afford 
to pay you any more for the amount of your 
sales?” “That doesn’t make any difference’— 
he answered. “I have been working for ten 
years, all my neighbors are driving cars, their 
wives are wearing furs and jewelry and I have 
talked over the situation with my wife. We have 
simply got to have more money one way or the 
other.” ‘“Well”—lI answered—‘“‘you have a com- 
mission arrangement with us and if you sell the 
necessary quantity of goods, you can make a lot 
of money, but of course if you do not sell the 
goods, you cannot expect us to pay it.” “Well” 
—he replied—‘“if I cannot make it here, J must 
make it somewhere else. I simply have got to 
have more money and that is all there is to it.” 
I saw in this salesman the beginning of that state 
of mind that leads a man into trouble. 


* * * 


“Now’—I said to this salesman—‘“on your 
territory, your sales should easily be double what 
they are. The business is there. The only 
trouble is you do not get it.” “I work hard’— 
he answered. “I am on the job every day.” 
“Yes, but while hard work is very important”— 
I replied—“hard work is not’ everything. Are 
you very well posted on our line of goods?” He 
smiled a superior smile. Of course he was 
posted. On the table almost at my hand was a 
staple item with us on which we have very large 
sales. I picked up this item and remarked— 
“Will you tell me, just as you would a customer, 
the things this particular remedy is good for?” 
He could think of only one use. As a matter of 
fact, in the pamphlet wrapped up with this item 
there was a list of 20 uses. This hard-working 
salesman could remember only one. There is the 
point. He was not posted. He had not taken 
the time and trouble to learn the a.b.cs of his 
line. He just had to have money, but he was 
not willing to take the long, hard road of study 
and discipline by which money can be made. His 
lack of knowledge of this one item led to my 
asking him other questions about other items. I 
was amazed to find how little he knew about our 
line although he has been in our business ten 
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years. “Don’t you ever study our goods?”—lI 
inquired. ‘Don’t you read our General Letters? 
Don’t you read our pamphiets? What have you 
been doing all these years?” “Yes, sir, I read 
them”’—he answered—‘“but you don’t expect me 
to remember everything, do you ?” 


There are hundreds of cases like this among 
salesmen all over the country. They just must 
have more money but they are not willing to 
learn their lines; to make themselves efficient 
salesmen so their sales will increase and so they 
will earn more money. 

. » * 

This case was such a flagrant one that I called 
in our sales manager. I told him to ask this 
salesman some a.b.c. questions about our line. 
He asked a number of questions. The salesman 
fell down in his answers to most of them. 
“Why’—said the sales manager—“I have in- 
structed you in classes on all of these points. I 
have written General Letters. I have sent out 
bulletins. You have your catalog. There is 
no reason in the world why you should not be 
posted.” It was arranged that this salesman be 
given a special course in a class of one by our 
sales manager. We have given him another trial 
of three months on his territory. The surprising 
thing to me is how he has sold as many goods 
as he has. It is evident that this man was not 
a salesman but simply an order-taker. With his 
lack of knowledge, it would be absolutely impos- 
sible for him to take our line and make an impres- 
sion on any dealer. The dealers on his territory 
must have been doing the buying. It is a very 
sure thing he was not doing any selling. 

* * + 

What is the moral of this story? First of all, 
that it is the inefficients that just must have 
money who develop into criminals. When any 
man just must have money, whether he earns it 
or not, it is only a short step to getting money 
the easy way. The next moral of this true story 
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is that sales managers and those who instruct 
salesmen should not do all the talking themselves 
but should put every salesman, before he goes 
out, through a strict examination as to his knowl- 
edge. The day is coming when, in every first- 
class selling organization, salesmen will have to 
pass a written examination in answer to @ ques- 
tionnaire regarding the policies, plans and mer- 
chandise sold by thewr house. 

Sales managers are judging too much by the 
appearance of would-be salesmen. They are 
taking it for granted that these men know when 
the fact is that they do not. What most sales- 
men need, even in these days, when so much is 
written on the subject of selling, is not highbrow 
selling stuff but the a.b.c. knowledge on their 
lines of goods. 

*K * * 

If there is an examination before a salesman 
starts his expense account, one of two things will 
develop: First of all, whether the salesman 
actually knows anything about his line; second, 
whether all of the training he has received in 
the house is wasted simply because the salesman 
has not mind or brains enough to retain and 
remember what he has heard. Any careful and 
thorough analysis of the knowledge of salesmen 
of even a comparatively simple line of staple 
goods will show an ignorance or lack of mental 
ability that will be appalling. 

* * * 

Of course such a statement coming from me 
will be shocking. A lot of salesmen will be 
angry. If you do not believe me, however, just 
to test the truth of the statement I am making, 
prepare a questionnaire and have each salesman 
write his answers under your eye. The ignor- 
ance that Edison discovered from his question- 
naires to college men will not be a marker to the 
ignorance you will find among your own salesmen 
about your own line. 

ASK THE RETAIL DEALER! 








Automobile Only Trouble With Business 


Mr. Llew S. Soule, Editor, 
HARDWARE AGE, New York, N. Y. 


I have been reading your paper since 1898. 


Am very fond of reading Mr. Norvell’s let- 


ters. Have bought many a dollar’s worth of goods from him in St. Louis; also from “Billy” 
McGarry and Charley Castlen, both long since gone to their reward. No doubt Mr. Nor- 
vell remembers them both. Sold me for Simmons Hardware Co. If Congress passes a 
few more “blocs” and appoints a few more committees to show the farmer how to 
farm, I think they will quit farming and go to Detroit or Akron. Our business is very 
good. Collections are bad. There will never be any prosperity until the farmers pros- 
per. Conditions will have to change and they will have to be let alone. The automobile 


is the only trouble with business today. 


(Signed) W. S. Lochridge, 
Mayfield, Ky. 
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The Grand Award 
of $500 went to 
William S. Dupre, 
of Delavan, Wis., 
for these _ sales 
pulling displays 
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It will be noticed 
that a wide va- 
riety of merchan- 
dise is featured in 
Mr. Dupre’s 
award winning 
displays 


Window Displays From 





TTRACTIVENESS, originality and strong 

A selling appeal characterized to a marked de- 

gree the photographs, representing all sec- 

tions of the country, submitted in Fourth Annual 

Sportsman’s Week window display contest spon- 

sored by the Remington Arms Co., during the 
week beginning Oct. 12. 

Sportsmen’s Week is held yearly in the interest 
of better windows and the growing interest and 
enthusiasm for this annual event is resulting in 
a lasting improvement in the display and mer- 
chandising of sporting goods. Hundreds of hard- 
ware and sporting goods merchants thought well 
enough of their window trims to compete for cash 
awards, of which 520 were offered by the Rem- 
ington Company, totaling $5000. 

There were three groups in the contest. The 


first, or Group 1, was open to retailers in towns 


of 5000 population or less. Group 2 consisted of 
merchants in towns of from 5000 to 10,000 popu- 
lation, while Group 3, consisted of retailers in 
cities of more than 10,000 inhabitants. 

The Grand Award went to William S. Dupre of 


Sportsmen’s Week 


Delavan, Wis. He featured Remington’s best 
known, best advertised, and best selling lines in 
his windows, in such a manner.as to get the $500. 
Particularly noticeable in the display are _ shot- 
guns and rifles, Remington Game Loads, shells, 
premium stock knives, sheath knives, and hunters’ 
and campers’ equipment such as flashlights, camp 
stoves and lanterns, hunting boots and outdoor 
clothing, in fact everything that the hunter, trap- 
per and camper finds necessary. 

Excellent use was made of the window display 
material with which Remington freely provided 
its dealers. Nearly 55,000 of these Remington 
window trims and display stands were sent to 
dealers at their request. 

In writing to the Remington Company about 
his window, Mr. Dupre said: “This window surely 
seemed to have pulling power. We sold more 
knives than at any similar period in the 15 years 
of the writer’s experience and we find that at the 
time of writing this letter we have fewer shells 
on our shelves than ever before.” 

The Escondido Hardware & Furniture Co. of 
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The Second 
Award of $100 in 
Group 1 went to 
McCormick- 
Saeltzer, Redding, 
Cal., for the clever 
display illustrated 
to the left 























What red-blooded 
sportsman could 
resist the lure of 
this window 
which captured 
the First Award 
of $250 in Group 
1. It will be no- 
ticed that a large 
amount of mer- 
chandise is. dis- 
played without, 
however, any im- 
pression of 
crowding 














The _ Blairsville 
Hardware Co., of 
Blairsville, Pa., 
took the 3rd 
Award of $50 in 
Group 1 via the 
striking window 
at the left 
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“A Hunter’s Dream,” prepared 
by The Weller Co., Scottsbluff, 
Neb., so successfully interpreted 
the lure of the out-of-doors that 
it caused the judges in the Fourth 
Sportsmen’s Week window dis- 
play contest to award the com- 
pany the Second Prize of $100, 
in Group 2 
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When Walter M. Jones, 
710-712 Main St., Ventura, 
Cal., installed this effective 
trim he not only made 
many additional sales in 
Sporting Goods, but won 
the First Award of $250 in 
Group 2 














The Third Award of 
$50, in Group 2, went 
to the Ohsberg-Ber- 
quist Hardware Co., 
Willmar, Minn., for 
this attention arrest- 
ing window display 
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Escondido, Cal., was awarded first prize in group 
one, for merchants doing business in towns of 
less than 5000 persons. Escondido has a popula- 
tion of 2500. Second prize went to McCormick- 
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awarded first honors; The Weller Company, 
Scottsbluff, Nebr., second prize, and the Ohsberg- 
Berquist Company of Wilmar, Minn., third hon- 
ors. The display of Murphy-Maclay Hardware 


The three circular views are 
of windows of the Murphy- 
Maclay Hardware Co., of 

















Hoffman & Goodman, of 514-516 East Broad 
St., Richmond, Va., won Third Award of 
$50 in Group 3 


Saeltzer Co. of Redding, Cal. Redding has a popu- 
lation of 3000. The Blairsville Hardware Co., of 
Blairsville, Pa., won third prize. 

In group two, cities between 5000 and 10,000 
population, Walter M. Jones, Ventura, Cal., was 


Great Falls, Mont., which 
took the First Award of $250 
in Group 3. These windows 
are not only artistic but re- 
plete with sales suggestions 


SPORISMENS WEEK 
OCT 24? wr 








Burhans & Black, of Syracuse, N. Y., took 
the Second Award of $100, in Group 3 


Company of Great Falls, Mont., won the leading 

honors in group three, towns and cities with a 

population above 10,000. Second prize was given 

to Burhans and Black of Syracuse, N. Y., and 
(Continued on page 64) 
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Stock APEX 


Old Colony Building 


Manufacturers 
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End Screen _ <a 





Every home has a story in favor of Apex Electro-Galvanized 
Wire Screen Cloth. It is a story of money wasted in replacing 
worn and rusted screen. 


Have you ever thought of Rust and Wear as the bird of prey? 
No bird could be more alert, more constantly watching for the 
unprotected; no talons could be more cruel, or more eager to 
grasp and to destroy. 


Your customers will thank you to recommend Apex Electro- 
Galvanized because it will help them eliminate screen expense. 
Zinc coated by a special electroplating process after weaving, 
Apex Electro-Galvanized has a beautiful soft gray finish and 
withstands the continued hard wear of screens indefinitely. 
Severest tests have proved it is a screen cloth for all climates. 


Ask Your Jobber for Catalog and Prices or Write Us 


Manager of Sales 


JOHN M. HART COMPANY 
HANOVER WIRE CLOTH CO. 


Electro — 
Galvanized 


Chicago, Illinois 


Hanover, Pa. 
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Advertising the Hardware Store 


What Is Advertising? How Much Shall the Hardware Store Spend 


for Advertising? 


The Advertising Budget. 


What 


Class of People Shall You Cater To? 


By Charles F. Goodnow, Jr. 


HERE is nothing magical or mysterious ° 


about advertising. It is simply saying it in 

print. One does not have to be a “word- 
slinger”’ to get his message across. If you can 
talk, you can sell. If you can write, you can put 
your talk on paper. That’s advertising in com- 
mon-sense terms—saying it by the printed word 
instead of face-to-face. 

How much shall you spend for advertising? The 
average hardware store spends from one to two 
per cent of net sales for advertising, which in- 
cludes direct-mail—letters, folders, booklets, cir- 
culars and any printed matter which is sent 
through the mails — newspaper advertising, 
window and interior displays, outdoor advertis- 
ing—signs, posters, etc. 

There apparently in a nutshell is the answer 
to the advertising appropriation question. But 
don’t go too much by rule in planning what to 
spend. This question should be partly governed 
by the store itself, the class of people to whom it 
caters, and how much competition you have. If 
you have just opened a new store, five or ten per 
cent might not be too high a figure with which to 
back an opening campaign. However, 2 per cent 
of net sales is a good year in and year out amount 
to spend. 

With the established store, where the previous 
year’s sales are known, the amount to spend is, of 
course, easily determined—2 per cent of the total 
year’s sales. But with the newly opened store, 
where there are no yearly sales records available, 
it is purely a matter of guesswork. The only way 
is to conjecture what your sales will reasonably 
amount to in a year, and get the percentage from 
that basis—taking the advertising appropriation 
out of available capital. 

’ After you have determined the amount you will 

spend, you will want to make up some sort of a 
budget. Here no set rule can be given. Exactly 
what parts of the appropriation to spend for dif- 
ferent kinds of advertising is a question on which 
no two stores agree in every respect. But some 
idea can be got from studying your own par- 
ticular case. 

Suppose your store is in a small town where 
there is no newspaper. Obviously, your appro- 
priation must leave out this medium altogether. 
Therefore, you will have the following mediums 
to divide your appropriation among: Direct-mail 
—letters, circulars, post cards, folders,blotters, in- 
dividual or syndicate house organs, etc.—interior 
and window display advertising; outdoor road 
signs and posters; novelties or souvenirs, such as 
imprinted pencils, calendars, memorandum books, 
etc. Some of these mediums will, of course, be 


partly or wholly furnished by the manufacturer 
or jobber. For an average town of the above 
class, the following rough budget would probably 
be satisfactory: Spend 60 per cent of the appro- 
priation for direct-mail advertising; 20 per cent 
for outdoor advertising; 10 per cent for interior 
and window displays, and miscellaneous advertis- 
ing expenses; and 10 per cent for novelties. 

If your store is located in a town where there 
is a good newspaper, the budget might be made 
up as follows: 40 per cent for newspaper adver- 
tising; 30 per cent for direct-mail advertising; 15 
per cent for outdoor advertising; 10 per cent for 
interior and window displays, and miscellaneous 
expenses; and 5 per cent for novelties. 

If your town is fairly large, and there are sev- 
eral local papers that effectively reach the class 
of people you are catering to, it might be advis- 
able to make up the following budget: 70 per 
cent for newspapers; 15 per cent for direct-mail; 
10 per cent for interior and window displays and 
miscellaneous advertising expenses; and 5 per 
cent divided) between outdoor advertising and 
novelties. 

If your town is the buying center of a large 
farming community, and perhaps half or more 
of your trade comes from this source, it might be 
a good idea (if your newspapers did not ade- 
quately cover the surrounding country) to bud- 
get as follows: 30 per cent for newspapers; 40 
per cent for direct-mail; 15 per cent for outdoor 
advertising; 10 per cent for interior and window 
displays and miscellaneous advertising expenses; 
and 5 per cent for novelties. 

Since no two stores are exactly alike in every 
respect, obviously one should use his own judg- 
ment in making up a budget to fit his particular 
case. But a budget should be arranged, whether 
it can be strictly followed or not. 

Now in regard to the class of people you shall 
cater to. Every town has its so-called “three 
classes,” differing proportionately according to 
the town. If yours is an industrial or manufac- 
turing town, and your store is located in the in- 
dustrial end of it, you should cater to the worker. 
The workingman can be roughly divided into two 
classes—skilled and unskilled. Employees of a 
watch factory or an automobile factory would 
be termed skilled workers; employees of a woolen 
mill, a candy factory, or a paper box factory are 
not so well paid. The well-paid, skillful worker 
will demand merchandise of nearly the same qual- 
ity and price as the well-to-do buyer. With un- 
skilled labor, the dollar must go farther; they 
demand low-priced goods. 
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Economy in Doorways 


Doorway Equipment Too Vital to 
Compromise With Quality 


Forty-five years ago, when Richards-Wilcox 
began to manufacture door hangers for “‘any 
door that slides,” they recognized the fact 
that a doorway is the most important part of 
any building. 

With this thought in mind products bearing 
the R-W Trademark are of uniformly high 
quality—they meet the modern demand for 
perfect service—and represent the most ad- 
vanced ideas in mechanical construction. 


Architects, builders and contractors share the 
R-W idea/—that there is no economy in any- 
thing but the dest—that to experiment with 
the untried because of price appeal is expensive 
—that doorways are too important not to 
equip right in the first place, thereby saving a 
lot of trouble, and eventually the cost of doing 
the work over again and doing it right—the 
R-W way. 

Upon this policy, and according to this stand- 
ard Richards-Wilcox have builded their vast 
business—the largest of the kind in the world. 
And their policy of 45 years ago is their policy 
of today. 


AURORA. ILLI NOIS,U.S.A. 


New York Boston Philadelphia Cleveland Cincinnati Indianapolis St.Louis New Orleans 
Chicago Minneapolis Kansas City Los Angeles 


Montreal 






San Francisco Omaha Seattle Detroit 


RICHARDS-WILCOX CANADIAN CO., LTD., LONDON, ONT. 








Winnipeg 


“‘Quality leaves 
its imprint” 
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This cross sec- 

tion shows how GOODELL-PRATT 
the sectional 

Levels are built 


up around a 

solid mahogany 

core and the 
brass binding 


dovetailed into 
the wood. 








Rosewood and Mahogany Levels with full brass binding and sensitive 
internally ground vials. Beautiful lacquer finish. Made with both double 
and single plumbs and all desired lengths. 








Narrow Rosewood and Mahogany Levels with full brass binding. Tested 
vials drawn to a true curve. Moisture proof lacquer finish. Made with 
both double and single plumb and in all desired lengths. 








A very complete line of inexpensive Levels made from selected hard- 
wood with a fine lacquered mahogany finish. Channel and plain brass end 


plates. Single or double plumbs and all the wanted sizes and lengths. 


Right straight through the line from Sectional Rosewood, Full Brass Bound Levels down 
to the inexpensive grades, quality and accuracy govern the production of Goodell-Pratt Levels 
just as in the old days when the Stratton Brothers made them. 


Selected woods seasoned with the greatest care and finished with a moisture proof lac- 
quer provide a solid body for the tested vials used for both level and plumbs. Vial breakage 
is minimized by setting solid in the stock and adjusting by means of the Stratton Adjustment, 


which is simple and has never been improved upon. 


A careful comparison of materials, workmanship and sensitiveness will convince any 
artisan a Goodell-Pratt Level is his best buy, and any merchant that here is another of those 


dependable products that it pays to be identifigd with. 


GOODELL-PRATT COMPANY 


ODELL-PRATT 


1500 GOOD TOOLS 
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ZENEA (NEPTUNO) 19 
TFNO. A4-0102 


DIRECCION CABLEGRAPICA, 
SARGENTFER 


REPRESENTANTE 
EXCLUSIVO DE 


SARGENT & CO. 


FABRICANTES OE 
HERRAJES. FERRETERIA 
Y¥Y HERRAMIENTAS 





DISTRIBUIDOR PARA 
CUBA Of 
LOWE BROTHERS 
COMPANY 
PINTURAS Y BARNICES 
OE CLASE INSUPERABLE. 
UN RENGLON COMPLETO 





REPRESENTANTE PARA 
CUBA DE 


RICHARDS-WILCOX 
MFG. CO. 


FABRICANTES 
OE HERRAJES PARA 
PUERTAS CORREDOERAS, 
DE CAGA, ALMACEN, 
MUELLE, GARAGE, 
ELEVADOR, ETC., ETC. 





REPRESENTANTE PARA 
CUBA DE 


WOOSTER BRUSH 
COMPANY 


LA FABRICA DE 
BROCHAS DE MAS 
RENOMBRE Y CUYOS 
PRODUCTOS GOZAN DE 
MAS FAMA EN LOS 
SSTADOS UNIDOS 





EDGAR A. REYNOLD/& 


(FERRETERIA “NEPTUNO 19") 


ESTA CASA NO ABARCA TODO EL GIRO, ESPECIALIZA | 


HE RAJES, HERRAMIENTAS. PINTURAS, BARNICES Y 


APARTADO 1216 
HABANA (CUBA) 


HWiitor 
Hardware Age, 
239 W, 39th St,, New York, 
Dear Sir: 


Don Thatcher may be interested 


“Tools as Gifts" was re# and his suggestion made use cf in 


"la Perla de las Antillas",- Cunha, 


ment in the havana Telegram of today, I am going to make 


up another # verti sement along these lines 


uge it shortly in the Cuban 


going to have a shnowcard printed with tnis eame thought in 


Spanieh, and put it in one of my wird ows, 


er to give ue some more articles wi 


suggestions, Surelv they will be 


Cordially yours, 


newspaper "El Mundo"; am I am 


pM IS Ta Oa TOOL SET; 
eee = No. 53 
= sie $10.00 
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Bex 1216 “Neptuno 19” 


Phone A612 





to learn that his artichb 


I enclose my #vertise- This letter from 


Edgar A. Rey- 
nolds is typical of 
the many we re- 
ceive and indica- 
tive of the readers’ 
regard for the 
practical sugges- 
tions contained in 
Don _ Thatcher’s 
series of articles 
on the Tool De- 
partment 


in Spanish an 


Teil Mr. Don Thatch- 
th heailine or show card 


appreciata@ hy many people, 


ARuprtf— 








The ‘Too! Department 


Worth-While Information on Tools 


By Don Thatcher 


OME one recently said that sixty to seventy- 
five per cent of the men and boys in hard- 
ware stores are new since the war. From ob- 

servation I accept the statement as approximately 


correct. 


Until the quite recent publications of booklets 
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by tool manufacturers interested in developing 
the use of tools by manual training classes as well 
as supplying the right kinds of tools for their 
purposes, there has been very little printed mat- 
ter about the use of tools, their. purpose and care. 


Practically all the worth while information about 
this subject has been handed down orally from 
master mechanic to apprentices. 

In the hardware business most of the informa- 
tion about tools has been acquired by absorption, 
picking up a little here and there. The greater 
the sales power in the distributing part of a busi- 
ness the more information reaches that business’s 
point of contact with its public. Retail merchants 
and their sales people always sell more of the 
goods they know the most about. The more they 
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know about tools, the more information and sug- 
gestions they can pass along to the user, the more 
tools users will buy of them. Knowledge about 
and suggestions of how to use tools are potential 
factors for sales. Knowledge back of the counter 
reflects the character of the store and owner as 
well as indicating the abilities and ambitions of 
the men back of the counter. 

If, as some people believe, sales power in the 
distributing part of the hardware business has 
decreased or has been made secondary to the ser- 
vice of promptly supplying a large variety of mer- 
chandise, then manufacturers with the coopera- 
tion of the trade journals will have to increase 
the supply of information. More knowledge at 
the point of contact with the public is one of the 
essentials of the creative sales division of the 
hardware business of which tools are a very large 
part. 

Many people are interested in this subject of 
getting more information about their goods to the 
users. 

Some manufacturers are supplying manual 
training and vocational classes with information. 
This is excellent work—all hardware merchants 
whose business is in towns and cities where 
manual training is included in public schools can 
profit by the work these manufacturers are doing. 
Manual training classes are one of the best 
sources of supply for boys who will make good in 
hardware stores. 

These boys are receiving good foundational in- 
formation about tools, how to use and care for 
them. That knowledge plus the ambitions of the 
normal healthy boy whose school education has 
been far enough advanced to include several years 
in manual training, will contribute much toward 
increasing sales and the importance of the tool 
business. 

About six months ago HARDWARE AGE asked me 
to write a series of articles about tools and tool 
merchandising. Since then I have almost daily 
had the opportunity to ask as well as answer 
questions about tools. The replies to many of my 
questions are the reasons I concur with the afore- 
mentioned estimate that sixty to seventy-five per 
cent of the men in hardware stores are new since 
the war. As far as possible I have confined my 
inquiries and questions to simple things that any- 
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one who has been in the hardware business for 
any length of time would know. 

Of ten men I asked—‘“‘What point hand saws 
would you recommend to men who wanted to use 
them to saw green or wet wood?” Eight hadn’t 
any idea or thought about this kind of work re- 
quiring saws with coarser teeth than are needed 
for sawing dry, seasoned timber. Coarse teeth 
saws, 6 and 7 point in hand cross cut saws and 5 
and 51% point in hand rip saws will work smooth- 
er and faster in green or wet timber than will 
saws with finer or more teeth to the inch. Several 
of these men didn’t know that the point designa- 
tion meant number of teeth to the inch. 

Of six men I asked—‘“Which is the best pattern 
of hand saw, straight or skew back?” Each of the 
six replied skew back. Further inquiry developed 
the fact that their reply had been skew back be- 
cause the store sold more of that pattern. So 
from the verdict of their customers all were cor- 
rect. But it was just as well to have a little dis- 
cussion about the merits of the two patterns so 
they would be tolerant of the opinion of the man 
they may sometime encounter who thinks the 
straight back well ground saw is the best saw for 
his purpose because he says a straight back 26 
inch hand saw is stiffer than the same size skew 
back. The stiffer the well ground thin saw, the 
less friction it encounters. Less power is required 
to drive it. 

For household and general use 8 and 9 point 
26 inch hand cross cut saws are the ones to sell. 
When the mechanic wants a saw he will say the 
point he wants. 

To keep a well ground saw sharp it is seldom 
necessary to reset the teeth—except for work on 
green timber little set is needed—the clearance is 
provided by the thin back of the blade and the 
taper from butt to point. A good saw can be 
kept sharp by frequent light filing of the teeth. 

If you persist in setting the teeth (which very 
few saw users do well) set them before filing. 
Even with saws having very coarse teeth the 
depth of the set should not be more than half the 
length of the tooth. Setting deeper than that is 
likely to spring the blade as well as break teeth. 
For filing saw teeth use 414 inch taper files for 
saws 414 to 9 point; 514 inch slim taper for saws 
10 to 12 point. 








“We Never!” 


NE of the good old Gilbert and Sullivan operettas has an ever-popular song, the chorus of 


which runs: 
sales person says to us: 
about them.” 


“Never, no never, well, hardly ever!” 
“These goods are splendid value. We have never had a complaint 


We are reminded of it every time a 


For one thing, many a complaint never is voiced. Therefore, silence does not then necessarily 


mean complete satisfaction. 


In the second place, few sales persons are in a position to vouch for the 


fact that none of their fellow-workers has ever received a complaint, even though they may not 


have themselves. 


In the third place, it is so easy, so typical of human nature, to “conveniently 


forget” the complaints of yesterday when a sale is in sight. 


Someone has said that “Ever” is a long time. 


Then “Never” is just as long. The customer who 


is told “Never” may happen to know that the real truth is “Hardly Ever,” or worse, and therefore 


be in a position to discredit our veracity generally. We have known such cases. 
Far the better way is to delete the “Evers” and “Nevers” from our sales vocabulary and to con- 


fine our selling talk to what we personally know to be strictly true. 
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Subject: How many Tool Catalogs do you buy from? 


Here is a step in the right 
direction, the new GTD 
catalog No. 49. A com- 
plete small tool line under 
one cover. 


Consider the advantages of 
buying a// your small tools 
from this one quality 
source. One order to place; 
one shipment to receive; 
one invoice to check; one 
responsibility for results. 





Are you handling the taps 
of one concern, the drills of 
another, the pipe tools of 
another?r 


The dealers that are mak- 
ing the most money 
through tool sales are those 
that are cutting out profit- 
eating expenses by consoli- 
dating their purchases and 
their selling efforts on stand- 
ard lines of merchandise. 
































* 
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You salesmen, with your knowledge of G@TD quality, as exemplified by “‘Little Rae 
Giant” screw plates, should recognize the advantage of being able to sell one Ro 
complete quality line of small tools. We will be glad to send a catalog to Ro 
anyone who has not yet received a copy. Use the coupon. ras 
ow <> 
QUESTION BOX ae ie 
, , , , ‘ ¢ ~ i‘ 
We will publish some more questions and answers in our ad in the , a aie 
January 21st issue. -— a + 
Ps oe cal 
P os ’ , 
- > 
GREENFIELD § TAP AND DIE roe 2 » 
yy CORPORATIO N 4 ~» ©. 
GREENFIELD, MASS..,U.S.A. I wy" 
Chicago Store: 13 So. Clinton St. New York Store: 15 Warren St. 4 s A 
Canadian Plant: Greenfield Tap &€ Die Corporation of Canada, Limited, Galt, Ont. . mv 
London Offices: Greenfield Tap & Die Corp., 139 Queen Victoria St., London, H.C. 4 , .,} 





scnsrar nr Taps, Dies, Drills, Reamers ro a9 Poe a a i 
& | D Pipe, Tools, Gages, Machine Tools ? Sf SS 
Pe ae H. A. 1-7 











60 HARDWARE AGE January 7, 1926 








No. 803C Kitchen Knife 


Foster Bros. Brand— 

World’s Greatest Cutlery— 
Thousands Say It— 
/ | Sales Prove It 


Hardware dealers who sell Foster Bros. Kitchen Cutlery keep their stock continually moving, 
for Foster Bros. is widely known for its quality and reasonable price. 

The surest evidence we can offer you that Foster Bros. is the brand to sell, is the pleasant 
profit that hardware dealers have been pocketing for many years. 





If your jobber cannot give you full information and prices, write to us direct. 


THE BRAND IS FOSTER BROS. 





| JOHN CHATILLON & SONS J 


No. 712C 
Slicer Established 1835. 


85-99 Cliff Street 


Carver 


New York City, N. Y. 





ee ao See e / 
No. 33C Paring Knife No. 20 Paring Knife 














CHRADE SAFETY 
Push Button Knife 


"o> No Breaking of 





Carving Set 


Hyco Brand 
Carving Sets 


Hyco Brand Carving Sets are unsur- 
passed for high quality all around service, 
economy and satisfaction. 





Yee alety 


Fela a 


In handling Hyco Brand Carving 
Sets you can do so with the confi- 
dence that they represent the de- 
sign and workmanship of cutlery 
Sure to seli on sight. 








Bir 





Hyc 





° 
Set 


experts with over 50 years’ manu- 
facturing experience. Back of each 
carving set stands the reputation 
and prestige of the Hyde Manufac- 
turing Co. 


Properly priced so that they are 
ready sellers—and earn better than 
a fair profit for the dealer. Write 
for particulars. 


Hyde Manufacturing Co. 
Southbridge, Mass., U. S. A. 


Absolutely safe in pocket snd in use 
) Wom you can’t beat it. 
Easily operated with one hand. 
The safety slide locks the button. 

ou can't afford 1o be without it. 


TRADE [VERLASTINGLY SHARP MARK 
Schrade Cutlery Co, 


Manufacturers of Superior Pocket Knives 
Factories: Walden, N. ¥.. Middletown, N. Y. 


Main Office: Walden, N. Y. 


ORDER THROUGH YOUR JOBBER OR DIRECT 
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Crewalions of a Culley ileum 


Some Factors Governing Cutlery Sales 


By John Cassin 


of every hundred need a new knife, that 

every boy wants a new knife and that 
every housekeeper is willing to buy a new kitchen 
knife if given sufficient reason—it is not hard 
to understand why it is easy to have successful 
Cutlery Sales. I believe that almost every hard- 
ware store can enjoy four successful cutlery sales 
each year and the more cutlery they sell during 
the sales the more they will sell between sales. 

There are many kinds of “sales’”—the kind I 
do not favor and have never found to be success- 
ful is the cut price sale. For some reason price 
alone does not sell cutlery. There are times 
when low prices coupled with other good buying 
reasons contribute to:large sales, but price alone 
is a poor sales accelerator, probably because the 
public know little about cutlery values. Price as 
a sales influence works successfully when applied 
to nationally known products usually sold for 
more than the special sale price. There are few 
items of hardware susceptible to price treatment, 
for which we all should be thankful. 

However, there are times when the hardware 
merchant is justified in offering a price induce- 
ment. Right now when there is a very marked 
tendency toward rearranging and strengthening 
cutlery lines is probably one of the few times 
we may have occasion to consider using lower 
than usual prices when planning a sale to dispose 
of our old stock to make room for the new. 
Ordinarily specific purpose items, offered so the 
purpose of the article, its merits and fair price 
are impressed upon the prospect, will produce 
many more sales than will cut prices. 

If house cleaning permits of the use of articles 
offered for specific purposes plus the extra 
inducement of lower price—then we have a sure 
winner—all we have to do is to see that this 
ideal combination is correctly and attractively 
presented to the people whose business we are 
soliciting. 

For our first cutlery sale we will proceed with 
the thought that we want to dispose of our old 
line. Starting with pocket knives we sort our 
stock into classified groups, keeping in mind the 
kind of people whose business we are about to 
solicit. Assuming stock and location to be about 
the average, we will want groups of knives for 
boys, mechanics, farmers, motorists, sportsmen, 
salesmen and store and office workers. The 
knives that will appeal to the office worker are 
not apt to suit the mechanic or farmer, so we 
will have to make separate groups in order to 
make it easy for each kind of person to see the 
knives suitable for him—as the grass on the 
other side of the fence is always the greenest, 


\ \ THEN you know that at least ninety men 


you will probably see some surprising selections. 
During a sale similar to this, conducted by those 
great retail merchants, the Harris brothers of 
the White Hardware Company, Wilkes-Barre, a 
little frail Doctor of Divinity, whom I expected 
to purchase a small two or three blade vest pocket 
knife, bought the largest size serpentine jack 
with the wickedest clip blade that can be put in 
a knife, with the remark that he liked to whittle 
with a knife that reminded him of the “old time 
West.” He got it. Pull that knife on a greaser 
and he would give a Jack rabbit running lessons. 

Stock permitting, make groups of two, three 
and four blade pens for business men, profes- 
sional men, salesmen, store and office workers. 
Put jacks and large double enders in groups for 
farmers, mechanics, miners and general workers, 
which include the iceman, coalman, motorman, 
conductor, etc. For the sportsmen, an assort- 
ment of extra large jacks as well as the accepted 
line of long and large one, two and three blade 
knives with the large blade, preferably a clip 
pattern. Boys’ knives can include small jacks, 
with and without chain, also Scout patterns. If 
you have a line of punch blade knives offer 
them for motorists, farmers and householders, 
for these three people a good punch blade knife 
is a mighty handy tool. 

Keeping in mind that this is a cleanout sale 
of goods and you have decided to offer price 
inducements—I suggest the groups be priced 
about as follows: 

Boys’ Knives, selling 

regularly ......... $0.60 to $0.85 allat $ .55 ea. 
2-Blade vest pocket 

knives, selling regu- : 

I i as sai ieee a 1.00 to 1.25 allat  .85 ea. 
2-Blade vest pocket 

knives, selling regu- 

jae 1.50to 2.00 allat 1.45 ea. 
3-Blade vest pocket 

knives, selling regu- 


EE ao baa anne 1.50to 2.00allat 1.45 ea. 
3-Blade vest pocket 

knives, selling regu- 

Is, ire in th ies 0 te 2.25to 3.00 allat 2.35 ea. 
2-Blade jack knives, 

selling regularly... .85to 1.25allat .85 ea. 


2-Blade jack knives, 

selling regularly... 1.50 to 2.00 allat 1.45 ea. 
1 and 2-Blade sports- 

men’s knives, sell- 

ing regularly...... 1.00 to 1.25 allat .85 ea. 
2-Blade sportsmen’s 

knives, selling regu- 

I hese Soe ge 1.50to 2.00 allat 1.45 ea. 
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3-Blade  sportsmen’s 

knives, selling regu- 

Dn iduéctseuuanwe 2.00to 2.75 allat 1.85 ea. 

Display these knives in groups as aforemen- 
tioned, creating such additional groups as are 
needed to cover your stock, back of each group 
place a cardboard sign designating the kind of 
knives, or their purpose and the sale price. 
Start your sale on a Friday so as to have the 
advantage of two Saturdays, if you desire. 
Three days before the sale starts stick on the 
inside of each of your windows and hang in 
several prominent places in the store window 
streamers or posters reading something like this 


STARTING FRIDAY— 
POCKET KNIFE SALE 


A GOOD KNIFE FOR EVERYONE—GET YOURS 


Some good merchants have conducted similar 
sales. I have yet to find one instance where this 
method has been used where the sale was not 
satisfactory to the merchant. Usually increased 
cutlery sales continue for long after the “sale” 
period. 

When you use methods similar to this you are 
giving to cutlery the attention it will respond to. 
Most people are interested in cutlery. With 
your window posters and store placards you take 
the first step toward a sale—attracting attention 
—with display you create interest, putting knives 
into groups suitable for many kinds of people 
you create desire—your price inducement plus 
ease of purchase leads attention, interest and 
desire to culminate into sales. In addition to all 
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other advantages it is good modern merchan- 
dising. 

Your sale will attract the attention of women 
as well as of men and boys so you will not want 
to neglect them. No matter how many knives a 
woman has in her kitchen she will buy a new 
one if it is new or different from what she has— 
maybe she will buy several. So in one promi- 
nent part of your cutlery window show three 
patterns of kitchen or household knives—say a 
kitchen slicer, a luncheon knife and a really good 
paring knife. Mark them at regular prices: 
Kitchen slicer, 50 cents; luncheon knife, 50 cents; 
paring knife, 25 cents; set, $1.25. During cut- 
lery sale, the set for $1.10. 

That’s not cutting prices; it’s a quantity 
inducement. Sets of this kind sell much more 
freely than the average stock set. 

If you use this plan to clean house as well as 
to sell more cutlery and you are interested in 
starting your new line off right, within a few 
weeks you will find in the cutlery section of 
HARDWARE AGE an aarticle, “Starting the New 
Line Off Right.” 

When you buy the new line, please don’t buy 
too many patterns. In fact, don’t buy a single 
pattern without knowing exactly who you are 
buying it for. The same care given to the selec- 
tion of cutlery as is given to other parts of the 
hardware business will materially assist that 
nearly worn out phrase of “Goods well bought 
are partly sold.” J am afraid most people have 
misunderstood that phrase; I don’t believe the 
creator of it had prices in mind. 








Five Positive Types of Unsuccessful Men 


HERE are five kinds of men whose lives are 
complete failures, even though they may 
become very wealthy and powerful. These 

five are: 

1. THE MACHINE. The man who puts rout- 
ing first. He is often efficient, but he pays a 
high price for his success. He may be envied 
by those who do not understand, but there is 
ashes and cinders in his heart. 

2. THE MISER. The man who holds fast to 
all he gets. He loves gold and property more 
than anything else. His life is wrapped up in 
getting and holding, while all real happiness 
comes from giving and enjoying. 

5. THE HERMIT. The man who, instead of 
being A PART of society—a working, useful 
part—lives APART, keeping to himself, giving 
nothing of himself to others, and _ therefore 
getting nothing. 

4. THE SNOB. The man who despises and 





imposes upon those who are beneath him in 
worldly station. He is always a toady to those 
above him, to the extent that he snubs those 
below him. There are not many of his sort in 
business because business weeds them out. But 
there ARE some. 

5. THE AUTOCRAT. He knows no opinion 
but his own. Keep his heel on those under him 
in authority. He lives to rule, to dominate. He 
represents force and authority. He is often very 
successful financially, but always hated. 

The best way to avoid being one of these human 
misfits is to take an interest in the other fellow 
and make it a business to lend a hand to others 
less fortunate than yourself. Learn. Then 
teach.—Get. Then give. 

This is the law of life. It is one of the bed- 
rocks that cannot be changed by legislation.— 
From San Busco. 
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Known as Reliable for 
over Fifty Years 


| The bobbed hair fad is at its peak 
—take advantage of it. 


Priest’s Tiger and Shaver are 
ideal for keeping the cropped hair 
short. The daintiness and light 
weight of these clippers always at- 
tract women customers. (Si. oat 
Remember Priest quality and Gtalog | “Buyess 
service are back of every clipper in| @talog 


AMERICAN SHEARER MFG. CO. 


NASHUA, N. H. 











henastoon Eagle Razor Blades 


made of 
Finest Imported Swedish Steel 


guaranteed for 20 smooth shaves. Good 
liberal profit and rapid turnover 1s as- 
sured by the price, the quality and the 
margin. Write for samples and prices. 
For Jobbers who sell under own 
brand we make blades in three 
grades of Swedish, German and 


Domestic steels branded and pack- 
aged for you at attractive prices. 


Good blades in our packages as low as 
15c. per dozen in large quantities. 


For a profitable Blade 
Business write us. 


New Jersey Razor Blade Mfg. Co., Ine. 
485 South 2lIst Street Newark, N. J., U. S. A. 














Cultivate Cutlery 


The keen dealer realizes clean-cut 
profits from his cutlery stock. A pleas- 
ing portion of his income is cut from his 
knife sales. 

Whet your knowledge on the Harp- 
WARE AGE grindstone. Profit by the cut- 
lery articles. 











SCISSORS 
L\CiMve )= and SHEARS 
“Famous since 1874” 


No. 731 OVAL 
in sizes 6, 7, 8, 9, 10 inch 






The very latest in display cards and box assort- 
ments. Fair prices. Prompt shipments. The 
largest production in the World. 


THE ACME SHEAR COMPANY, INC. 


BRIDGEPORT, CONNECTICUT 























from 


cover 
° cover~— 


Every advertisement, story, edi- 
torial and market report in Hard- 
ware Age is valuable to the man 
who is looking for the shortest road 
to success. 


Read Hardware Age as a duty to 
yourself. 





KNIVES iii 


Paper Hangers’ Knife 


Lm] . 


i | Robert Murphy’s Sens Ce., 
2 REEF 5 Se Ayer, Mass. 






ali Muara 
STAY SHARF> 
aAnire 


























the all ’round Sharpener! 


Knife, scissors, sickle, anything, “Shar- 
pit’ will keen-edge double-quick. It’s a 
wizard seller—low priced and good profit 
maker. Send for our special offer! 


DAZEY CHURN 4 
MFG. CO. 





4301 Warne Ave. 
St. Louis, Mo. 
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Window Displays from Sportsmen’s Week 


third to Hoffman and Goodman of Richmond, Va. 
In each of the competitions there were fifty win- 
ners of $10 prizes and quite a number of $5 
prizes. All told 520 prizes, totaling $5,000, were 
offered. The judges were Llew S. Soule, Editor 


GROUP 1 
Fifty Winners of $10 Prizes 


Adams, E. R., New Rockford, N. Dak. 
Ames & Hacker, Fort Fairfield, Me. 
Auburn Hdwe. Co., Auburn, Wash. 
Austin Hdwe. Co., Seneca, S. C. 

_ Bernhardt-Seagle Co., Lenoir, N. C. 

—~\e .* he Hdwe. & Impl. Co., Mont- 
rose, 

Bliss ‘Kibbe & Son, Stratford, N. 
Brookhaven Hdwe. Co., Brookhaven, Miss. 
Buhl Hdwe. Co., Buhl, Idah 
Burch’s Store, San Gabriel, “Calif. 
Clever, H. D., Fullerton, Calif. 

Deuhs, Joseph, Long Prairie, Minn. 
Elgin ‘Lbr. & Hdwe. Co., Elgin, Kans. 

Ellensburg Hdwe. Co., Ellensburg, — 

Graves Hdwe. Co., Presque Isle, Me. 

Griffith & Son, Theo. 
town, Pa. 

Hancock, R, J., Auburn, Calif. 

Hass Hdwe., R. H., Prentice, Wis. 

Horsky, F. w., Albany, Ore. 

Howard Gro., Geo., Hamlin, Texas. 

Hubbard Hdwe. Co., Frederick, Okla. 





Huber’s Sptg. Goods Store, 16 W. Main 
St., Mechanisburg, Pa. 
Ingram, —— & Baldwin, Mount 


Gilead, N. 

Kew Merc. Co., D’Lo, Miss. 

' Kew Merc. Co., Wiggins, Miss. 

Kimm Hdwe. & Furn. Co., Dick, Rock- 
ford, Mich. 

Kull, Frank, Sugar Grove, Ohio. 

Lehmann Bros., Oxnard, Calif. 

, Levengood, John H., 31 S. Reading Ave., 


Boyertown, Pa 
McClelland, A. W., Falls Creek, Pa. 
Meyer, A. R., 214 W. Main St., Havana, 


ll. 

Mullen, H., Cass Lake, Minn. 
Niewohner, A. H., Waverly, Iowa. 
Oakdale Merc. Co., Oakdale, Calif. 
Palmer & Co., F , Toppenish, Wash. 
Petersen Hardware, Blair, Nebr. 
Primmer, S. T., Santa Paula, Calif. 
Raymond Hdwe. Co., Raymond, Wash. 
Reliable Hdwe. Co., Edmonds, Wash. 
Reves, A. L., Armona, Calif. 

Saum, Hugh, Edinburg, Va 


—_—— Bros., Ltd., Russell, Man., Can- 
ada. 
Stewart Hdwe., Geo. W., Washington, 


owa. 
Stone-Stebbins Co., Hancock, Minn. 
True, E. F., Dorado Springs, Mo. 
Twin City Hdwe. Co., Kellogg, Idaho. 
Vernon Hdwe. Co., Ltd., Vernon, B. C 

Canada. 
Vollertsen, B., Battle Creek, Iowa. 
Willoughby Hdwe. Co., Willoughby, Ohio. 
Worley Hdwe. Co., Slaton, Texas. 

. — & Sons, Wm., Wessington Springs, 

Winners of $5 Prizes 


Adams Bros., Harrodsburg, Ky. 
Armitage Hdwe. Co., Englewood, Colo. 
Bailey, Marcus, Ashcroft, B. C., Canada. 
Baird, F. L., arsaw, 7%, 4 

Bass Merc. Co., Yukon, Okla. 

Bay Point Hdwe. & Elec. Co., Bay Point, 


Calif. 

Belding — Co., 117-119 S. Bridge St., 
Belding, Mic 

Benedict . O'Malley, 62 Main St., War- 
wick, N. Y. 

Benton County Hdwe. Co., 
Ark. 

Billington, H. S., Canajoharie, N. Y. 

Blanchard, Leo. J., Fredericksburg, Texas. 

Boylan Hdwe. Co., Armour, S. Dak. 


Bentonville, 


Broussard Hdwe. Co., Inc., Breaux 
Bridge, La. 

Brown, M., White Mills, Pa. 

Brown & Hawkins Corp., Anchorage, 
Alaska. 
sree, N. H., Lock Box 54, Hyndman, 


Burkstrand & Co., E., Cokato, Minn. 
Calkins Cash Hdwe., P. O. Box 148, 
Parma, Idaho 


Campbell, M. W., Rocanville, Sask., 
Canada. 
Cantwell, Sam, Corning, Ark. 


Carpenter Bros., Red Rock, Okla. 

Casey Hdwe., Cc. H., Jordan, Minn. 

Cline, A. Cc... Buffalo, Okla. 

Cobosco Hdwe., Michael S., 128 W. Main 
St., Glen Lyon, Pa. 


M., East Downing- 


(Continued from page 52D) 


Colorado Supply Co., Ideal, Colo. 
Colorado Supply Co., Walsen, Colo. 
Conway Hdwe. Co., Main St., Conway, 


Cook, H. F., 438-440 Main St., Delta, 
Colo. 

Cox, G. Warren, Barre, Mass 

Custer City Hdwe. Co., en eng City, Okla. 

Dack, Albert, Box 36, Wawanesa, Man., 


Canada. 
Deene, A. V., Exeter, N. H. 
Derby, C. B., Strasburg, Colo. 


Donaldson, Geo., St. Lawrence, N. Y. 
Dunkin Hdwe. Co., Waurika, Okla. 
Sagle Pharmacy, Eagle, Colo. 

Ebert, Gus, Garber, Okla. 

Esty Hdwe. Store, Richford, Vt. 

Exon Merc., Co., W. J., Dolores, Colo. 

_ Farmington Cash Store, Farmington, 


-— >? 

Farwell Hdwe. & Impl., Farwell, Nebr. 
Firpo & Pedrotti Hdwe., Crockett, Calif. 
Fletcher Hdwe. Co., Sti lwell, Okla. 
Franz Co., E. R., Hood River, Ore. 
Fuhring, L. H., Union, Okla. 

Gass & Co., Frank L., Dandridge, Tenn. 
Geddes, A. W., Haines, Ore. 
Gehrenbeck, D. A., Monticello, Minn. 
Giehler, R. 'O., Tonasket, Wash. 
Gilliland Hdwe. Ca. Las Animas, Colo. 
Gooden, Josiah, Kingfisher, Okla. 
Graham, C., Glenwood Springs, Colo. 
Granada Hdwe. Co., Granada, Colo. 
Guest Hdwe. Co., W. W., Ryan, Okla. 
Gunnison Hdwe. Co., Gunnison, Colo. 
Harnett, Bert, Gooding, Idaho. 

Herring & Young, ee Bh City, Okla. 
Hinmans’, Silver City, 

Hoffman, A. J., Murray, ee. 

Holets, F. E., Fairfax, Iowa. 

Home Hdwe. "Co., Worthington, Iowa. 
Home Merc. Co., Ripley, Okla. 
Houghton & Co., Coyle, Okla. 

Howley & Son, ‘O’Keene, Okla. 

Jaggers Hdwe. & Furn. Co., Limon, Colo. 
Johnson, O. E., Riverbank, Calif. 
Kelley Hdwe. Co. Stilwater, Okla. 
Kelly Bros. Co., Hood River, Ore. 
Kepka, George, Wilkeson, Wash. 

Knoll, P., Abbotsford, B. C., Canada. 
Kolbe & Kuhlman, Lester Prairie, Minn. 
Krouch & Schwartz, Mount Ayr, Iowa. 
Kuehnle & Son, H. F., Brooklyn, Md. 
Laurel Trading Co., Laurel, —., 


Lawrence Hdwe. Co., Sussex, N. 
ween & Bro., ‘2 
Ss 


Leibly & Sons, Ed., Rice Lake, Wis. 
ming, E. S.. Dexter, Mo. , 

Leverett, R. L., Magee, Miss. 

Littlepage, Jr., D., Truhart, Va. 

Little River Redwood Co., The, Cran- 


nell, Calif. 
Lizar, FE. E., El Campo, Texas. 
Lyons, Mrs. M. A., Agar, S. D. 
McDowell Hdwe. Co., Marion, N. C. 
McGowans & Son, Edmond, Okla. 
McGuire’s Accessory Shop, Lambertville, 


Marley, B. E., Towson, Md. 

Martin & Jones, Inc., Ronceverte, W. Va. 
Pi we Ike, 113 S. Center St., Lonoke, 

r 


Meyberg, L. E. W., Ashland, Va. 
Miller’s Sptg. Goods Store, Yacolt, Wash. 
Minturn Merc. Co., Minturn, Colo. 
Morgan & Son, H., Camden, Ark. 
Mouat Bros. Co., Ltd., Ganges, B. C., 
Canada. 
Muller’s Drug Store, G. P., Main St. and 
Vineyard Ave., Highland, N. Y. 
Neill Hdwe. 'Co., Alex, Okla. 
Nelms, Jinks & Edwards, Brookland, Ark. 
Nelson, . G., Manzanola, Colo. 
Nesmith & Co., B. B., Hazlehurst, Miss. 
Newberry’s Hdwe. Co., Alliance, Nebr. 
Newbury Co., A. B., Toms River, N. J. 
Nichols Hardware, Rock Rapids, Iowa. 
Noblin Hdwe. Co., Forest, Miss 
Northwood Hdwe. Co., Box 165, North- 
wood, N. Dak. 
Oerding Hardware, Coquille, Ore. 
O’ Halloran Lumber Co., G. W., Wood 
Lake, Nebr. 
Onken & Bro., John, Chapin, Il. 
Ozment Drug Co., Talihina, Okla. 





P. J. Hdwe. Co., Haskell, Okla. 
Paeltz Hdwe. Store, Frank L,, Russell- 
ville, Ohio. 


Petitt’s Hardware, Omak, Wash. 
Pickerell & Odem, Eddyville, Iowa. 
Plank, A. W., Tillamook, Ore. 


of HARDWARE AGE; Roy Soule, Editor of Hard- 
ware Dealers’ Magazine, and Rivers Peterson, 
Editor of Hardware Retailer. 


Other award winners were as follows: 


Plumley, L. G., Byron, Calif. 
ey Pillar Merc. Co., Pompeys Pil- 


lar, 
Co-operative <Ass’n., Worden, 


Mont. 
Pruitt & Howard, Marlow, Okla. 
peers, Oak Creek, Colo. 
Rawl, Jr., W. L., Batesburg S. 
_Rayvitle ‘Supply "& Hadwe. Co., 


Reed, J. D., Colfax, Wash. 
Roberts-Waltz Co., Brookin Ss. D. 
Rogers Hardware, Canon Cit ty, Colo. 
Romeo Stores Co., The, Romeo, Colo. 
e — Aggeler Williams Co., Ferndale, 
alif. 
Salmon & Kimbrough, Gane Miss 
Schaefer Hdwe. Store, » 412 binesises 
Ave., Leadville, Colo. 


Ray ville, 


Schancks Son, J. G., Keyport, N. J. 
Schlick, A. F., Wharton, Texas 
Schmidt, C. O., Farmingdale, = ie Ee ee 


Schuyler Harness Co., Schuyler, Nebr. 
Smith, W. L., Drain, Oregon. 

Segelke, Ed, ’ Alexandria, Mo. 

Sims Hdwe. Co., Kuna, Idaho. 

Smith Co., C. R., Cleveland, Miss. 
Smith Hdwe. & Furn. Co., Minden, Nebr. 
Spalding Drug Co., Susanville, Calif. 
Sprague Hdwe. & Mfg. Co., Sprague, 


Wash. 
Stark & Son, G., DeView, Ark. 
Steamboat Merc. Co., The, Steamboat 


Sprin Colo. 
Stelle er, Walter, Essington, Pa. 
Stephen, J DeWitt, Ark. 


Stoltenberg, A., 7 ache Mor 4 Wis. 

Storer Bros., Yarmouthville, Maine. 
Strasburg Lumber Co., Strasburg, Colo. 
Stroup Lumber Co., The, Agate, .Colo. 
Thompson Hdwe. Co., Inc., Hebbronville, 


Texas. 
Turner Co., D. E., Mooresville, N. C. 
Turner & Samek, Yukon, Okla. 


Unfug Hdwe. Co., Walsenburg, Colo. 
“a Lbr. & Hdwe. Co., Maple Rapids, 
ch. 


Vassar Hardware, Perkins, Okla. 

Verden Hdwe. Store, Verden, Okla. 

Voss, C. F., Byron, Nebr. 

Wahl, Frank A., 355 Springfield Ave., 
Summit, Je 

Weaver, ‘Howard A., oer en apo Pa. 

Weeks “_" Co., Sebastopol, Calif. 

White, Geo. E., Richville, Minn. 

White Bros. Hdwe. Co., Newton, Miss. 

Whyte & Orr, Ltd., Millot, Alta, Canada. 

Wilder Hdwe. Co., Corbin, Ky. 

Wilkinson, R. C., "Warm borinen. Va. 

Wise, George W., Box 397, Yale, Okla. 


SECOND GROUP 
Fifty Winners of $10 Prizes 


Anderson - Trobaugh Co., Morristown, 


enn. 
Arcade Billiards, Ashland, Ohio. 
ee, F., 734 Main St., Stroudsburg, 


a. 
Basche-Sage Hdwe. Co., Baker, Ore. 
Bashford-Burmister Co., The, Gurley St., 
Prescott, Ariz. 

Bateman Hdwe. Co., The, Salida, Colo. 
Bellinger Co., The, 811 N. Washington 
St., Junction City, Kans 

Beltrami Ave. Hdwe. Co., Bemidji, Minn. 
Berkheimer Hdwe. Co., 513 Pacific Ave., 
Bremerton, ash. 
Bevill Hadwe. Co., W. F., Logan, W. Va. 
Bischof Hdwe. Co., eh lee City, Neb. 
Blakes Sport Shop, 236 Park Ave., East 
Rutherford, N. J. 

Brantley Bros. Hdwe. Co., Troy, 
Buckner Hardware, W. R., El 


kla. 

Butler Drug Store, C. E., 407 Main St., 
Lewiston, Idaho. 

Butler Hdwe. Co., Caldwell, Idaho. 
Dakowski, M. J., Rock Springs, Wyo. 
Diamond "Hardware, Galion, Ohio. 
Dowell, J. P., McKinney, Texas. 

Edgar Bros. Co., Calexico, Calif. 

Edgar Bros. Co., EI Centro, Calif. 
Ekblad Hdwe. Co., Marshfield, Ore. 
Gribben, James, Thomasville, - Ga. 
Haynes Hdwe. Co., Inc., Ada, Okla. 
_ Hdwe. Co., Herbert, Cambridge, 


Ala. 
Reno, 





(Continued on page 102) 
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Hardware Distribution Facts Revealed 
Through Chamber of Commerce Conference 


(Washington office of HARDWARE AGE) 


NTERESTING and illuminating information with regard to costs 
| of distribution in hardware and other lines has been made avail- 

able as the result of the recent conference on this subject held 
here under the auspices of the Chamber of Commerce of the United 
States. That the exhaustive reports made will be of great benefit 
to business and industrial interests of the country is accepted as a 
foregone conclusion and was repeatedly pointed out at the conference 
itself. 

Striking highlights of a report by the committee on “Expenses of 
Doing Business,” it is observed that by classifying retail expenses 
of distribution according to the extent to which they are under con- 
trol of the merchant, it is disclosed that in many instances the re- 
tailer is responsible directly for less than 75 per cent of the cost of 
retailing. Which of the so-called “services and conveniences” may 
be classed as contributory to success was held to be dependent upon 
the conditions under which a business is conducted. In hardware 
stores and grocery stores, the committee said, it amounts to about 
9 per cent and in automobile tire and accessory stores, 7 per cent. 
While these costs are confined usually to certain retail establish- 
ments, the practice was declared to differ in degree in different 
stores and the committee found it impossible to approximate even 
roughly the proportionate cost of these services and conveniences 
as related to the total cost of distribution. 


The study shows the care which was’ items such as losses due to lack of suffi- 
given to it and the high character of cient records; failure to plan intelli- 
the committee assigned to the subject. gently; uneconomic extension of terri- 
Among its members were Herbert P. tory and services; neglect of simplifica- 
Sheets, secretary of the National Re- tio..; ignorance; human mistakes; mis- 
tail Hardware Association, Indian- directed advertising, and seasonal fluc- 
apolis; George D. Mcllvaine, secretary- tuations, in order that definite steps 
treasurer, National Pipe and Supplies may be taken to lower these wastes 
Association, Pittsburgh, and F. A. wherever they are found to exist. 
Ketcham, general manager, supply de- Finally, the committee s id it believed 
partment, Western Electric Co., New the conference should express its 
York. hearty accord with the attack now be- 

Conclusions of this committee, which ing conducted by commercial organiza- 
were adopted by the conference with- tions in the war upon dishonest failure. 
out change, bring out three essential The conference expressed the senti- 
points. First, it was maintained that in ment suggested. The committee de- 
spite of the excellent work now being clared that dishonesty is responsible 
done by a number of trade associations, for many failures and that studies con- 
the need for uniform classifications of ducted by the Credit Protection Depart- 
accounts and studies into doing busi- ment of the National Association of 


ness should be brought to the attention Credit Men indicate that 35 per cent 
of all business failures in the United 


of all engaged in distribution in order base 
that thi \ doemestent Chane of tuniie States are either fraudulent or “tinged 

on pe machen ed rie with fraud.” Some estimates, it was 
association work shall be developed to <aiq, place the figure as high as 50 


the greatest possible extent. Every per cent. 


available trade and commercial organ- 
ization facility, as well as the aid of the 
trade press, the committee said, should 
be sought to this end. Secondly, it was 
pointed out that distributors should 
study the costs attached to intangible 


The committee asserted that during 
the past five years notable progress has 
been made both in the formulation of 
uniform accounting methods and ex- 
pense classifications; and in _ their 
adoption by merchants. 

“Studies conducted by the Harvard 


Reading matter continued on page 68. 


Bureau of Business Research, the Na- 
tional Retail Hardware Association, the 
United States Department of Agricul- 
ture, the universities of Nebraska, Wis- 
consin, and Northwestern University, 
and other educational bodies have es- 
tablished a standard of excellence in 
such work that insures Ns fulfilling the 
most rigid car gals a trade,” 
said the committee. | 

“Work performed by these bodies 
generally has been at the request of 
trade associations; and it has been 
financed largely by business men. Such 
substantial support indicates that the 
need for a collection of facts, arranged 
in conventional manner, is recognized 
by many of the important distributors 
of the country.” 


Tariff Discussion 


The tariff has been discussed again. 
Like the weather it is a subject about 
which no one knows anything. And 
also like the weather it is often a sub- 
ject for cussing. The only definite 
thing that ever was-said about the tariff 
and remains as unchanged as the laws 
of the Medes and Persians is that it 
is a local issue. This gem of General 
Hancock shines as brilliantly today as 
when it was cut from his oratorical 
jewel box. 

The latest lambasting given the tariff 
was at a conference here on Dec. 28 
and 29 by the People’s Reconstruction 
League, made up principally of farm- 
er organizations and rather radical 
labor interests. It met with the 
avowed purpose of cussing the tariff, 
and its purpose was carried out to a 
nicety. But, proving the tariff is a 
local issue, it was not condemned where 
it protected the farmer or the laborer. 
It must be said for the League that it 
frankly, even proudly, admitted it was 
a “lobbying” conference and was at- 
tempting to make Congress break down 
the “tariff wall” at this session—or 
break holes through it, leaving to the 
interests at the conference, those por- 
tions of the wall which shield them 
from foreign competition. It can also 
be said for the conference that it had 
some notable’ speakers, including 
prominent members of congress, col- 
lege professors, editors of economic 
publications, etc. But, finally, it must 
be said for the conference that it is not 
likely to get anywhere. Perhaps the 
most it got or will get is the mental ex- 
ercise and the distinction of bringing 
another “conference” to Washington 
and sponsoring another of the multi- 
tudes of organizations set up in the 
capital city. But as to some sidelights 
on the conference, the following pro- 


vide a glimmer. 
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INo. 192 Regular Rim Strike, for Doors 
Opening In 

No. 192K Regular Rim Strike, for Doors 
Opening In Without Inside Knob 

No. 193 Flat Strike, for Doors Opening 
Out 

No. 193K Flat Strike, for Doors Opening 
Out Without Inside Knob 
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Here’s a whale of a lock! 


The New Yale No. 192 Rotary Bolt Deadlock 


This lock is designed for any door exposed to violent 
attack. It has a *%4 inch casehardened steel rotary 
bolt which locks the door and jamb together, giving 
the greatest possible protection against the jimmy. 


The heavy cast brass case is attractive in appear- 
ance and will harmonize with the popular brass fin- 
ishes so widely used on builders’ hardware today. 
The high parts are polished and buffed bright and 
the panels are sand blasted and dipped bright. 


Here are the salient features of the Yale No. 192. 


1. Case and Strike interlocked with take the fu]! strain. 
a solid steel rotary bolt. 4. Heavy brass case and strike, 


2. 34 inch forged steel rotary bolt beautifully finished. 
with heavy steel projections, all 5. It is adapted for use on both 


a single unit. swinging and sliding doors. 
3. Few working parts. 6. It is easily and quickly applied, 
Every part proportioned to requiring no mortising of door. 


Show this lock to your customers. Demonstrate it. You can 
make many a profitable sale. 


The Yale & Towne Manufacturing Co. 
Stamford, Conn., U. S. A. Canadian Branch at St. Catharines, Ont. 


YALE MARKED IS YALE MADE 


PADLOCKS, AUXILIARY RIM LOCKS, BUILDERS’ LOCKS AND TRIM, CABINET LOCKS, 
TRUNK LOCKS, DOOR CLOSERS, BANK LOCKS, PRISON LOCKS 
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Reorganization of the 
Pickett Hardware Co. 


F[S\OLLOWING a recent meeting of the directors of the Pickett 
Hardware Co., Warren, Pa., a complete reorganization of the 
force has been effected as follows: 


W. T. Kelly continues as general 
manager. John S. Rhodaberger has 
been appointed assistant manager, in 
charge of purchasing and pricing, 
representing Mr. Kelly in his absence; 
E. R. Boyd, credit manager, in charge 
of finance; B. A. Confer, advertising 
and display manager; Fred Linquist, 
manager of warehouses, and W. T. 
Mischler, manager of oil country sup- 

lies. 

. The many friends of John S. Rhod- 
aberger will be gratified to know of 
his promotion, as “John” has been 
identified with the Pickett Hardware 
Co. for eighteen years and is regard- 
ed as one of the best posted hardware 
men in this section of the State. 

E. R. Boyd, “Rush,” as he is known 
by his friends, has been given charge 
of credits and finance, and his many 
friends are congratulating him upon 
his promotion and increased responsi- 


bility. 





T. B. Lewis Joins Savage 
Arms Organization 


formerly sporting 
goods buyer for the Gray & Dudley 
Co., Nashville, Tenn., has been ap- 
pointed to the sales force of the Savage 
Arms Corporation, Utica, N. Y. He 
will represent both the Savage Arms 
Corporation and the J. Stevens Arms 
Co., and will cover the jobbing trade 
through the Middle West, effective 
Jan. 1. 


Tom B. Lewis, 














William McQueston Dies 


B. A. Confer has recently come to 
the Pickett Hardware Co., from Elder- 
field & Hartshorn, of Niagara Falls, 
N. Y. His windows during the Christ- 
mas season have been the admiration 
of the buying public in Warren and 
many compliments have been extended 
by the customers of the store. 

Fred Linquist, who has been given 
charge of the warehouses, has been 
associated with the Pickett Hardware 
Co. for twenty-two years and every 
one who comes in contact with Fred’s 
genial disposition remembers’ with 
pleasure the smile with which they are 
always greeted. 

W. T. Mischler, who is in charge 
of the oil well and refinery supply 
department is well known by the pro- 
ducers and refiners in and around 
Warren, having been associated with 
the trade for the past seven years, 
and is well posted on the requirements 


of the oil field and the refinery. 





Martin-Senour Co. 
Holds Sales Meeting 


The Martin-Senour Co., paint manu- 
facturers, recently held its annual 
Chicago Division Sales Conference 
lasting for six days at the Hotel 
Sherman. Approximately sixty sales 
representatives were present during 
the meeting and every subject dis- 
cussed at the convention was carefully 
digested by those in attendance. 

The convention opened with an ad- 
dress by Z. E. Martin, president of the 
company, who has just returned from 
an extended European tour. Mr. 


Martin expressed great confidence in 
business activity during the coming 
year and his pleasure at the excep- 
tionally splendid record made by the 
company during the past’ twelve 
months. 


William McQueston, a life-long | 
hardware man of Muscatine, Iowa, 
died at his home in that city, Dec. 8 | 
following an extended illness, at the | 
age of fifty-seven. He was prominent 
in the affairs of the Iowa Retail Hard- 
ware Association and for many years 
was a member of the board of direc- | 
tors of the Iowa Hardware Mutual Co. | 
Following his graduation from high | 


sessions and, in his opening address, 
stressed the splendid opportunity that 
exists in every section of the country 


E. H. Foreman, general manager of | 
sales and production, presided over all | 








school in 1888, he entered the hard- 
ware store of his father in Muscatine 
and later succeeded him in the busi- 
ness, which was established in 1865. 





Jas. Gill Promoted 


Jas. Gill, formerly assistant general 
sales manager of the Foster Bolt & 
Nut Mfg. Co., 3556 East Seventy-sec- 
ond Street, Cleveland, Ohio, has been 
appointed general sales manager of 





that company, effective Jan. 1. 


for big business. He briefly outlined 
the rapid expansion that has been 
made by the Martin-Senour Co. in the 
past few years, the exceptional vol- 
ume of business done during the year 
just ended and expressed his confi- 
dence for 1926. 

A very interesting advertising ses- 
sion was held on the third day at 
which time Howard Weckel, advertis- 
ing and sales promotion manager, out- 
lined the many new and novel adver- 
tising helps prepared for the dealers 











for 1926. The evenings were spent 
in a variety of entertainment. An 
unusual “evening at home” was held 
at the hotel at which every man took 
part and enjoyed himself immensely. 
Theater parties, smokers and a ban- 
quet on the last evening closed the con- 
vention. 

It is planned to hold similar con- 
ventions in the other six factory salés 
districts of the company in the im- 
mediate future. 





Pratt & Lambert Employees 


Receive Bonuses 


Employees of the Buffalo and Bridge- 
burg factories of Pratt & Lambert, 
Inc., assembled Thursday afternoon, 
Dec. 24, at the Tonawanda Street plant 
for the annual distribution of bonus 
checks, ranging from 6 to 10 per cent 
of the annual salary or wage, to all 
who had been with the company six 
months or more. Awards for length of 
service were also presented to a num- 
ber of employees for ten and twenty 
years’ continuous service. 

President J. H. McNulty, on behalf 
of the company, spoke briefly upon the 
fine spirit of cooperation and friendli- 
ness that prevailed throughout the en- 
tire organization, and thanked the em- 
ployees for their part in making 1925 
: successful year for Pratt & Lambert, 
ne. 


E. B. Prindle Advanced 
by Devoe & Raynolds 


E. B. Prindle, vice-president and direc- 
tor of purchases of the Devoe & Ray- 
nolds Co., New York, has, in addition, 
been made secretary. He succeeds A. 
F. Adams, resigned. In the six years 
that he has been with this company, 
he also has filled the position of ex- 
port manager, assistant sales manager 
of the Eastern district, and assistant 
general manager. 

R. C. Thomas, Eastern district sales 
manager, was elected a member of 
the board of directors. 








Stove Companies Consoli- 


date 


A consolidation of the Detroit Stove 
Works and the Michigan Stove Works, 
two of the largest manufacturers of 
heating and cooking stoves, has been 
effected according to a recent an- 
nouncement. The merger has been ap- 
proved by the stockholders of the two 
companies and will be effective at once. 

The new company will be known as 
the Detroit-Michigan Stove Co., and 
will be the largest maker of stoves in 
the world, employing about 2400 
people, occupying approximately 35 
acres of factory space and having an 
annual output valued at more than 
$10,000,000. 























January 7, 


1926 HARDWARE AGE 


69 











There are more than two million cream- 
wasting separators in use in this country. 
The quickest way to displace them is to 
show their owners what they are losing. 
And the easiest way to make such a dem- 
onstration is to run the skimmilk from 
their old machine through a new De Laval. 
If any butter-fat is being wasted, the new 
De Laval will surely get it. Then have 
the cream thus recovered, weighed and 
tested—and you can show exactly what 
a new De Laval will save in actual dollars 
and cents. 

This method is being applied with re- 
markable success by thousands of De 
Laval Agents. It is the way for making 
many quick and easy sales—and the new 
De Laval is the one separator for the 
purpose. It is guaranteed to skim cleaner 
than any other. It has the wonderful new 
“floating bowl,” the greatest separator 
improvement in 25 years. The new De 
Laval has many other improvements and 












he skimmilk 


refinements, and is in every respect the 
world’s best cream separator. 


De Laval Wants Live-Wire Agents 


We are looking for agents who will 
“skim the skimmilk”’ from the old separa- 
tors in their community. Re-separating 
the skimmilk from these old separators 
will produce a world of easy sales. You 
can have the De Laval Agency and your 
share of this business by convincing us 
that you are capable of getting it. Agency 
applications are always welcomed from 
aggressive dealers who want to sell the 
right goods in the right way. 

The De Laval Milker, of which there 


are more than 35,000 in use, is also meet- 
ing with remarkable success and offers 
great*sales possibilities. 


The De Laval Separator Co. 


San Francisco 
61 Beale St. 


Chicago 
600 Jackson Blvd. 


New York 
165 Broadway 
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Dismissal of Federal Trade Action 
Against Oneida Community 


just been received from the Federal Trade Commission to the 


{k= Oneida Community, Ltd., reports that official notice has 


effect that that body, after carefully considering all the facts 
in evidence, has unanimously dismissed the complaint and action 
- against the Oneida Community, Ltd. 
The matter was argued before the Federal Trade Commission, 


Oct. 21. 


Commissioners Van Fleet, Nugent and Hunt heard the 


case, and with their fellow Commissioners, Thompson and Hum- 


phrey, concurred in this decision. 


The Commission’s complaint alleged 
that the Oneida Community pursued a 
system of fixing and maintaining cer- 
tain specified standard prices at which 
its silver-plated flatware shall be re- 
sold by jobbers and wholesalers and by 
retailers to the consuming public, and 
in pursuance of this purpose and in or- 
der to secure the cooperation of job- 
bers, wholesalers and retailers and ef- 
fect the maintenance of such prices, it 
had adopted and used numerous prac- 
tices alleged to be unfair methods of 
competition. 

The company, while admitting that 
it tried to protect its customers against 
illegitimate competition of price cut- 
ters, contended that it had done so in 
an upright, honorable and legal way 
and had in no way acted in contraven- 
tion to the Anti-Trust Laws, and every 
action taken in the interest of the trade 
was based on what was believed to be 
a proper application of the court’s de- 
cisions. 

The Oneida Community freely opened 
its books and records to the Commis- 
sion’s investigators and made absolutely 
no concealment of the details of its 
policy with customers and the question 
of cutting prices. The company, it was 
urged, had tried to protect itself by a 
fair and economic argument to the 
trade on the question of prices. Its 
salesmen or representatives were in- 
structed not to examine distributors’ 
books or require that they open their 
books, and the following considerations 
only influenced it in selling or declining 
to sell to distributors: (a) whether a 
particular area is served completely by 
those already customers; (b) whether 
the credit of the proposed distributor 
is good; (c) whether he will carry ade- 
quate stock; (d) whether he is a jobber 
or retailer; (e) whether he publishes a 
catalog; and (f) whether he will ade- 
quately merchandise and display its 
products. 

In arguing the company’s right to 
continue its policy, at the hearing be- 
fore the Commission, Oct. 21, Gilbert 
H. Montague, the company’s attorney, 











went into detail as to the various deci- 
sions on the Anti-Trust Laws and told 
how the company had sought to mold 
its policy so as to conform to the law 
according to these decisions. 

The “fair economic argument” em- 
ployed by Oneida Community since 1914 
in seeking to persuade its distributors 
to observe the suggested retail prices 
has consisted, according to Mr. Monta- 
gue, of a discussion of the economics 
of retailing; interpreting what turn- 
over, cost of doing business, and profit 
constitute; pointing out the danger of 
using prices that will not return a fair 
profit and what the effect is upon com- 
petitors of using such prices; explain- 
ing the various efforts, such as advertis- 
ing, selling helps, etc., which the com- 
pany is making to aid in reselling its 
product, and informing them of the 
amount of money which it is spending 
in national advertising. 

Mr. Montague declared, to the Com- 
mission that this “argument” stands 
foursquare with the law under the Su- 
preme Court’s decision and that the 
company has gone no further in seeking 
to maintain the suggested resale prices. 
He said that this is a case which in fair- 
ness to the Commission’s present policy 
should be dismissed. 

It is evident that the Commission 
agreed with the contention of the at- 
torney, as it is reported that its deci- 
sion dismissing the complaint was 
unanimous. 

“Out of all the conversations, letters 
and documentary evidence, running back 
years before the Supreme Court deci- 
sion in the Beech-Nut case in January, 
1922, the combined efforts of all the 
commission’s examiners and trial coun- 
sel turned up less than 50 episodes 
which, in their opinion, in any way 
tended to afford any support of any 
kind whatsoever for this proceeding,” 
said Mr. Montague. 

“Tess than 50 episodes out of 150,000 
letters from salesmen to customers, and 
hetween 350,000 and 400,000 letters re- 





garding customers’ transactions, and 
between 150,000 and 200,000 conversa- 
tions between 65 salesmen and 2,000 
customers, scattered throughout the 
United States and over a period run- 
ning back years before the Supreme 
Court decision in the Beech-Nut case 
in January, 1922, cannot possibly be 
deemed to be representative of the com- 
pany’s conduct. 

“Each of these less than 50 episodes, 
with negligible exceptions, had been 
constructed by Commission’s counsel 
out of a few unrepresentative and 
sporadic suggestions, casually volun- 
teered on several occasions by thought- 
less sales representatives of respondent, 
entirely outside the scope of their au- 
thority, and wholly contrary to the 
company’s explicit orders and standing 
instructions. 

“Nowhere in the record, nor in Com- 
mission’s counsel’s brief, with negligible 
exceptions, is there any intimation or 
contention that any of these sugges- 
tions have ever been adopted or car- 
ried out by the company or by anyone 
else, and the uncontradicted testimony 
of the company’s responsible officers 
throughout this proceeding was that 
respondent’s standing orders and in- 
structions have been absolutely and un- 
equivocally to the contrary. 

“Nowhere in the record, nor in Com- 
mission’s counsel’s brief, is there any 
intimation or contention that in re- 
spondent’s long career have there ever 
been any more episodes similar to the 
less than 50 episodes above mentioned, 
or that the circumstances alleged by 
the Commission’s counsel to have ex- 
isted in respect of these less than 50 
episodes have ever been duplicated. 

“Every one of these less than 50 epi- 
sodes, absolutely without exception, oc- 
curred prior to July 25, 1922, on which 
date the Commission cleared its calen- 
dar of all price maintenance proceed- 
ings of every kind, with the public 
announcement that before the Commis- 
sion would institute any future pro- 
ceedings the Chief Examiner must in- 
stitute a new inquiry to ascertain 
whether subsequent to that date the 
party investigated was still violating 
the law as interpreted by the Supreme 
Court in the Beech-Nut case. 

“Every one of these less than 50 epi- 
sodes, with merely negligible excep- 
tions, occurred prior to January, 1922, 
when the Supreme Court in the Beech- 
Nut case, as the Commission itself con- 
ceded in its public announcement above 
mentioned, laid down for the first time 
its interpretation of the Federal Trade 
Commission Act as regards price main- 


tenance. 
“Every one oc these less than 50 epi- 
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GAYLORD WATER SAVER 
Simple to operate—no springs or 
loose parts to get out of order. 
Water automatically shuts itself off 
when plunger is released. 


very owner 


of a hose is 


HE Gaylord Water Saver cuts your water 
bills in half and saves time and labor. 

The Water Saver is simple to operate. Press 
the plunger, the water flows. Release and the 
water automatically shuts itself off. List price 
$2.00. 

Three styles of nozzles give the right stream 
for every job. The Water Saver and three 
Nozzles packed in an attractive carton—Com- 
a A for home and garden use—list price 

3.00. 


Increases life of hose 


The Gaylord Hose Reel attaches direct to 
the hydrant. The water flows through an arm 
of the reel to the hose. 

Used with the Water Saver the hose is 
always full of water ready for instant use. The 
water preserves the shape of the hose and pre- 


WATER SAVING 
Jobbers and Dealers 


Write for our proposition; 
we'll interest you 


GAYLORD NOZZLES 
Providing the right stream 
for every job. 





HARDWARE 








GAYLO 


DEVICES 





AGE 


Se Sar 7 
S 





a prospect 


vents drying out and cracking. List price of 
Hose Reel $7.50. 

Combination A plus the Hose Reel—Com- 
bination B. List price $9.00. 

The Gaylord products are the result of 10 


years’ manufacturing experience. We now 
offer you a perfected line of merchandise, 
packed right, and priced right and a big margin 
of profit and quick turnover. 

Write today for our illustrated price list and 
catalog describing the Gaylord line in detail. 
Tell us whether you are interested in our job- 
ber or dealer proposition. 


Sales Offices: A. K. Trout Co., Inc. 


342 Madison Avenue, New York, N. Y. 


Factory: Gaylord Manufacturing Co. 


Paterson, N. J. 











GAYLORD HOSE REEL 
Fits direct to the hydrant 
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sodes, with merely negligible excep- 
tions, has been constructed by Commis- 
sion’s counsel out of uncorroborated let- 
ters, and nowhere in the record nor in 
Commission’s counsel’s brief is there 
the slightest proof that respondent or 
any of its representatives or dealers 
ever did a single act in accordance with 
any of the proposals or suggestions 
which Commission’s counsel ascribed to 
these letters, and in the absence of all 
proof of any such acts of respondent or 
its representatives or dealers these let- 
ters proved absolutely nothing. 

“These less than 50 episodes, there- 
fore, even if susceptible of Commis- 
sion’s counsel’s interpretation ‘were 
wholly unrepresentative of respondent’s 
‘methods of competition’ and were 
clearly insufficient to establish that re- 
spondent’s ‘methods of competition’ 
were in violation of the Federal Trade 
Commission Act. 

The Oneida Community, Ltd., and the 
religious community from which the 
company took over its name, its busi- 
ness, its membership, and most of its 





present officers, is one of the historic in- 
stitutions of this country. 

“Respondent’s president, whose father 
in 1848 founded the original religious 
community at Oneida, has served his 
country with distinction both at home 
and abroad. 

“To such an institution, and to such 
men, the charge of being ‘unfair’ in 
their ‘methods of competition’ was no 
light matter. 

“If the investigation by the Commis- 
sion’s Examiners preceding this pro- 
ceeding had been directed, as it should 
have been, to respondent’s conduct since 
July 25, 1922, there would have been 
absolutely nothing on which to base 
this proceeding. 

“Indeed, when all the context and 
surrounding circumstances are brought 
into view, there would have been noth- 
ing on which to base this proceeding, 
if the investigation above mentioned 
had been directed to respondent’s con- 
duct since January, 1922, when the Su- 
preme Court rendered its decision in the 
Beech-Nut case.” 





C. W. Nichols Resigns 
from Stanley Rule & Level 


C. W. Nichols has resigned his position with The Stanley Rule 
& Level Plant of New Britain, Conn., effective Jan. 1. This step 
was necessitated because of his extended illness of last summer. 


He has been in their employ about 
26 years and came with the Stan- 


ley Rule & Level Plant, Feb. 1, 


1900. 


He was brought in by A. W. Stanley, 
with whom he had previously worked 
at the Worthington Pump Co. His first 
position was that of salesman. As the 
business grew he was taken off the road 
and was placed in charge of advertising 
and later of credit. 
closely with Mr. A. W. Stanley and R. 


N. Peck, formerly president and sales | 


manager. 

Since the purchase of the Stanley 
Rule & Level Co. by The Stanley 
Works, in 1921, he has been office and 
credit manager of the Stanley Rule & 
Level division. 

He leaves a host of friends in the 
company, as well as among the hard- 
ware trade. It is deeply regretted that 
illness necessitates his retirement. 











He worked very | 








C. W. Nichols 





P. K. Murdock Foreign Sales 
Mer., Sleeper Radio Corp. 


Philip K. Murdock, for eight years 
foreign sales manager of the Bryant 





Electric Co., has been appointed to a 
Similar post with the Sleeper Radio 
Corporation, prominent radio manufac- 
turing firm of Long Island City, N. Y. 
He has established an office in the 
Woolworth Building, New York. 
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Oscar C. Rixson Co. 
Issues New Catalog 


The Oscar C. Rixson Co., for twenty- 
five years manufacturer of builders’ 
hardware, 4450 Carroll Avenue, Chi- 
cago, has announced the publication of 
Catalog No. 2, listing its complete “Im- 
po Mechanism” line of builders’ 

ardware specialties. In the compila- 
tion of this catalog the company has 
endeavored to incorporate therein de- 
tails of interest to the hardware trade 
and architects. The company reports a 
splendid growth in business during the 
past year. 


F. A. Davison with 
Clark Hardware Co. 


Floyd A. Davison has been recently 
appointed director of display and ad- 
vertising for the Clark Hardware Co., 
= . oe Third Street, Jamestown, 





Otto Bernz Co., Inc., Now 
Shipping from Chicago Office 


For the purpose of facilitating the 
filling of orders from Central and 
Western points for its “Always Re- 
liable” line of torches and furnaces, 
the Otto Bernz Co., Inc., manufacturer 
of furnaces, torches and plumbers’ 
tools, 17-37 Ashland Street, Newark, 
N. J., has recently established a large 
stock of these articles at its Chicago 
office, from which point all shipment 
for the Central and Western States will 
be made. 

The Chicago office of the company is 
located at 174 North Market Street, 
= is in charge of Clarence E. Bul- 
ock. 





Wooster Brush Co. 
Employees Hold Party 


Over two hundred employees of the 
Wooster Brush Co., Wooster, Ohio, en- 
joyed a company party in Miller’s Hall, 
that city, recently. A program of 
varied numbers entertained the merry- 
makers during the evening. D. J. Foss, 
general manager of the company 
started off the festivities with an ad- 
dress of welcome. Musical numbers, 
ecard playing and dancing completed 
the occasion. 





Donald J. Roder Joins 
India Tire & Rubber Co. 


Donald J. Roder, formerly with the 
Michelin Tire Co., has joined the New 
York sales force of the India Tire & 
Rubber Co., covering the territory ad- 
jacent to Syracuse. 

Roder was with the Michelin Co. for 
the past 12 years and has a large fol- 
lowing in the Syracuse territory. 
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WHEELBARROWS 


HARDWARE AGE 


What Your Customer Really 
Buys Is the Work He Can Do 


with the Wheelbarrow 


Consider a wheelbarrow as a work-produc%:ion machine rather 
than merely something that rolls along when you lift and push 
it. Then you will see the wide difference between “Bull 
Frog” barrows and just wheelbarrows. 


Lift on the handles of a “sull Frog.” You sense a new nicety 
of balance. Push a “Bull Frog” loaded to capacity. You 
sense a new ease and efficiency. 


“Bull Frog” barrows are not only so sturdily built as to give 
a long, long life of service under any and all conditions of use, 
but they are scientifically engineered in the designing room, 
which means more work with less effort for the user. There 
are many other exclusive, valuable construction features such 
as the “Never Break,” easy running wheel. 


“Bull Frog” barrows are made in specialized models for gar- 
deners, florists, contractors, miners, and all mill and factory 
purposes. There is a “Bull Frog” barrow specially designed 
for every wheelbarrow job. Model 7—garden barrow—is illus- 


.trated. Write for catalog. 


The Toledo Wheelbarrow Company 
Toledo, Ohio 
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Osborn Brush Co. Buys 
Du-All Mop Company 


Under the terms of purchase whereby 
The Osborn Manufacturing Company of 
Cleveland bought outright, it is said 
for cash, The Du-All Manufacturing 
Company—the latter becomes a _ unit 
of Osborn and ceases to exist as a 
separate company. It is stated that the 
Du-All line, which consists of dry- 
treated and saturated oil mops and 
dusters and Du-All Polish, will become 
a part of the Osborn Blue Handle 
Household and Personal! Use Line. 

It is known that Du-All mops and 
dusters are manufactured on special 
machines, the character of construction 
and operation of which are held secret. 
The mops and dusters are manufac- 
tured under processes which are pat- 
ented and include distinctive patent 
features, which are now exclusively the 
property of Osborn. Du-All mops will 
hereafter be known as Osborn Du-All 
mops, and it is said they will be ex- 
tensively advertised in the foremost 
national magazines and trade publica- 
tions. 

Commenting on the purchase of the 
Du-All company, Franklin G. Smith, 
president and general manager of the 
Osborn company, said: “The Du-All line 
rounds out our line of household and 
personal use brushes. It enables us to 
offer the wholesale and retail trade a 
much more cemplete line and places 
the Osborn distributors and dealers in 
a stronger position to meet competi- 
tion. 

“It seemed quite apparent to us that 
The Osborn Manufacturing Company, 
with its nationwide sales organization, 
its established policy of selling only 
through established wholesale and re- 
tail channels and never through house- 
to-house agents, together with the fact 
that we could give the Du-All line the 
assistance which adequate national ad- 
vertising always lends, that we were in 
a position to supply those things which 
would give to Du-All products the wide 
distribution and larger sale which the 
line deserves. 

Ralph F. Henn, son of the late E. C. 
Henn of Cleveland, who at one time 
controlled the Du-All company, and 
who since his father’s death has been 
in charge of the Du-All company as 
president and general manager, will be 
associated with the Osborn Manufac- 
turing Company in the manufacturing 
division. Walter J. Munro, vice-presi- 
dent of the household brush division of 
The Osborn Manufacturing Company, 
will assume charge of the Du-All divi- 
sion, which, as mentioned, becomes a 
part of Osborn’s household brush divi- 
sion. 


ee ee 


Buys a Hardware Stock 


The Home Lumber Co., Obert, Neb., 
has purchased the stock of hardware 
and the hardware fixtures of the Peo- 
ples’ Store in that city and has moved 
the same to its local yard. 


Patent Novelty Company 
Plans Large Factory 
Addition 

Plans have been drawn for the addi- 
tion of over 25,000 square feet of space 
to the already large manufacturing 
plant of the Patent Novelty Co., manu- 
facturer of the Fulton line, Fulton, IIl. 

This addition is the result of a great 
increase in business during the past 
year. It is expected that construction 
work will begin as soon as the weather 
permits. Several new items have been 
added to the line and these will be an- 
nounced to the trade later. Judging 
from December business, Frank W. 
Dana, president of the company, pre- 
dicts a very big year in the hardware 
manufacturing field for 1926. 





Canadian Hardware Com- 
panies Merge 


The Marshall Wells Co., Winnipeg, 
and the Wood Vallance Co., Winnipeg, 
Regina and Calgary, have amalga- 
mated. Seth Marshall of Duluth, 
Minn., is president of the combined 
companies, which will manufacture 
hardware and allied products. 





Déath of J. W. Codd 


J. W. Codd, advertising manager of 
the Michigan Stove Co., 3306 Jefferson 
Avenue, E., Detroit, Mich., died sudden- 
ly at his home in that city Dec. 22. 





India Tire & Rubber Co.., 
Ships 13 Carloads West 


Thirteen carloads of tires shipped at 
one time recently to distributors of 
India tires on the Pacific Coast indi- 
cate in a small way the tremendous 
popularity of Indias in this land in 
which the bus had its first big develop- 
ment. It was on the West Coast that 
the good roads development first 
brought the bus into being for com- 
mercial transportation, and India was 
first adopted as the leading bus tire— 
a reputation which is now country- 
wide. F. L. Ryan is Pacific Coast 
manager of the India Tire & Rubber 
Co. 


Iowa Co. Dissolves 
Partnership 


The copartnership operating hard- 
ware stores at Schaller, Iowa, under 
the names of The Schaller Hardware 
Co., and Anderson & Prichard was dis- 
solved Jan. 1. 

Each member will continue to oper- 
ate a store as previously but will op- 
erate independently and under his own 
name. 
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Westinghouse Builds 


in Detroit 


The Westinghouse Electric & Mfg. 
Co. has purchased property in Detroit 
for the erection of a new building to 
house its district office, warehouses, 
and service stations. This is another 
instance of the policy of the company 
to bring these units together in each 
district. It is expected construction 
will get under way in the next few 
months, and as floor space of 100,000 
sq. ft. is necessary to take care of 
present requirements of the Detroit 
branch a building of at least that size 
will be built. Single buildings now 
house the three operating units in 
Philadelphia, Chicago, Kansas City, 
Cincinnati, Indianapolis, Huntington, 
Los Angeles, Minneapolis, Seattle and 
Atlanta. 





Westinghouse Installs 
Prime Mover Sales Dept. 


Effective Jan. 1, the prime mover 
sales activities of the Westinghouse 
Electric & Mfg. Co. will be conducted 
by a new sales organization to be lo- 
cated at the South Philadelphia Works. 
The personnel of this new department 
will include: 

Howell Van Blarcom, formerly as- 
sistant to the manager power depart- 
ment, South Philadelphia Works, man- 
ager; R. E. Carothers, formerly man- 
ager of the steam division power de- 
partment, East Pittsburgh plant, as- 
sistant manager; H. Ganshird, 
formerly of the large turbine section 
East Pittsburgh plant, to manager of 
the large turbine section; C. G. Ong, 
formerly of the central station division, 
Boston office, manager of small tur- 
bine section, and P. L. Fetzer, formerly 
of the condenser section, East Pitts- 
burgh, manager of condenser section. 





Robert Dewey Dead 


Robert Dewey, active in the mana- 
agement of the Clark Hardware Co., 
Massena, N. Y., and one of the most 
prominent business men in that city, 
was found dead in his garage Dec. 20, 
from monoxide poisoning. He had been 
associated with the Clark Hardware 
Co., as a partner for more than thirty 
years and began his hardware career 
in the firm of J. L. Hyde, Massena. 





Small Tools Catalog Issued 


Greenfield Tap & Die Corp., Green- 
field, Mass., has issued new catalog No. 
49, covering the company’s line of small 
tools. Index tabs make reference a 
simple, direct and speedy detail. The 
book is well illustrated and has com- 
plete specifications on all models 
shown. 

P. Rockett has opened a retail hard- 
ware store at 260 Aiken Street, 
Lowell, Mass. Catalogs are requested. 
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-_- \WE CANNOT LET THIS HOLIDAY TIME GO BY 


‘WITHOUT EXPRESSING TO THE JOBBERS AND 


- DEALERS OUR APPRECIATION FOR THEIR CO- 


OPERATION DURING THE YEAR JUST ENDED. 


YOUR INTEREST IN PEERLESS FANS AND 
YOUR LOYALTY TO PEERLESS FANS HAVE 
STRENGTHENED A DETERMINATION THAT OUR 
PRODUCT MUST EVER BE DESERVING OF THE 


HIGH REGARD YOU HOLD FOR IT. 


THE PEERLESS ELECTRIC COMPANY 


PHIL. F. TOMAN, GeENneRAL SALES MANAGER 
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1925 Hardware Sales 


tenetiaammemenindninns 


Year’s—Outlook for 1926 
Favorable 


year have reached very satisfying proportions, according 


HH ‘rear ave sales during the latter part of the present 


to reports from the various market centers. 


The sale of 


Christmas merchandise was generally excellent. 

The sale of staples has also been well maintained, and in 
many of the market centers a good demand for spring lines is 
apparent and it is generally felt that this will attain large pro- 
portions directly after the holidays, especially as there is no 
tendency on the part of retailers to delay buying because of any 


possibility of price declines. 


As a matter of fact, there is every 


indication that prevailing schedules, particularly those affected by 
iron and steel, will advance early in 1926. | 





Manila Rope Advances in 
Cleveland 


Cleveland jobbers have wound up a 
very satisfactory year and lock for a 
good January business as soon as sales- 
men return to their territories. Con- 
ditions point to a good volume of orders 
for both staple and spring merchan- 
dise in January. Retailers’  tocks of 
many lines that were particularly ac- 
tive during the holidays were well 
cleaned out. Price changes are not 
numerous. The most important change 
is an advance of 1 cent a pound on 
manila rope and the doubling of the 
size extras. 


Inventory Slows Up 
Pittsburgh Sales 


Pittsburgh hardware jobbers are in 
the midst of the year end inventory 
period and are not doing much business. 
Experience long since has shown the 
futility of trying to sell goods to re- 
tailers at this season, and accordingly, 
traveling salesmen have been with- 
drawn from tl.eir routes, and about the 
only business that is developing is that 
based on necessity. Pittsburgh in com- 
mon with the northern half of the 
country has had very cold weather 
lately and items that are stimulated by 
low temperatures are moving fairly 
well. The week’s important price 
changes include an advance of approxi- 
mately 10 per cent in hatchets and ham- 
mers, while along with an advance of 
about 10 per cent in rubber composition 
soles and heels comes a report that 
another advance, the fifth in the past 
year, will be made soon in automobile 





tires and tubes, which will put prices 
from 60 to 75 per cent higher than they 
were at the beginning of 1925. This 
period is never marked by good collec- 
tions, and the present is no exception to 
the rule. 





No Change of Importance in 
Boston Market 


No price changes of importance are 
reported in the Boston market. The 
jobbing trade has been too busy on 
other important items to give any at- 
tention to price changes, if there were 
any. The manufacturers, realizing 
conditions, have announced no changes 
of importance. Opinion in jobbing cir- 
cles is that remarkably few changes 
will be made during the next month or 
two, at least. 


Hammers and Hatchets 
Advance in Chicago 


Manufacturers have announced a 
very decided advance on hammers and 
hatchets—the former amounting to 
12% to 15 per cent and the latter to 11 
per cent. Jobbers’ prices will undoubt- 
edly take a corresponding advance al- 
most immediately. Manila rope prices, 
it is announced by the cordage com- 
panies, are also advanced, the new scale 
to be effective for the next 60 days. 

Current sales, especially on staple 
lines, are rather quiet, as is to be ex- 
pected until after the annual inven- 
tories are out of the way. There is a 
heavy volume of business being placed 
for spring and summer merchandise to 
be delivered later. 
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Ahead ot Last Northwest Holiday Sales 


Ahead of Last Year 


Holiday business this time ran far 
ahead of that for 1924. It is estimated 
that for Minneapolis alone, between 
two and four million dollars weekly 
was added to the ’24 record by the retail 
stores. And that is fairly indicative of 
the Northwest tributary to the Twin 
Cities. Prospects for 1926 are very 
bright, and everyone, jobbers, dealers 
and consumers, are anticipating one of 
the best years recently experienced. 





Prices Firm in New York 


The opening of 1926 finds conditions 
in the New York wholesale market en- 
tirely favorable. The sale of holiday 
merchandise has, in many cases, ex- 
ceeded expectations, while the sale of 
staples has also been well maintained. 
Prices are firm, and collections gener- 
ally good. 


Shortage of Jute Will Make 
Prices Higher for America 


In addition to paying tribute to Great 
Britain in the shape of fancy prices for 
rubber, the United States, it is said, 
will have to pay an inflated price for 
jute, which at present India alone is 
able to produce successfully. 

It is estimated that the output for 
the present season will be 8,000,000 
bales, instead of the 10,000,000 re- 
quired. Prices already have begun to 
rise, and the United States will have to 
pay a high price for the 800,000 bales 
she requires. 








Wholesale and Retail Trade 
Encouraging 


An encouraging aspect of the busi- 
ness situation this year is the f ct that 
large industrial output has been bal- 
anced by an active movement of goods 
through distributive channels. It ap- 
pears that both wholesale and retail 
trade in many lines will establish new 
high annual records. Not since the 
days of the post-war price inflation 
have sales of consumers’ goods been so 
large as this year. 

Such general business indices as 
loadings of railway freight cars and 
payments by check, a3 well as the more 
direct evidence of sales by wholesale 
and retail dealers, agree in pointing to 
a record-breaking volume of general 
trade. 

A large volume of retail trade is 
clearly indicated by sales of depart- 
ment stores and mail-order houses. 
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Packed complete with screws 
in strong box. One dozen to 
a case.—Weight 36 Ibs. per 
dozen. 





Natienal 


A Fast Selling Piece of Builders Hardware— 


The NATIONAL 
No. 27 Swinging 


Door Latch 


The trend toward better builders’ hard- 
ware is responsible for the success of 
the No. 27 Latch in all parts of the 
country. People are beginning to real- 
ize that the quality of the hardware 
used in a building is just as important 
as the quality of the foundation. 


You will profit by catering to this de- 
mand for better builders’ hardware. 
Why not start your profits now? 


NATIONAL No. 27 Door Latch is 
mechanically simple. There are no 
parts to get out of order—no worry of 
repairs. It is reversible for either 
right or left-hand doors from 1! to 
214, inches thick. 


The handles are furnished in pairs— 
one for each side of the door. Their 
long, graceful, trim lines add beauty to 
the appearance of any door. 


Finished in Japan, Dead Black 
Japan, Sherardized and Dead 
Black Japan, Sherardized and 
plated any finish. 


We Sell DIRECT to You 
This Means 
Better Shipments and Better Profits 


National Mfg. Co. 


Sterling, Illinois 


17 
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Inventory Showing Up Pittsburgh Sales— 
Look for Quiet Sales Till Middle of January 


(Pittsburgh office of HARDWARE AGE) 

HERE is no disposition among Pittsburgh hardware jobbers 

to claim that business is any better than it usually is around 
the end of one year and the beginning of another. The inven- 
tory-taking period is here and the futility of trying to interest 
retailers in purchases is found in the fact that none of the local job- 
bers has any traveling salesmen out at present. There is a good 
demand for items that are associated with extremely cold weather, 
but otherwise purchases represent actual necessities and there is no 
disposition to buy more than the demand calls for. It is generally ex- 
pected that quiet times will rule until about the middle of January, 
when inventories should be completed and retailers will be more inter- 
ested in new supplies. The idea seems to be fairly prevalent that 
material advances from present levels are not likely, but the opinion 
is equally strong that prices cannot be lower than they are now if 
there is to be a living profit in manufacture and distribution and it 
is not hard to detect that the will to get living prices is strong among 
producers, because the year just ended, despite its big production 
and distribution, was not a year of real profit. All plans for the 
new year are along the lines of making a little money and it having 
been pretty well demonstrated that fair profits are impossible under 
competition of the kind there has been in the past year, it is prob- 
able that fewer producers will attempt to operate at full capacity 
unless there is a demand of corresponding size. The ills of the past 
year are directly traceable to violation of that economic principle 





which dictates that consumption should be the guide to production. 


The steel industry in this and nearby 
districts maintains a high rate of ac- 
tivity, notwithstanding that over the 
year end, there is as usual a more or 
less general disposition on the part of 
consumers to request shipment suspen- 
sions until inventories are completed. 
The latter part of last week saw some 
interruption to mill operations, due to 
the observance of the New Year holi- 
day, but generally, manufacturers are 
starting the new year with fairly heavy 
obligations against production for the 
first quarter of the year, and it looks 
as though they would have a busy time 
for at least that period, and some fore- 
casts suggest that the period of good 
business will be of longer duration than 
last year. Certainly, if price stability 
counts on the side of good business, 
that should be the result. There is no 
disposition on the part of producers to 
crowd production, nor to apply the arti- 
ficial stimulus of pushing up ‘prices 
after first taking a big business at 
lower levels. There is full appreciation 
of the fact that the country has capac- 
ity for taking care of the full domestic 
requirements without any strain and 
that so long as the railroads continue 
to function as well as they have in re- 
cent years, the chances are slight that 
buyers will load up in the expectation 
of realizing speculative profits for their 
daring. The situation is remarkable 
for its freedom from speculative fea- 
tures and that an ingot production of 
85 per cent of capacity has _ been 








achieved purely on legitimate consump- 
tive purchases. 

The pig iron market is showing no 
life, but is firm, because like the steel 
makers, the will of pig iron producers 
is strong in the direction of getting 
prices that will yield a living profit 
and they are aided in that stand by 
the fact that they are well sold up 
against production for the’ first quar- 
ter and have an additional argument 
in favor of present prices in the fact 
that coke for the first quarter is cost- 
ing them roughly about $1 a ton more 
than in the last quarter of 1925. Spot 
supplies of furnace coke are light be- 
cause while the signs point to an early 
settlement of the anthracite strike, the 
weather is cold over most of the coun- 
try and it will be a few weeks before 
the anthracite mines can again be 
brought up to the pre-strike rate of 
production even if there is an imme- 
diate resumption. The anthracite dis- 
pute has brought business to the soft 
coal producers, but not much money, 
because the abundance of supply has 
kept prices down. Now that the hard 
coal trouble is nearing an end, it looks 
as though there might be some reces- 
sion on soft coal mine operations, and 
this will have a considerable bearing 
on the local demand for a number of 
hardware items. 

Pittsburgh mill quotations of lead- 
ing steel products follow: 

Steel bars, 2c. to 2.10c., base, per lb.; 
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tank plates, 1.90c. to 2c., base; struc- 
tural shapes, 1.90c. to 2c., base; black 
sheets, 3.35c., base; galvanized sheets, 
4.60c., base; blue annealed _ sheets, 
2.50c., base; wire nails, $2.65, base, per 
keg; plain wire, $2.50, base, per 100 lb.; 
galvanized barbed wire, $3.35, base, per 
100 lb.; standard coke tin plate, $5.50 
per base box; steel hoops and bands, 
2.50c., base, for material narrower than 
6 in.; light rails, $36 to $37 per gross 
ton. 

Valley pig iron prices, to which must 
be added $1.76 per ton, the freight 
rates to Pittsburgh are: Basic $20 per 
gross ton; No. 2 foundry, $20.50; Bes- 
semer, $21; gray forge, $20. 

Connellsville beehive oven coke prices 
for prompt shipment are $5.50 to $5.75 
per net ton at ovens for furnace grade 
and $5.50 to $6 for foundry grade. 

The week has brought few important 
price changes, but a good many price 
announcements are likely in the next 
two weeks. Leading makers of hatchets 
and hammers have come out with new 
prices showing an advance of approxi- 
mately 10 per cent. Composition rub- 
ber heels and soles have been advanced 
about 10 per cent, and there is also a 
report that soon there will be another 
advance in automobile tires and tubes. 
This is the aftermath of the steep ad- 
vance in crude rubber and which, de- 
spite a marked decline from peak levels, 
still is very high as compared with the 
prices of a year ago. The suggested 
advance in tifes, which would be the 
fifth in a year, would carry prices 60 
to 75 per cent above the levels of a year 
ago. Collections are what might be 
expected at this season. 


ALARM CLOCKS.—This line still 
goes well with local jobbers, although 
demands are not as heavy as they were 
recently. 
Jobbers quote: 
Westclox line, America, $1.05 each; 
Blackbird, $1.76; Sleepmeter, $1.40; 


Jack O’Lantern, $2.10; Big Ben, 
$2.29; Big Ben luminous, $3.16; Baby 


Ben, $2.20; Baby Ben luminous, 
pet Pocket Ben, $1.00; Glow Ben, 
$1.58. 


AXES.—There is some demand con- 
stantly for light weight axes, but the 
total turnover is not so great as to 
create comment. 


We quote from Pittsburgh jobbers’ 
stocks: First quality unhandled axes 
base group (3 to 3% Ib. or lighter) 
single bit, $14 per doz.; double bit, 
60c. per doz. advance over base, $19; 
No. 2 group (3% to 4% Ib.); No. 3 
group (4% to 4% Ib.), $1.20 over base; 
No. 4 group (4% to 5% Ib.) $1.80 over 
base; handled axes, base group, single 
bit, $18.25 per doz.; double bit, $23.25 
per doz, 


BATTERIES. — The need of replace- 
ment of radio batteries creates a con- 
stant demand and a good turnover. 
Batteries for other uses are in fairly 
steady demand. 
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PROF ITS are pyramiding fast in shops where this hand- 
some Congoleum Sales Rack is on the selling force. 
Over 5000 of them are now doing duty in all kinds of 


stores. 


They are particularly popular with the hardware dealers 
because they permit a comprehensive display of the line 
in such a small space—show |8 room-size rugs so that 
customers can get a good idea of every pattern, though 
the racks themselves are only 54 inches wide, 63 inches 
high and 15 inches deep. No more than six square feet 
of floor space required! Many dealers claim that their 
racks have nearly doubled their Congoleum Rug sales. 


This “silent salesman” is strongly made of steel, 
durably enameled in olive green, with handsome gold 
lettering and is readily movable from one part of the 
store to another. Crated, for shipping, the Congoleum 
Sales Rack has a gross weight of 150 lbs. and its cost 
is only $15.00, f.0.b. nearest warehouse. 


A Splendid Business Builder 


With the Congoleum Sales Rack to economize pre- 
cious floor space and attract attention, there's no 
reason why even the smaller hardware dealers should 
not secure a good share of the Congoleum profits 
which merchants everywhere are enjoying. For 
Congoleum Rugs are as easily sold as washing 
machines, electric irons, fireless cookers and other 
time and labor-saving devices for use in the home. 
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Several dealers, who put in a rackful of Congoleum 
Rugs as a “Special” last Spring found the demand 
so profitable that they established a full-fledged 
Congoleum Rug Department before the year was out. 
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| Write for suggestions as to how you can 
_ secure your share of this business. 


CONGOLEUM-NAIRN INC. 


j Hardware Division Headquarters 


~) 1421 Chestnut Street Philadelphia, Penna. 
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Jobbers’ uotations to retailers, 
f.o.b. Pittsburgh: 
Broken Unit 
Packages Packages 
Eac ach 
a ie stecassscuee $1.05 $0.97 
Fk a eo 1.22 1.14 
Een 1.32 1.22 
FS 1.40 1.30 
TM 6nd nad een alive 2.62 2.44 
a i wccsseteceus 2.62 2.44 
[tT neseceauawe 3.33 = 
et ee 


42 
No. 6 dry cells, ignition type, 0%0, 
ea 


Fliashlight.—No. 935, 9%c. each; 
No. 950, 10%c.; No. "790, 22c. ; No. 
ees, 21%c.; o. 750, 18c.; No. 751, 

Hot Shot.— No. 1461, $1.70; No. 
1662, $2.35. 


GAME TRAPS.—This line still is mov- 


ing well with local jobbers. They 
quote: 
Coil spring, No. 1, $1.28 per doz.;: 


Victor, No. 1, $1.38; 
$1.38; jump, No. 1, 


HATCHETS AND HAMMERS.—New 
prices dated Jan. 1, 1926, show ad- 
vances of approximately 10 per cent 
over former quotations. 


‘Triumph, No. 1 
1.83. 


HORSESHOE CALKS.— Demand is | 


strong in these parts on account of 
slippery streets, but we note no diffi- 
culty among distributers in meeting it. 
Jobbers quote: 


Neverslip and Giant drive calks at 
20 per cent off list and screw calks 
at 15 per cent off list. 


BOLTS, NUTS AND RIVETS. — The | 
SKATES.—Cold 


situation does not change much in these 
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not especially large, and the fact that 
prices have not changed for a year 
and give no signs of changing right 
away, makes for frequent demands 
upon the makers rather than long time 
contracts. 


We quote out of jobbers’ stocks as 
follows: 

Machine bolts, small rolled threads, 
50 and 10 per cent off list; all sizes 
cut threads, 50 per cent off list; car- 
riage bolts, small rolled threads, 50 
per cent off list; all sizes cut threads, 
45 per cent off list; stove bolts, 75 
per cent off list; tire bolts, 40 and 
10 per cent off list; nuts, hot pressed 
blank or tapped, 3.25c. off list; c.p.c. 
and t. blank or tapped, 3.35c. off list: 
rivets, small wagon and tinner’s, 60 
per cent off list. 


HEELS AND SOLES. — Composition 
rubber heels and soles are advanced 
about 10 per cent in new price lists 
recently issued. 
ICE CREEPERS. — Slippery _ streets 
make this article very useful at present 
and there is a constant though easily 
satisfied demand. 

Jobbers quote: 


Security, Le per doz.; Instep, $3.25; 
Newark, $3.60; Blue Ribbon, $3.75; 
Fit all, $4.50. 

PAINTING MATERIALS. — Oil and 


turpentine are lower, with oil now 
quoted at 13.7c. per lb. in barrel lots 
and turpentine at $1.12 per gal., in bar- 
rel lots. 


weather has created 
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of good proportions for ice skates. 
Roller skates are out of season and 
have done little since the end of holi- 
day buying. 


Jobbers quote: 
Roller Skates.— Union Hardware 
65c. per pair; No. 3, 
No. 10, $1.05; No. 6, $1.50; 
Winslow line, No. 38%, $1.50; No. 38, 


60. 

ice Skates.— Winslow line, No. 
2110, 82c.; No. 2110 L. S., $1.15; No. 
2120, $1.20; No. 2120 L. S., $1.40. 


SIDEWALK CLEANERS AND SHOV- 
ELS.—Good demand is reported for 
cleaners, but the problem of Pitts- 
burghers being ice rather than snow, 
shovels have not done so well. 


Jobbers a 
Cleaners, No, 4 20 per doz.; No. 
$5; No. 7, $7.2 No. 8 $8.40; 
shovels, wood, D- aos $6 per doz.; 
long handle, $5.50; galvanized steel, 
$11; black spring steel, $10. 
SLEDS.—tThere seems to be no letup in 
the demand for sleds and jobbers are 
having the best turnover in years. 


List prices subject to customary 
discount of per cent. Flexible 
Flyer, steering sleds, 38-in., $3.75 
each; 42-in., $4.75; 47-in., $6, and 52- 
in., $6.50. 

TIRES AND TUBES. —A report has 
been current here lately to the effect 
that another advance in automobile 
tires and tubes was imminent. The re- 
port has it that the new prices will 
bring the advance of the past year to 
from 60 to 75 per cent over those rul- 


ing at the beginning of 1925. 








products. Demands upon jobbers are | good skating areas and also a demand 
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CONVENTION AND HXHIBITION, Raleigh, N.C.. | Jan, 19-20-21, 1926, W. W, Mcallister, | May tg TRF, ian, eo: 
A. R. Craig, secretary-treasurer, P. O. Box 513, Boulder, —,° ran eater ding, 


June 8-9-10, 1926. 
717 Commercial Bank Building, Charlotte, 


ILLINOIS Rerar. HargpwarRs ASSOCIATION 


CONVENTION AND EixuHrsrrion, Hotel Sher- 
man, Chicago, Feb. 16-17- 18. 1926. Leon 
D. Nish, secretary, Bigin. 
INDIANA RgTaIL ae Cae 
ON AND EXH indianapolis 
Ind. Jan. “36. 26- 27.282 29. "19962 is 


quarters, Claypool Hotel : . tion at 
Madle Tabernacle. G. F F. Sheely, eae. 
911 Meyer-Kiser Building, Indianapolis. 
Iowa RETAIL HARDWARE ASSOCIATION 


CONVENTION; Des Moines; Feb. 9- 10-1 11- 
18, 1926; A. R. Sale, pecretary, Mason City. 


Pe, oe tee 





ON, 
Jefferson County Armory, Louisville, Jan. 
12-18-14-15, 1926; J. M. Stone, secretary, 
200 Republic Building, Louisville. 


MICHIGAN yr HARDWARE ASSOCIA- 
TION CONVENTIO Grand Rapids, 
Feb. 9-10-11-12, 1926 - Kari 8. 
Morris Avenue, Grand Ra 

of exhibits; A. J. Scott, secretary, 
ne City. 

me ReETaIL. HARDWARE ASSOCIA- 

N CONVENTION, 8t. ha Feb. 16-17-18- 
id, “1926: C. H. Case y, secretary, Nicollet 
Avenue and Twenty-fourth Street, Minne- 
apolis 





Colo. 


NEBRAS 
TION CONVENTION HIBITION —- 
Neb., Feb. 2-3- 4-5. A926: convention head- 
uarters, Rome Hotel ; exhibition City 
uditorium: George Dietz, secretary, 
414 Little Building, Lincoln. 
ae ENGLAND HARDWARE DEALERS’ ASSO- 
N CONVENTION AND EXHIBITION, Me- 
pe med Building, eaten Mass., Feb. 22- 
23-24, 1926: George A. Biel, secretary, 10 
High ‘Street, on, a. 


New YorK States Rerar. HARDWARE A8B- 
SOCIATION CONVENTION AND EXPOSITION, 
Rochester, Feb. 9-10-11-12, 1926. Head- 

uarters and session will ‘be held at the 

otel Seneca; exposition will be conducted 
at —_* State ‘Armory on Main Street Hast. 
John B. Foley, secretary, City Bank Build- 
ing, Syracuse 

NORTH DAKOTA ra ——_— , a 
CIATION CONVENTIO ITION, 
Fargo, Feb. 10-11- 2. 1926: Cc. nN “armen. 
secretary, eniioan For 

OnIO HaRDWw AssociaT! CONVEN- 
. Cleveland. Feb. 16-17- 18-19, 1926 ; 

1 Schwind 


‘ mn, secretary, 100 
Building, Dayton. 


OKLAHOMA HARDWARE a. ag eae 
TION AND EXH Masonic 
Temple, Oklahoma City, ti oy 26-27-28, 


1926; Chas. 4 Unger, secretary-treasurer, 
Oklahoma City 





SOUTHERN 
ASSOCIATION CO 
March 10-11-12, io 
bassador Hotel, 


secretary-treastirer, 
Building, Los Angeles, 
TEXAS 


AND 
— hn a ye Am- 
Angeles H. L. Boyd, 
61 8 | Hellman Bank 


HARDWARE AND IMPLEMENT ASSO- 

CIATION CONVENTION, Dallas, Jan. 19-20- 

TR Dan Scoates, secretary, College 
n. 


ARE 
Cc EXHIBITION, Jefferson 
Hotel, Richmond. 3 Feb. 23- 24-26, "1926 ; Thos. 
B. Howell, secretary, 301 BH. Grace,’ Room 
906, Richmond. 

West VIRGINIA HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Kanawha 
Hotel, Charleston, Jan. 19-20-21-232, 1926. 


jit at New Armo uilding. * James 
B. rson, secretary, 1 or Schwind Build- 
Worm Fa lee 
RETAIL Rey AND _——- 
City, Mo. Jan 12-18-14, t, 1986 3 hh 
y,- an 
ters, tes House; convention ro 
Missouri Theater ; H. J. Hodge, secretary 
Abilene, - 
WISCONSIN RETAIL HARDWARE 
TION CONVENTION AND EXHIBITION, Audi- 
torium, Milwaukee, Wis., Feb. "2-3-4-5, 
1926; G. W. Kornely, 1476 ‘Green Bay Ave- 
nue, Milwaukee, Wis., manager of exhibite ; 
P. J. Jacobs, secretary, 4 Wis. 
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82 HARDWARE AGE 


1926 Outlook Favorable in 
New York Market 


ALES for 1925 are approximately from 5 to 10 per cent ahead 
of last year’s, according to statements by wholesalers in the 
New York market. The movement of Holiday merchandise 
was entirely up to expectations, without, however, the usual slow- 
ing up in the demand for staple lines. Retailers in the metropolitan 
area report one of the most active Holiday seasons in years, and 
the opening of 1926 and inventory time finds them with stocks 
well depleted. 
The sale of spring lines is expected to take a spurt directly 
after the New Year, particularly as no price declines are looked for. 
Collections are good and indicative of generally healthy busi- 
ness conditions. 
Metallic weatherstrip, in 100-ft. 


rolls; No. 38, $2.15 per roll; No. 39, 


Axes and Buck Saws in 
$2.55 per roll, and No. 40, $2.90 per 


Demand roll. 
; | Felt weatherstrip, in 100-ft. rolls; 
Although temporarily curtailed by | sada “" = per anes -. 19, ~~ 
. + | per roll, a o. 20, $3.75 per roll. 
the holidays, axes, buck saws and Flexible weatherstrip, in 100-ft. 
hatchets are still among the most ac- rolls: No. a $1.90 per roll; No. 9, 
tive items in the New York wholesale a a a a oe $3.05 per 


market. The sale of these items is 
being stimulated by the possibility that 
the coal supply may be curtailed this Active Demand for Furnace 




















winter. Prices are generally firm and 
because of the strong demand, some Scoops 
oe on mo Ne difficulty in| Furnace scoops have been particu- 
aS ee Conve larly active of late, and there are no 
JOBBERS’ QUOTATIONS TO RE.- indications of a lessening demand. 
TAILERS, F.0.B. NEW YOR Prices are firm, and stocks sufficient. 
Axes JOBBERS’ QUOTATIONS TO RE- 
Axes, Long Island pattern, 2% to TAILERS, F.O.B. NEW YORK: 
3 ib., $1.69 each; Connecticut pattern, Furnace scoops, No. 2, hollow back, 
23 to 3% Ib., $1.70 each; 3 to 4 Ib., black steel blade, malleable ‘‘D’”’ han- 
$1.75 each, and 4 to 5 Ib., $1.81 each. dle, $5.04 per doz.; long handles, $4.80 
Columbia pattern, 3% to 4% Ib., $1.80 per doz.; furnace scoops, No. 2, riv- 
each; 4 to 5 Ib., $1. 55 each, and dle eted back, heavy black steel blade 
Ib., $1. 95 each. Kentucky pattern, 3 and wood, “‘D’” handle, 84c. each; 
to 4 lb., $1.45 each; 4 to 5 Ilb., $1.58 long handle, 84c. each. 
each. 
Buck Saws 
Double braced, polished blades, Game Traps in Demand 


length 30 in., with regular tooth blade 
and red frame, 8&8 cents each; with 


Champion tooth blade, red frame, 95 The sale of game traps is fairly 





cents; gages a. with —— active at the present time,,and whole- 
tooth thin blade 1 each; an . ° . 
Disston Perfection, regular ' tooth salers are looking for a considerable 
clock spring, blue blade, extra thin revival in interest when the holidays 
a a are over. Stocks are adequate, and 
One-Man Saw prices firm. 

Cross cut type, crucible steel, pol- JOBBERS’ QUOTATIONS TO RE- 
ished, taper ground, with supplement- TAILERS. F.0.B. NEW YORK: 
ary handle, 3 ft. long, $2.40 each; | : Agger =e p ’ 
same 4 ft. long, $3.20; same 3% ft. | _Game traps, Victor, with chain, 
long, $2.80 No. 0, $1.10 per doz.; No. 1, $1.38 per 

, doz.; and No, 2, $3.36 per doz. 


Two-Man Saw Same, at a oe a .* 85c. 
, s.; No. i, : or doz.; No. 2, 
Cross cut ore 4 ft. long, _— | ia ace oad pe 
acn; ly, ° : ACH, «¢ 5 > neg, | = ; . 
op yp hy oe on See oe oe Jump traps, with chain, No. 0, 
, , , $1.59 per doz.; No. 1, $1.83 per doz.; 
a and No. 2, $4.39 per doz. 
Same, without chain, No. 0, $1.22 


Weatherstrip Prices Firm per doz. ; No. 1, $1.40 per doz., and 
| No. 2, $3.72 per doz. 
et srstrip is still actively in de- | Triumph traps, No. 10, 12c. each; 
we anaeatenp tn act . y Bias aon | No. 11. 14c. each: No. 1114, 21c. each; 
mand in consequence of which prices | No. 12. 33c. each: No. 13, 46c. each; 
¢ 1 d stocks fairly sufficient to | No. 14, 55c. each. , 
vay: en Ge: See a | Blake & Lamb game traps, No. 9, 
meet present requirements. 14%c. each; No. 1, 16%c. each; No. 
25c. each; No. 2, 39c. each; No. 


JOBBERS’ QUOTATIONS TO RE- 1%, 
TAILERS, F.O.B. NEW YORK: 3, 54c. each; No. 4, 65c. each. 


Wirf’s weatherstrip, packed 500 ft. 
to the reel, maroon, $27.50 per reel; 
white, $35 per reel. 

Nero weatherstrip, in 500-ft. reels; 
maroon, $21 per reel or $4.20 per 
100 ft. 


Levels Active 


As announced last week, levels are 


Metropolitan weatherstrip, in 100- : 2 
ft. rolls: No. 0 and No. 1, $1.80 _ among the active itens at the present 
roll: No. 1%, $2.55 per roll, and No | os ‘ ; y be ad- 
2, $2.90 per roll; No. 4, $3.60 per roll | time. Sands levels have a 
and No. 7, $4.35 per roll. | vanced 25 per cent, as have also Em- 
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pire, Disston and Stanley levels. 


Prices are firm, and stocks generally 


| 
| 








| sufficient. 


Heaters Moving Well 


The demand for heaters continues 
strong, although the approach of the 
holiday season has slightly curtailed 
current interests. The threatened coal 
shortage is serving to stimulate the 
sale of this line, and wholesalers are 
generally expecting continuec activity. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS F.O.B. NEW YORK: 


Oil Heaters 


PERFECTION— 
Mie, FTE BS DPM coc ccccoseses $17.50 
a Se ee In ko ee cscocenes 22.50 
Dee, Fe & PRMGRs ccccccccscves 28.50 
ee, Te © BGR. oc ccvesceseces 39.50 


Perfection dealers’ discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 


PURITAN (Improved Model)— 


Me, 4B BS DUPMORB. xc ccccescocss $17.50 
PO, GB 8 PRP MOTBs cccccccccsess 22.50 
BO. G6 4 DUPRORMe cc ccccccssves 28.50 
Puritan discounts same as Perfec- 
tion. 
NESCO— 
ae ee Aare $ 9.50 
Se ee 17.35 
PEO, Bee S&S WERPMOTR. cscs sv ccccses 22.50 
eh Se oe Pi cc ceces seve ee 28.00 
De, ee Ickes cscccceses 39.50 
No. 1102 high shelf only......... 5.25 
No. 1103 high shelf only......... 6.50 
No. 1104 high shelf only......... 8.00 
No. 1105 high shelf only......... 9.75 


Nesco dealers’ discount, 30 and 5 
per cent; in lots of 10 or more, 30 
and 5. 

Ovens 


PERFECTION— 
No. 211 1 burner plain door.  -9o 
No. 211G 1 burner glass door.... 2.70 
No. 121G 1 burner glass door.... 4.90 
No. 122G 2 burners glass door. 6.00 
_ ae rrrr 6.15 
Dealers’ discount, on 10 or more, 
30 and 5 per cent; less than 10, 30 
per cent. 


PURITAN— 
No. 42G 2 burners glass door...$5.50 
Dealers’ discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 


NESCO— 

No. 05 1 burner solid door..... ee 10 
No 5 1 burner glass door..... 2.25 
No. 010 1 burner solid door..... 4.15 
No. 101 burner glass door..... 4.40 
No. 020 2 burners solid door.... 5.15 
No. 20 2 burners glass door.... 5.40 
No. 030 2 burners solid door.... 5.40 
No. 30 2 burners glass door.... 5.70 

Dealers’ discount, 30 and 5 per 
cent. 

Water Heaters 

DEE dts ceived ade eaneheueewd $45.00 
Perfection No. 418... .cccccoces 40.00 
Perfection No. Pee 80.00 


Nesco discount, 30 and 5 per cent; 
Perfection discount, 30 and 5 per 
cent in lots of 10 or more; less than 
10, 30 per cent. 


Wicks, Etc. 


Perfection and Puritan, $4 per doz. 
and $48 per gross. 

Discounts same as on oil cook 
stoves, ovens and heaters. 


Plumb Prices Revised 
Upward 


Fayette R. Plumb, Inc., manufacturer 
of hammers, sledges, files and hatchets, 
Philadelphia, has issued a new price 
list showing an upward revision on 
some of the leading items of the Plumb 
line. 
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SARGENT HARDWARE 
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Aocks & Jlardware 





“That time-resisting brass and 


bronze is great stuff 


199 
* 


A carpenter writes about Sargent Hardware 


“IT BEGAN working at the carpen- 
ter trade in 1875 and from that 
time until now have used much 
hardware. I like Sargent Hard- 
ware. First, because of its sim- 
plicity in construction. It is a 
boon to the young mechanic. He 
doesn’t have to be a philosopher 
to install it. Next, it is the pride 
of the old critical mechanic, be- 
cause he wants his work to stay 
indefinitely as he leaves it. 


“I recently salvaged the wreck 
of a building which had been used 
as saloon and hotel for many years. 
Among the stuff which I got 
were several Sargent locks. The 
Ohio river had been up over them 
several times. They were well 
filled with dirt and had received 
as hard usage for over 20 years 
as any lock ever received, I reckon. 
I cleaned and oiled them and to 


all appearances they are as good 
as ever. That time-resisting brass 
and bronze is ‘great stuff.’ ” 


(Signed) C. A. Shackelford, 
Alliance, Ohio. 


Every carpenter and building con- 
tractor who has ever used Sargent 
Locks and Hardware is enthu- 
siastic about them. Knows that 
he can depend on them—that he. 
won’t have to go back to a job 
to do a lot of fussing and fixing. 
Home owners and home planners 
like them, too, for the service, 
beauty and security they give. 
You will like these nationally ad- 
vertised locks and hardware for 
the way they sell and the satisfac- 
tion and profits that result. Write 
for particulars. Ask also for our 
Co-operative Advertising Service 
Booklet. It’s free. 


SARGENT & COMPANY, Aardware Manufacturers 
NEW HAVEN, CONN. 


New York: 92-98 Centre Street 


Chicago: 221-223 W. Randolph Street 


IS PRICED AND PACKED BY THE DECIMAL SYSTEM 
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(ood January Business Expected in Cleveland, 
—Prices Firm and ‘Tending Upward 


C 


in from other sections. 


good volume of January business 


get back on the road. Orders for staple goods slowed down in De- 
cember because of the approaching inventory time, and with their 
inventories over, retailers are expected to buy liberally to replenish 


their stocks. 


Few price changes are reported, the most important being an ad- 
vance of 1 cent a pound on rope and the doubling of the size extras. 


Eaves trough and conductor pipe 


tions on brass valves and iron body valves and cast iron pipe fit- 
tings are promised, although official announcements have not yet 
Collections are good. 


been made. 


AUTOMOBILE TIRES AND ACCES- 
SORIES.—tTires continue to move 
slowly. Retailers are keeping their 
stocks low and buying only as stock is 
needed. Present road conditions are 
expected to stimulate the demand for 
tire chains, which has not been very 
lively. 

We quote from jobbers’ stocks, 

f.o.b. Cleveland: Millers Falls, No. 
145 jacks, $4.75; Reliable jacks, No. 
1, $2.33; No. 2, $3.33 in lots of 12; 
Derf spark plugs, 96c. each for all 
sizes in lots of less than 50; Cham- 
pion X spark plugs, 45c. each for 
less than 100 and 4lic. each for over 
100; Champion regular, 53c. each for 
less than 100, all sizes; 50c. each for 
over 100; Reliable jacks, No. “7 $1; 
No. 1, $1. 25; Nos. 2 and 3, $1.75 


ALCOHOL.—tThis is in fair demand 
and prices are unchanged. 


Cleveland jobbers quote denatured 
alcohol at 58c. per gal. in 5-gal. drum 
lots, and 60c. per gal. for single 
drums. 


AXES.—The demand for axes is rather 
slow at present. 


Jobbers quote f.o.b. Cleveland: 

First grade, single bitted rustless 
black finished, handled axes, $19.50 
base per doz.; unhandled, $15. 50 per 
doz.; double bitted, handled, $24.50 
per "doz. : ; double bitted, unhandled, 
$20 per doz.; 60c. increase for dozen 
lots weighing 42 to 48 Ib. and similar 
advance for each 6 Ib. additional 
weight increase. 

BATTERIES.—Sales continued  un- 
usually heavy up to Christmas time 
and since then there has been a fair 
demand. 

Jobbers quote f.o.b. Cleveland: 

No. 766 B batteries, $1.30 each for 
unit packages and $1.40 for small 
lots. 

Eveready B batteries, No. 486, $3.58 
each for unit packages ‘and $3.85 each 
for smaller lots. 

No. 6 Ignition type dry cell bat- 
teries, 29c. each. 


BINDER TWINE.—Orders have con- 
tinued to come in in fair volume for 


LEVELAND hardware jobbers are in the midst of inventories 
and their salesmen are off the road and will not return to their 
territories until after New Year’s. 

business that is coming in is in mail orders. 

enjoyed a very good holiday trade, and similar reports have come 

Stocks in many lines that are stimulated by 

the holiday demand were badly depleted, and many rush orders were 

received by mail during the last few days before Christmas. 


(Cleveland office of HARDWARE AGE) 


Consequently, the only 
Retailers in Cleveland 


A 
is looked for as soon as salesmen 


have also advanced. Price reduc- 





spring Prices 


changed. 

Cleveland jobbers quote first grade 
binder twine at $6.98% per bale, 50-Ib. 
gross f.o.b. Cleveland and ‘$6. 87% 
f.o.b. Chicago or Auburn, N. Y. 


BOLTS AND NUTS.—These continue 
to move very well. Regular discounts 
are firmly maintained. 


Jobbers quote f.o.b. Cleveland: 

Large machine bolts, cut threads, 
50 and 10 per cent off list; small 
rolled threads, 60 and 5 per cent off 
list; carriage bolts, large and small 
cut threads, 45 and 5 per cent off 
list; stove bolts, 75 and 10 per cent 
off list; hot pressed nuts, $3.90 off 
list; small rivets, 65 and 5 per cent 
off lisi. 


CORRUGATED ROOFING. — Jobbers 
have advanced prices following the 
recent advance by manufacturers. 


Cleveland jobbers quote for the 
first quarter delivery 
corrugated roofing at 
square, f.o.b. Pittsburgh. 

Cleveland jobbers quote 28-gage 
corrugated roofing at $4 per square 
for early shipment and $4 to $4.30 for 
the first quarter. 


COPPER AND BRASS.—A reduction 
of % cent per lb. has been made on 
copper and brass sheets, tubing and 
rods. 

DUTCH OVENS.—Sales have been 
very heavy for the past few weeks, but 
a falling off in orders is now looked for. 


shipment. are un- 





Cleveland jobbers quote Tite- “¢ 
ovens; 10% in., $2.15; 11% in., $2.5 
$3.45; 144 in. 


12% in., $2.88; 13% in., 
$4.15. 


EAVES TROUGH AND CONDUCTOR 
PIPE.—A price advance of 5 per cent 
has been made on eaves trough and 
conductor pipe. 


Cleveland jobbers quote eaves 
trough and conductor pipe at 77 
per cent off list in crate lots de- 
livered. 


GARDEN HOSE.—Jobbers do not ex- 








pect to advance prices in the near 
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future, although manufacturers recent- 
ly made an advance of % cent a ft. 
effective Jan. 1. 


Cleveland jobbers quote %®% in. 
double braided garden hose, 10c. per 
ft.; for bale lots, % in., 9%c. per ft., 
and % in., llc. per ft. 


GAME TRAPS.—Sales by Cleveland 
jobbers have been the heaviest for many 
years. The demand continued active up 
to the holidays, but a slowing down is 
now expected. 

Jobbers quote f.o.b. Clever’ 


Victor game traps, No. 1.10 per 
doz.; No. 1, $1. 38 a dor oO. 1%, 
$2.44 per doz.; ; No. 3.36. OT doz. ; 
Oneida jump traps, Net 0, 59 per 


doz.; No. 1, per doz.; No 1%, 
$2.83 per doz.; No. 2, $4.38 per doz. 


GLASS BAKING WARE.—tThis was a 
very popular item for the holiday trade, 
and sales were heavy. Retailers’ stocks 
generally were badly depleted. 
Jobbers quote f.o.b. Cleveland: 
Casseroles, round or oval, 1i1-qt., 
$1.17; 2-qt., $1.33; 2%-qt., $1.66; 
square, $1.50; casserole with fancy 
covers, 35c. higher. 
50c.; 9-in., 60c.; 


Ay nd Plates, 8-in., 
n 
91 bread Pane. No. 212, 60c.; No. 214, 
Utility Dishes, No. 231, 67c.; No. 
232, $1.17. 
Tea Pots, 2 cups, $1.67; 4 cups, $2; 
6 cups, $2.33. 
HANDLES.—Hatchet and hammer 
handles are in fair demand, but agri- 
cultural tool handles are moving 
slowly. 


Jobbers quote f.o.b. Cleveland: 

Axe tee mg —No. 1 hickory, $4.25 
per doz.; No. $2.90 per doz.; finest 
selected aaite ‘hickory, $6 per doz.; 
special white second growth hickory, 
$5 per doz. 

Hatchet and Hammer Handles.— 


No. 7, 90c. per doz.; finest growth 
hickory, $1.50. 

Hay Fork WHandles. — ag ght 
chucked and bored, XX, 4% 

per doz.; 5 ft., $4.50 per Ne : * Sone t, 
$4 ft., $4.15 per doz.; 5 ft., 


$5. per 
OZ. ; 4 a 4% ft., $2. 90 per doz.; 
§ ft., $3.20 per doz. 
Manure ork Handles.—Bent 
4 it. $3. 90 per doz.; 4% ft., $4. hs eat per 
bent, ft., $2. 80° per doz.; 
aig te $2.90 per doz. 
arden Hoe Handles. —XX, 4% ft., 
$3. agit per doz.; No. 1, 4% ft., $1.50 
per 
Garden Rake Handles.—XX, 6 ft., 
$6.25 doz.; No. 1, $2.65 per doz. 
“saree |Handles.—Regular pattern 
$5.90 per doz.; X, 4% ft., 
_ 15 By y Be D handle, $5.6 per 


P Spade Handles.—X grade, $5.40 per 
Oz. 


ICE SKATES.—This has been an un- 
usually good season for skates, par- 
ticularly for the shoe type. Some of 
the jobbers’ stocks were well cleaned 
out. 
Jobbers quote f.o.b. Cleveland: 
Polished screw clamp skate, 84c.; 
same, nickel plate, $1.19; high car- 
bon runners, $1.62; same, highly fin- 
ished, $3.24; ladies’ skates, polished, 
$1.12: Alumo shoe skates, nickel sil- 
ver finish, $7.25; satin finish, $5.50. 


MACHINE SCREWS.—tThese are 
firmer than they have been, and the 
demand is good. 


Cleveland jobbers quote machine 
screws at 80 per cent off list for iron 


. 
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and 75 per cent off list for brass 
screws. 


NAILS AND WIRE.—The demand re- 
cently has been better than during the 
fall. Prices are firm. 

Jobbers quote nails at $2.75 per 
keg for car lots and mill shipment 
and $2.90 per keg for less than car 
lots. 


Jobbers 
stocks: 


Nails.—Less than car lots, $3 per 
keg; No. 9 galvanized wire, $3.45 per 


quote as follows’ from 


100 lb.; No. 9 annealed wire, $3 per 
100 lb.; cement coated nails, $2.40 per 
100 lb.; polished fence staples, $3.70 


per 100 lb.; galvanized fence staples, 
$3.95 per 100 lb.; miscellaneous nails 
and wire brads, 70 and 10 per cent off 
list. 


PAINTS AND OILS.—The trade looks 
for a very good volume of early spring 
business. Contractors report that they 
have taken contracts for a _ good 
amount of work to start as soon as the 
weather conditions permit. Turpen- 
tine again declined and linseed oil has 
advanced. 


Jobbers quote f.o.b. Cleveland: 
Mixed paints, regular shades, best 


grade, $3.10 per gal. for 1 gal. cans. 
Outside white, $3.30 per gal., in 1 
gal. cans. 


Turpentine in bbls., $1.10, less than 
bbl., $1.25 per gal. 

Linseed oil in bbls., $1.17; less than 
bbl., $1.32. Boiled, 3c. extra per gal. 
White lead, in 100-lb. kegs, 15%%c. 
per Ib.; in 50 and 25-lb. kegs, 15'%c. 
per lb.; in 12%-lb. kegs, 15%c. per 
lb.; in 500-lb. lots, 10 per cent dis- 
count; other prices are net. 


POULTRY NETTING AND WIRE 
CLOTH.—With the early rush of buy- 


ing over, orders recently have been 


rather light. 


Cleveland jobbers quote poultry 
netting at 50 and 7% per cent off list: 
galvanized before weaving, 50 and 10 
and 7% per cent off list; wire cloth, 
black, $1.85 per 100 sq. ft.; galva- 
nized, $2.05 to $2.10 per 100 sq. ft. 


POULTRY SUPPLIES.—These are 
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slow at present, but considerable early 
spring buying is expected shortly. 
Cleveland jobbers quote celluloid 


leg bands, American size, $3.10 per 
thousand; Mediterranean, $2.85 per 
thousand; aluminum leg bands, $3 


per thousand. 


RADIO EQUIPMENT.—tThe supply of 
some makes of receiving sets was well 
exhausted during the holiday rush. 
There has been a large increase in the 
number of homes owning radio sets 
and this is expected to stimulate the 
demand for various accessories. 


ROLLER SKATES.—Jobbers did a 
good business in roller skates for the 
holiday trade, but sales for spring have 
so far been rather light. 


We quote from jobbers’ 
f.o.b. Cleveland: 

Union skates, Nos. 4 and 5, $1.42 
per pair; No. 6, $1.55 per pair; No. 3, 
ball bearing, 85c. per pair. 


ROPE.—Manufacturers have advanced 
manila rope one cent a lb. Dec. 28, and 
doubled the size differentials. Jobbers 
have put the advances in effect. The 
new differentials are as follows: % in., 
1 cent extra; % in., 2 cents extra; % 
and 7/16 in., 3 cents extra; % and 
5/16 in., 4 cents extra. 


Cleveland jobbers quote first grade 
Manila rope, 26%c. per lb. at mill and 
27c. per lb. out of stock; second 
grade, 2c. less; Sisal rope, 18c. from 
mill and 18c. from _ stock; second 
grade, 2c. less. 


SAP SPOUTS AND SYRUP CANS.— 
These are still moving in good volume 
for spring shipment. 


Cleveland jobbers quote as follows: 
Grimm sap spouts, No. 4, $2. 20) per 
100; No. 4H, $2.40 per 100; No. 5, $2 
per 100; No. 5H, $2.20 per 100. 
Syrup cans, first quality, square, 
18ce. each; oblong, 13%c. each. 


SLEDS.—Sales for the holiday trade 
were very good. Jobbers' bought 
heavily and still have good stocks. 


Cleveland jobbers quote 
follows: 

Flexible Flyers, 22% per cent off 
list. Lightning Guider, 32-in., $12.50 
per doz.: 34-in., $14.25 per doz.: 36- 
in., $16.35 per doz.; 40-in., $18.40 per 


stocks, 


sleds as 
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doz.: 45-in., $22.2: per doz.; 58-in., 


$26.15 per doz. 


STEP LADDERS.—These are moving 


fairly well for spring delivery. 
Cleveland jobbers quote best grade 


clear spruce ladders at 56'%c. per ft., 
lighter grade, 48c. per ft.; competi- 
tion grade, 27c. per ft.; extension 
ladders, 30-ft., $9 each; 32-ft., $10.60 
each; 36-ft., $21.85 each; 40-ft., $14.30 
each; straight ladders, 10-ft., $2.05 
each; 12-ft., $2.40 each; 14-ft., $2.70 
each; 16-ft., $3.20 each; 18-ft., $4 
each. 
STEEL SHEETS.—Sheets are rather 
quiet at present. Prices are unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Clevelan 
Galvanized sheets, 28 gage, $5.10 
per 100 lb. 


STOVE PIPE AND ELBOWS.— 
Manufacturers have announced that 
new prices that usually come out Jan. 
1, will be announced early in the 
month. 


Jobbers quote f.o.b. factory: 
Stove pipe in crates of 25 lengths. 
Security - 2" 28 gage, +d in 


in., rey 5 in., $3.37; , $3.60: 7 
in., $4. 

jukous, Security blued, eee 
28 gage, "s — $1.02; 4 1.14 
in., $1.26; 6 mi 38; 7 Pay ef 88; ‘all 


per dozen. 

Coal ‘hods, galvanized, 17 in., $5.25 
per doz. for open models. Same size 
close with funnel, $6.50 per doz. 

Stove boards in full box lots, paper 
lined, square, 26 in., $7.35 per doz.; 


28 in., $8.30; 30 in., $9.70; 32 in., 
$11.45; same, wood lined, 24 in., 
$11.20 per doz.; 26 in., $13.25; 28 in., 
$15.50; 30 in., $18, and 33 in., $21.30; 


oblong, wood lined, 18 x 24 in., $9.95 
=a doz.; 18 x 30 in., $12.50; 20 x 30 
$15. 10; 24 x 26 in., $16.65; oblong 
one lined, 18 x 24 in., 6.45; 18 x 30 
$10.10 ; x 30 in., $9. 45; 24 x 36 '.. 


VALVES AND FITTINGS.—The tende 
is advised that brass and iron body 
valves will be reduced about 2% per 
cent, and cast iron pipe fittings about 
5 per cent shortly. Official announce- 
ment of the reductions is expected in a 
few days. For some time, prices on 
both valves and fittings have been 
rather irregular, and it is reported that 
some of the manufacturers will estab- 
lish as regular prices the lower prices 
that they have been naming recently. 








Keeping Promises 


HE merchants of this little, old world of ours have seen the pendulum swing from one extreme to 


the other. 


the pendulum has swung the other way, past the point marked “One-Price System 


Once the motto of the business world was “Let the Buyer Beware.” From that extreme, 


” and “Money 


Back is You Want It” until today it has arrived at the other end of its arc, which is labelled “Promises 


Carefully Fulfilled.” 


Merchants have come to learn that a promise of quality, of service, of delivery, or any other busi- 
ness promise, is something to be religiously fulfilled and never neglected, whatever the cause. 


One of the most successful department stores in Boston, for example, Jordan Marsh & Co., maintains 


a so-called Promise Department. 


In it a manager and ten clerks are kept busy all of the time. 


In a 


single week, they have been known to record two thousand promises and to follow them through to see 


that they are faithfully kept. 


And naturally, as is to be expected, a Jordan Marsh promise that is not kept is a rare exception. The 
good will which this store has built up as the result of this department is of inestimable value. r 
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Chicago Wholesalers Optimistic Over 1926 
Outlook—Prices Firm with Upward ‘Tendency 


(Chicago office of HARDWARE AGE) 


S is to be expected at this particular season of the year, cur- 
rent business is at rather low ebb. Most dealers are catch- 
ing their breath after the holiday rush and are now prepar- 


ing for or are in the midst of their annual inventories. 


However, 


the amount of business for spring and summer merchandise being 
placed for future delivery continues to be surprisingly heavy and 
is pointed to as an indication of a general faith in the trade pros- 


pects for 1926. 


There is also every expectation that the demand 


for staple items will be unusually brisk after inventories are taken 
as retailers’ stocks are generally low and the consumers’ demand 


good. 


Prices are strong and advances may be looked for on many items 


in the near future. 


As a forerunner of what may be expected in 


this connection, announcement is made this week of very substan- 
tial advances in manufacturers’ prices of both hammers and 


hatchets. 


Cordage makers also announce an advance on manila 


rope effective for the months of January and February. 

The usual lull, which ordinarily comes in the steel industry dur- 
ing the holiday and inventory period failed to materialize this year 
in the Chicago district and deliveries are being made in good vol- 


ume. 
inerease over last week. 


Operating capacity is running about 88 per cent, a slight 


Collections continue to be good. 


AUTOMOBILE ACCESSORIES. 
demand is exceptionally good, consider- 
ing the time of year. 





We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Spark Plugs.—Splitdorf, 50c. each; 
regular, 5ksc. each; Champion X, 45c. 


each: Champion Blue Box line, 53c. 
each: A. C. Titan, 58c. each: lots of 
100, 56e. A. C. Special Ford, 44c. 
each. 

Spot Lights.—Anderson, No. 3280, 
$6.50 


Horn.—A. A. Electric (Ford), $4 
each. 

Jacks.—National Standard No. 21, 
$1.20 each. 

Pumps. Rose, 1% -in. cylinder, 

aed. 

Chains.—Non-skid, dozen pair lots, 


99 
seo 


1-3 per cent discount, 
Tires and Tubes.—3)) x 3% oversize 


cord tires, $12.55 each: regular cord, 
$8.60 each; gray inner tubes, 30 x 
315, $1.80 each; red inner tubes, °0 x 
b4, $2.25 each. 


AXES.—Sales are seasonably good 


and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality single 
bitted unhandled axes, 3 to 4 Ib., $14 
doz. base: double bitted, $19 doz. 
base; good quality black unhandled 
axes, same weight, single bitted, $13 
doz. base; single bitted handled axes, 


according to 
special 
$12 per 


$15.50 to $24 per doz., 
quality and grade of handle; 
unguaranteed handled axes, 
doz. base. 


BOLTS AND NUTS.—tThere is a good 
demand and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 45-5 per cent discount; small 
carriage bolts, rolled thread, 50-5 
per cent discount: machine bolts, 
cuf thread, 50-5 per cent discount; 
small machine bolts, rolled thread, 
50-10-5 per cent discount; all stove 
bolts, 75-5 per cent discount; lag 
screws, 60 per cent discount. 


The | 


COPPER RIVETS AND BURRS. 





BUILDERS’ HARDWARE.—tThere is 
a fine volume of business for spring 
delivery being placed. 


We quote from jobbers’ stocks, 
f.o.». Chicago: 3% x 3% steel butts, 
case lots, old copper and dull brass 


finish, $2.76 per doz. pair: 4 x 4 steel 
butts, old copper and dull brass fin- 
ish, $3.84 per doz. pair; heavy steel 
bevel inside sets, case lots, $6.75 per 
doz.; steel bit-keyed front door sets, 
$1.75 per set; wrought brass _bit- 
keyed front door sets, $3.25 per set: 
cylinder front door sets, $7.50 per 
set. ' 


CHAIN .—tThere is no change in prices 
and the demand is very good. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 3%.-in. proof coil 
chains, $8.50 per 100 Ib.; Tenso, Bull 
Dog and Brown coil chains, 50-10 per 
cent discount. No. 00-41% electric 


welded cow ties, $2.75 per doz. 





| Sales are very satisfactory and prices 
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are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 45 per cent discount. 

ELECTRICAL AND RADIO MER- 
CHANDISE.—The demand has slowed 
down a little since the holidays. The 
battery business, however, is very good. 

We quote jobbers’ 
f.o.b. Chicago: 

Electrical Merchandise.—No. 14 rub- 
ber-covered wire, $8 per 1000 ft.: in 
1000-ft. lots, $7.75; No. 18 lamp cords, 


$14.25 per 1000 ft.;: in 1000-ft. lots, 
$13.65; %-in. brush brass key sockets, 


from stocks, 





18c. each; two-way plugs, 45c. each; 
in lots of 10, 40c. each; one-piece 
attachment plugs, 18c. each; two- 
piece attachment plugs, 12c. each; 
dry cells, boxes of 50, 30%c. each; 
less than case lots, 34c. each. 

Radio Supplies.—Radio B batteries, 
No. 766, $1.40 each; No. 767, $2.62 





each; No. 770, $3.33 each; No. 772, 
$2.62 each; No. 486, $3.85 each. 
Battery Chargers.—Apco line, lots 


of less than 10, $13.50 each, net. 


Loud Speakers.—Western Electric, 
No. 522W, $9.50 list. Discount, 30 per 
cent. 


FIELD FENCE.—There is a most 
satisfactory volume of future business 
being placed. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 726-6-12%, $29.02 per 
100 rods; 1848-6-14%, $14.08 per 100 
rods. 

FILES.—The demand 
prices are firm. 


We 


is normal and 


from jobbers’ stocks, 
f.o.b. Chicago: American files, 60-10 
per cent off list; Nicholson files, 50 
per cent off list; Black Diamond files, 
40-10-5 per cent off list. 


GALVANIZED WARE.—Regardless of 
factory advances, some jobbers are 
continuing special prices on No. 2 and 


quote 


No. 3 tubes only for dealers “pre- 
inventory sales.” 

We quote from jobbers’ — stocks, 
f.o.b. Chicago: Standard galvanized 
after made tubs, No. 1, 00; No. 2, 
$7.20; No. 3, $8.35; 10-qt. galvanized 
after made pails, $2.25; 12-qt., $2.45: 
14-qt., $2.75; S-gal. galvanized _ oil 


cans, galvanized breast, $7.50 doz. 
GARDEN HOSE AND LAWN SPRIN- 
KLERS.—tThere is a very good volume 
of future business being placed. Prices 
are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Garden hose, good 
quality, molded hose, %-in., 114 ce. 
per ft.; %-in., 14c. per ft.; 5-ply, 


good quality, wrapped, %-in., 9c. per 
ft.; %-in., lle. per ft. Lawn sprin- 
klers, Rain King, $28 doz.; original 
fountain sprinklers, $8 doz.; Raintow, 
38-in. high, $24 doz. 


GLASS AND PUTTY.—Production is 
gaining on the demand, although some 
manufacturers still have unfilled orders 
received in September. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 
25-in. bracket, 85 per cent discount: 


single strength A, 34 to 40-in. bracket, 
82 per cent discount; single strength 
A, all other brackets, 81 per cent dis- 
count; double strength A, all sizes, 
82 per cent discount; double strength 
B, up to 4 in., 87 per cent discount; 
balance, 85 per cent. Putty, pure 
grades, $3.75 per 100 1lb.: commercial, 
$3.40 per 100 Ib. 


HATCHETS.—tThere is an active de- 
mand. Manufacturers best lines are 
advanced Jan. 1 about 11 per cent. 
Local prices continue for the present, 
as follows: 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatch- 
ets, No. 2 shingling, $11.20 doz.: first 
quality hatchets, No. 2 broad, $14.45 
doz.: medium quality hatchets, No. 


2 shingling, $7.25 doz.; medium qual- 
ity hatchets, No. 2 broad, $10.50 doz. 
HANDLED HAMMERS.—The demand 
is heavy. Prices on the leading manu- 
facturers’ brands are advanced about 
12% to 15 per cent. For the present, 
the below prices continue in this mar- 

ket. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Vaughan-Bushnell. 16- 
oz. nail hammers, $10.50 doz.; May- 

















January 7, 1926 HARDWARE AGE 89 





What the Redesigning and Reconstruction 
of the White Mountain Freezer means 
to the Dealer and his customers 


HERE’S as keen a satisfaction in 
9 selling the best as in owning the 
best. And this is apart from the 
customer confidence created when the 
dealer sells the quality product of a man- 
ufacturer backed by a half century of 
proven reliability. Dealers stocked and 
consumers bought the first New Design 
White Mountain Triple Motion Ice 
Cream Freezers on faith in its makers. 
The product has not betrayed the con- 
fidence of either one. 


The New Design 
WHITE 
MOUNTAIN 


Triple Motion Taller can pnt more ice surface 


and insures quicker freezing. 














New tub construction designed to 


conserve ice means economy of 
operation and less work. 
; Simplified top frame and can cover 


with accurate gear teeth prevent 
clogging — operate easily. 


redesigned and reconstructed under patents, June , 
; ; The inner mixer revolves on a pivot, 
12, 1923, has proven its superior worth through in the opposite direction to the 
. outer m1xer. 
two years of successful dealer selling and con- 
: ; Outer mixer with adjustable wood 
sumer use. It is the best selling freezer for the 5 sonst alee mixes soena thor- 
, oughly and freezes evenly. 
dealer for the same reasons that make it the best 
New base attachment for mixers and 
freezer buy for the consumer. Order your stock ae gamete free turning and easy 
cleaning. 


of White Mountain Freezers, now. 


Embodying the very latest and most scientific construction in Ice Cream Freezers 


Exclusive Manufacturers 


THE WHITE MOUNTAIN FREEZER CO. Inc. 


NASHUA, NEW HAMPSHIRE 


LEGS SELES EEC INBEE AIUD DE EE RBIRUMITR SEE ERE RS 
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dole, $12.60 doz.; other makes, 16-0z. 
machinist hammers, $7.85 doz.; Com- 
petitive grade, 16-o0z. nail hammers, 
$4.50 to $6 doz. 

HANDLES, AGRICULTURAL.—There 


is an active demand and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Hay Fork Handles. — Straight, 


best grade, 4%- 
$5.50 doz.; XX, 
$4.80 doz.; X, 
$2.80 doz. 


chucked and bored, 
ft., $4.50 doz.; 5-ft., 
4%-ft., $4 doz.; o-ft., 
414-ft., $2.40 doz.; 5-ft., 

Hay Fork Handles. —Bent, chucked 
and bored, best grade, with strap, 
ferrule and cap, 4%-ft., $7.50 doz.; 
5-ft., $8.50 doz.; XX bent, with strap, 
ferrule and cap, 4-ft., $5.50 doz.; 
4%)-ft., $5.75 doz.; XX, bent, 4%-ft., 
$4.50 doz.; 5-ft., $5. 50 ‘doz. : x. bent, 
41%-ft., $3 doz.; 5-ft., $3.40. 

Manure Fork Handles. —Bent, best 


grade, 4-ft., $4.75 doz.; 4%-ft., $5.10 
doz.; XX, b®nt, 4-ft., $4.15 doz.; 4%- 
ft., $4.40 doz.; X, bent, 4-ft., $2.60 


Garden Hoe Handles. ym 4%-ft., 
$3.45 doz.; X, 4%-ft., $2.40 doz. 

Garden ‘Rake Handies.— XX, 5¥%-ft., 
$5.25 doz.; X, 5%-ft., $3.25 doz. 

Shovel Handles.—Regular pattern, 
XX, 4%-ft., $5.90 doz.; X, 4%-ft., $3.90 
doz.; D handle, best grade, $7.95 doz.; 
X grade, $6 doz. 

Spade Handies.—D handles, best 
grade, $7.75 doz.; X grade, $6 doz. 


HANDLES, TOOL.—Sales are very 
satisfactory and prices are firm. 


We quote from jobbers’ _ stocks, 
f.o.b. Chicago: 

Axe Handies.—No. 1 Hickory, $4 
doz.; No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6 doz. 

Hatchet and Hammer Handles.— 
No. 1, 90c. doz.: finest second growth 
hickory, $1.50 doz. 


HINGES.—tThere is a fair volume of 
orders and prices are unchanged. 


We quote from jobbers’ _ stocks, 
f.o.b. Chicago: Heavy strap hinges, 
in bundles, 4-in., $1.03; 5-in., $1.42: 
6-in., $1.60; 8-in., $2.70; 10- in.. $4.30 
per doz. pair; extra heavy T hinges, 
in bundles, 4-in., $1.56: 5-in., $1.66: 
6-in., $2.08; 8-in., $3.56; 10-in., $5.10 
per doz. pairs. 


ICE CREAM FREEZERS. — Future 
business is being placed in a very satis- 


factory volume. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: White Mountain. 
i-qt., $4.85 list; 2-qt., $5.65 list; 3-qt., 
$6.75 list; 4-qt., $8.25 list; 6-qt., 
$10.45 list; 8-qt., $13.50 list; 10-qt., 
$18 list; 12-qt., $21.55 list; 15-at., 
$25.60 list; 20- -qt., $33.20 list: 25-at., 
$42.60 list; Arctic, 1-qt., $4 list; 2-qt., 
$4.60 list; 3-qt., $5.55 list: 4- qt., $6. RN) 
list; 6-qt., $8.60 list; 8-qt., $11. 10 list. 
All the above less 50 per cent dis- 
count. Alaska, 1-qt., $2.95 list; 2-qt.. 
$3.45 list; 3-qt., $4.10 list; 4-qt.., $3 
list; 6-qt., $6.30 list; 8-qt., $8.20 list: 
10-qt., $10.75 list: 12-qt., $14 list: 


15-qt., $17 list: 
discount of 
above prices. 


ICE SKATES.—Sales have been very | 
heavy on account of the cold weather. | 
Manufacturers trying to keep up with 
demand. 


20-qt., $21.50 list. A 
20 and 10 per cent on all 


We quote from jobbers’ — stocks, 
f.o.b. Chicago: Key Clamp, Rocker, 
Men’s and Boys’, bright finish, 75c. 
pair. Half Key Clamps, Rocker, 
Women’s and Girls’, $1 pair; Key 
Clamp, Hockey, Men’s and _ Boys’, 
$1.20 pair; Half Key Clamp, Hockey, 
Women’s and Girls’, $1.40 pair: 
Tubular Skates, Men’s or Women’s, 
Racer or Hockey, $5.50 pair. 





LANTERNS.—Sales are normally 
good and prices are firm. 


We quote from jobbers’ 
f.o.b. Chicago: Dietz D-Lite, $13 doz.: 
with large fount, $14.25 doz.: Little 
Wizard, $8.50 doz.: Blizzard, $13 doz 


LARD PRESSES AND SAUSAGE 
STUFFERS.—tThe demand is fair. 


etocks. 


We quote from jobbers’ _ stocks, 
f.o.b. Chicago: Enterprise No. 25. 
4-qt., $7.28 each: No. 31, 6-qt., $7.89 
each: No. 35, 8-qt., $8.67 each. 
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We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Lawn Mowers.—l6-in. ball bearing, 
5-knife, 1l-in. wheels, $12.35 each; 
16-in. ball bearing, 4-knife, 10%-in. 
wheels, $10 each; 16-in., plain bear- 
ing, 4-knife, 10%-in. wheels, $8.65 
each; 16-in. ball bearing, 4-knife, 
9-in. wheels, $7.85 each; 16-in., plain 
bearing, 4-kKnife, 9-in. wheels, $7.35 
each; 16-in. ball bearing, 4-knife, 
8-in. wheels, $8 each; 16-in. plain 
bearing, 3-knife, 8-in. wheels, $5.85 
each. 


and prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wire nails, 
$3.15 per keg base: cement coated, 
$2.20 per keg base. The extra for 
galvanized nails is now $2 for 1-in. 
-_ longer, $2.25 for shorter than 
-in. 


Prices are unchanged. 


These are list prices. Dealers’ dis- 
counts are noted after each group. 


PERFECTION— 
ek oe i MS oe v.06 ec ceccee es $17.50 
a, we Pe ocoeeceseceees 22.50 
Dee, BO GS MMB ccccoscccceess 28.50 
Ce i Pi cncceeen eee 60s 39.50 


Perfection dealers’ discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 
ag hy (Improved Model)— 


No. 42 Ps cveeveteeece et $17.50 
ee Oe i  ccceeceeusecees 22.50 
ae Ci oc eweeeeeee ee 28.50 

Puritan discounts same as Per- 
fection. 

ESCO— 

ey ee I cc cccoeceeeds $9.50 
a ee: oe er cen ee sneer 17.35 
ee, BIS BS BEPMSTB. cccccccccvecs 22.00 
Bee @ BE cccecccsoses 28.00 
a, Bee © BE DRccoccescncscs 39.50 
No. 1102 high shelf only........ 5.25 
No. 1103 high shelf only........ 6.50 
No. 1104 high shelf only........ 8.00 
No. 1105 high shelf only........ 9.75 

Nesco dealers’ discount, 30 and 5 
per cent. 

Ovens 
PERFECTION— 
No. 211 1 burner plain door... .$2.50 
No. 211G 1 burner glass door.... 2.70 


No. 121G 1 burner glass door.... 4.90 





No. 122G 2 burners glass door... 6.00 

3 er 6.15 

Dealers’ discount, on 10 or more, 

30 and 5 per cent; less than 10, 30 
per cent. 
PURITAN— 


| 
| 
No. 42G 2 burners glass door. .$5.50 


Dealers’ discount, 10 or ‘more, 30 
and 5 per cent; less than 10, 30 per 
| cent. 
| NESCO— 
No. 05 1 burner solid door...... $2.10 
| No. 5 1 burner glass door..... 2.25 
No. 010 1 burner solid door...... 4.15 
No. 101 burner glass door...... 4.40) 
No. 020 2 burners solid door..... 5.15 
| No. 20 2 burners glass door.... | 5.40 
No. 030 2 burners solid door..... 5.40 
No. 30 2 burners glass door..... ! 5.70 
Dealers’ discount, 30 and 5 per 
cent. 


Water Heaters 


CC ee $45.00 
Perfection No. 412.....ccccsecses 40.00 
yl. DS 5 80.00 


5 per cent: 
and 5 per 
less than 


Nesco discount, 30 and 
Perfection discount, 30 
cent in lots of 10 or more; 
10, 30 per cent. 

Etc. 


Wicks, 


tockweave wicks, 25c. each. 

Perfection and Puritan, $4 per doz. 
and $48 per gross. 

Discounts same as on oil 
stoves, ovens and heaters. 


cook 


change from last week. 





We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Linseed Oil.—Raw, barrel lots, $1.08 
per gal.: 5-barrel lots, $1.05 per gal. 

Linseed Oil. — Boiled, barrel lots, 
— per gal.; 5-barrel lots, $1.08 per 
gal. 

anita peeelilaaaanie lots, $1.16 per 
gal. ; 
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LAWN MOWERS.—The amount of 
business for future delivery is only fair. 


NAILS.—There is a steady demand 


OIL STOVES.—The volume of orders 
for spring delivery is most satisfactory. 





PAINTS AND OILS.—Prices show no 
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Denatured Alicohol. — Barrel lots, 
64c. per gal.; steel drums, extra, $6 


returnable. 
White Lead.—100-Ib. kegs, $15.25; 
kegs, $3.90; 


50-lb. kegs, $7.75; 25-Ib. 
goods), white, 


12%-lb. kegs, $2. 
Shellac. — (4%-lb. 
$4.25 per gal.; orange, $4.05 per gal. 
English Ventian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 
Meat Paste.—Barrel lots, 7c. 


PYREX WARE.—tThere is the usual 
let down in sales after Christmas, but 
still a fair amount of orders are being 
received. 


per 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Bread Pans.—No. 212, $7.20 doz.; 


No. 214, $12 doz. 

Casseroles — Round, No. 167, $12 
doz.; No. 168, $14 doz.;: No. 182, $12 
doz.; No. 184, $14 doz. 

Casseroles.—Oval No. 193, $12 doz.; 
No. 197, $14 doz. 

Pie Plates.—No. 202, $6 doz.; No. 
203; $7.20 doz.; No. 209, $7.20 doz. 

Tea Pots.—2-cup, $20 doz.; 4-cup, 
$24 doz.; 6-cup; $28 doz. 

Utility Pans.—No. 231, $8 doz.; No. 
232, $14 doz. 


ROLLER SKATES.—tThere is a fine 
volume of orders for spring delivery 
being placed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Union roller skates 
for boys, $1.40 per pair; for girls, 
$1.50 per pair. Chicago roller skates 
for boys, $1.30 per pair; for girls, 
$1.40 per pair. 

ROOFING AND PAPER.—Manufac- 
turers’ prices are somewhat unsettled, 
while sales are seasonably quiet. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $2.30 per 
square; best grade tale surfaced, 
$2.65 per square; medium talc sur- 
faced, $2 per square; light tale sur- 
faced, $1.20 per square; red rosin 
sheathing, $57 per ton. 

ROPE.—Manila prices are advanced 
one cent per lb., both grades. Extras 
for lighter than base (% inch) sizes 
are doubled, both on Sisal and Manila 


rope. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 Manila Standard 
brands, 25%c. per lb.; No. Manila, 


241l4c. per lb.; No. 1 Sisal, 17%c. per 
lb.; No. 2 Sisal, 16%. per Ib. 


SASH CORD.—The demand is season- 
ably light and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 4=standard 
brands, $8.55 per doz. hanks; No. 8, 
$10 per doz. hanks. 


SASH PULLEYS.—tThere is a fair 
demand and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash pul- 


levs, 50c. doz.; barrels, 54c. doz.; 
Common Sense, 2-in., 60c. doz.; bar- 
rels, 54c. doz.; No. 105, 52c. doz.; 
barrels, 48c. doz, 

SCREWS.—Sales’ are __ satisfactorily’ 
good and there is no change in prices. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head bright 
screws, 82-10 per cent new list; 
round head blued, 80-10 ner cent 
new list; flat head brass, 76-20 per 


cent new list; round head brass, 74- 
10-10 per cent new list; japanned, 
74-10-10 per cent new list. 
SOLDER AND BABBITT METAL.— 
Prices are firm and the demand very 
good. 
We quote from jobbers’ — stocks, 
f.o.b. Chicago: Warranted 50-50 
solder, $43 per 100 lb.: medium, 45- 


55 solder, $42 per 100 Ib.; tinners’ 
40-60 solder, $41 per 100 Ib.: high 
speed babbitt metal, $20 per 100 Ib.; 
standard No. 4 babbitt metal, $13 per 
100 Ib. 

STEEL SHEETS.—There is a good 


active demand and prices are strong. 
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Take-Apart 
Adjustable Hinge 


Warm weather will 
soon be here and with it the demand for 
garden tools, lawn sprinklers and screen 


Spring is just ahead! 


door hinges. (KING TAKE-APART AD- 
JUSTABLE SCREEN DOOR HINGES.) 


The KING Take-Apart Adjustable Hinge is 
made in four types—full and half surface, 
ball and plain tip. Simple, strong all steel 
construction insures long life and freedom 
from ordinary hinge troubles. The oil tem- 
pered steel spring is easily and quickly ad- 
justed to the right tension for any door. 
The Take-Apart feature allows the door to 
be taken down at the end of the season 
without removing any screws. 


Here is an idea that will help increase your 
hinge sales this spring. When you sell a 
customer a set of King hinges for his screen 
doors, suggest an extra set for his storm 
doors. King hinges are standardized and 
the parts are interchangeable so the storm 
doors can be hung without fitting extra 
hinges. 


Note—King hinges are also widely used on 
lavatory and wash room doors in public 
buildings. 


Like all A-P products, King hinges are 
packed in excellent cartons that save shelf 
space and prevent lost parts. Easily packed 
for reshipment to customers. 


ALLITH-PROUTY COMPANY 


Manufacturers of 
Fire Door Hardware Spring Hinges 
Garage Door Hardware Rolling Ladders 


DANVILLE, ILLINOIS 


Door Hangers 
Overhead Carriers 
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“Pistol Grip” 
Saw Set 


with 






Oscillating Plunger 


This is the only Saw 4 
Set on the market ® 
having an oscillating © 
plunger which en- , 

ables the user to set | 
the plunger to the 
pitch of the tooth, so 


. No. 
that when setting a wero 
saw the _ plunger April 8, 1924 
comes in contact 





with the tooth at the ; 
proper angle and does not interfere with any other, 
either ahead or back of one being set. It is, there- 
fore, the only Saw Set which makes it possible to 
set the teeth on both sides alike, thereby clearing 
the saw equally on both sides and preventing it from 
— or running to one side, as the carpenter usually 
calls it. 


Packed one in a box with Direction Sheet. 


Siecand, Steei Bar Carpenter’s Clamp 


Style No. 1 
The Original 
Notched Bar 





the 


instantly because 
notches are cut on the lower edge of the bar, afford- 
ing greater holding power to the sliding jaw than if 


Appeals to carpenters 


they were on the upper edge. Bar is of special qual- 
ity steel, very rigid; the ““I"’ shape insures greater 
strength than flat stock. 
Hz “‘Lock Fast’’ Oil Gate 
[licivnd, . popular seller to all handlers of 
barrel and tank liquids, from mo- 
lasses to gasoline. Drip, drizzle and unauthorized 
drawing positively prevented. Locks Not Supplied. 
Any padlock up to % in. may be used 


Write for Descriptive Price List. 





“ 
~*~. a 







Furnished in 

both wood and 

iron pipe Patented 
thread. Dec. 14, 1915 


Manufactured by 


E.C. STEARNS & COMPANY 
Syracuse, N. Y., U. S. A. 


Sales Representatives: 
W. R. VOORHEES & CO., 417 Market St., San Francisco, Cal. 
THOMAS A. TROY, 150-152 Chambers St., New York, N. Y. 
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1926 Starts Favorably in Boston Market— 
Inventory Finds Retail Stocks Low 


(Boston office of HARDWARE AGE) 


HE curtain goes up on 1926 with the New England hardware 


stage all set for a prosperous year. 


During the past week 


the shelf hardware jobbers devoted their time to stock taking, 
salesmen’s conferences and general get-togethers of bosses and em- 


ployees. Salesmen being off the 
merchandise either had come to 
orders. 


road the retail dealer in want of 
market himself or mailed in his 


This personal solicitation of your own orders was un- 


usually large this year and jobbers had to designate certain em- 


ployees to take care of current 


business despite themselves. Al- 


though the final tabulation of jobbers’ stocks has not been accom- 
plished, it is a well-established fact that stocks are well assorted 


but not excessive. 


The jobbing hardware machinery is again func- 


tioning and it is the honest opinion of the managers of such houses 
that business this year will be larger than in 1925. 
As for the retail trade, some are taking stock, while others will 


put it off a month or so. 


The trade in general is experiencing a re- 


markably good business for this time; stocks are well assorted and 
probably cover a greater range of merchandise than ever before, 


but they are not burdensome. 


The general public is still in a buying 


frame of mind, and there is nothing in view at the moment which 
might indicate a change of heart. The financial condition of the 
rank and file of retail hardware dealers is, it is believed, consider- 


ably stronger than it was a year ago. 


Certain it is that jobbers are 


carrying less deadwood. Sentiment in retail circles continues con- 


servative. 
everybody the past year. 
England assuredly is bright. 


AIR MOISTENERS.—Numerous §re- 
tailers find it necessary to replenish 
stocks. It is claimed by some jobbing 
houses that sales of air moisteners so 
far this season have established a new 
high record. 


We quote 
stocks: . 
Air Moisteners. — Galvanized 


from LBoston jobbers’ 


radi- 


ator styles, three pocket, 9-in., $8.67 
per doz. net; five pocket, 9-in., $13.34; 
three pocket, 14-in., $12; five pocket, 
14-in., $16. 


BATTERIES .—Sales of batteries, espe- 
cially those adapted for radio sets, con- 
tinue on a large scale. A large num- 
ber of radio sets were given away at 
Christmas time, and this fact has 
helped swell recent sales of batteries. 


We quote from Boston jobbers’ 
stocks: 
Batteries.—Flashlights, in lots of 


six or more assorted unit packages in 
one shipment. No. 935, 24 to the 
package, 8'%c. each net: No. 950, 36 
to the package, 9%c.; Columbia, No. 
6, in lots of 50, $30.22 per 100. 

Radio.—Dry cell in packages of 59, 
No. 7111. 29c. each net, No. 6, in lots 
of less than 12, 40c. each net: in lots 
of 12 to 50, $35.22 per 100; in larger 
lots, $30.22 per 100. Cluster batteries, 
6 to the unit, 12 units to the barrel, 
$1.60 each net: 8 units to the barrel, 
$1.98 and $2.34 each. 


BITS.—In quite a few instances re- 
tailers, who sold a large number of 


bits at Christmas, are replenishing 
stocks. 
We quote from Boston jobbers’ 
stocks: 


This conservatism has worked out to the advantage of 
The general hardware outlook in New 





Augur Bits.—Electric 10-16ths, $6.25 
per doz. net; 11-16ths, $6.60. Carpen- 
ters’, 8-16ths, $5.30; 9-16ths, $5.75; 
10-16ths, $6.25; 12-16ths, $7.10. Sets, 
32% quarters, in boxes, $7.40 the set, 
in canvas rolls, $7.50. 

BOUQUET HOLDERS.—More and 
more people each year decorate graves, 
not only on Memorial Day, but through- 
out those months when weather con- 
ditions permit. The number of Christ- 
mas wreaths placed on graves in 1925 
has never before been equaled. For 
this reason jobbers anticipate a big 
bouquet holder business this spring. 


We from Boston jobbers’ 
stocks: 


quote 


Holders. — Painted iron, 
glass, with holder, 60c. 


each: 
No. 22, per doz. 


metal, 


BRUSHES.—Sales of house brushes 
hold up remarkably well. Many a re- 
tail dealer already has evinced interest 
in paint brushes and more probably 
will within the next month or two. 


We Boston jobbers’ 
stocks: 

House Brushes.— Wall cleaning, 
$1.25 each net: dry dust mop, $1.50; 
vegetable, 17c.: bottle crank handle, 
radiator, 47c.; refrigerator, 24c.; 
dust pan, 67c.; large bath, $2; me- 
dium, $1.57; short, $1.34; nail, 84c. 

Paint Brushes—Wall, $5 to $60 per 
doz. net: varnish, $3.50 to $25; calci- 
mine, $10.50 to $90; whitewash, $3.50 
to $130. 


CHAIN.—tTire chains are selling much 


quote from 


Le 
2éc.; 





better in a retail way and some of the 
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trade are sending in rush orders to 
jobbers. The demand for machine 
chain is normal. 


We gauote from Boston jobbers’ 
stocks: 

Tire Chains.—Weed, 1 to 9 pair, 30 
per cent discount; 10 to 29 pair in 
one shipment, 35 per cent discount; 
lots of 50 pair in one shipment, 40 per 
cent discount. Fill-in orders are fig- 
ured at the discount earned by orig- 
inal purchases, 100 cross chains equal 
1 pair of tire chains. 


Machine Chain. — Twisted, 11-64- 
in., $7.50 per 100 ft.; 3-16-in., $7.80; 
13-64-in.. $8.10; 7-32-in., $9; %-in., 


$13.50, all net. 
COAL HODS AND SHOVELS.—Each 
day finds fresh buying of coal hods and 
shovels. Jobbers’ stocks have been 
greatly reduced. 


We quote from Boston jobbers’ 
stocks: 

Coal Hods.—Japanned, wood han- 
dles, 16-in., $3.64 per doz. net. Gal- 
vanized, wood handles, 15-in., $4.64; 
16-in., $5.12; 17-in., $5.50; 18-in., $6. 


Fire Shoveils.—Japanned, No. 54, 
75c. per doz. net; No. 56, 87c.; No. 
A — Galvanized, No. 254, 83c.; No. 
56, $1. 


COAL SCOOPS.—Business in coal 
scoops likewise is satisfactory with 
prices steady and unchanged. 


We quote from Boston jobbers’ 
stocks: 
Scoops.—Furnace, Bay State, long 


handle, black, No. 4, $13 per doz. net: 
wood D-handle, No. 2, 36-in., $13.50. 
Hubbard, long handle, black, No. 
1500, $6; No. 1600, $7.25. 
Massachusetts, black, D-handle or 
long handle, $11.39. 


COOK ERS.—According to most of the 
retail dealers interviewed the past 
week, cookers went well during the 
holiday trade, and some filling in buy- 
ing will be necessary before long. 


We quote from Boston jobbers’ 
stocks: 

Cookers.—Pressure, solid cast alu- 
minum, No. 1, $24.75 each net: No. 2, 
$27.75: No. 3, $31.13; No. 4, $36.38. 


CROWBARS.—It has been definitely 
decided that no change will be made 
in jobbing prices on crowbars at this 
time. 
We 
stocks: 


Crowbars.—Under 10 lb., 67c. each; 
10 Ib. and heavier, 8%c. per Ib 


CUTLERY.—Indications are that re- 
tail cutlery stocks in general were 
materially reduced during the holiday 
trade, and that business in the jobbing 
market will be good during the next 
month or two. The stability of scissor 
and shear prices is helping a lot, it is 
commonly said. One hears little about 
imported cutters these days, for most 
retailers are sticking pretty closely to 
the American product. 


quote from Boston jobbers’ 


We quote from Boston jobbers’ 
stocks: 
Bread Knives. — Genco, 2.50 per 
doz. net. 


Knives.—Kitchen, No. 303, 80c. per 
doz. net: No. 333A, $2.50. Slicers, No. 
283. $5.25; No. 283A, $6; No. 2017, 
$5.25. Butcher, No. 200, 5-in., $3; 
6-in., $3.25; 8-in., $4.75; 9-in., $6; 10- 
in., $7: 12-in., $10; 14-in., $12. Ebony 
handles, 8-in., 7.75; 10-in., $10.75; 
12-in., $14.25. Grapefruit, No. 342, $2. 

Straight Shears. —- Universal line, 
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It Pays to Carry 
CEL-O-GLASS 


Reason No. 1—Everyone who uses glass needs 


CEL-O-GLASS. 


Reason No. 2—lIt sells all year round—no dead 
seasons. 


Reason No. 3—Can be used wherever glass is 
used and many places where 
glass cannot be used with 
safety. 


Reason No. 4—-It is just as useful for the home- 
owner, the farmer, poultry 
raiser and grower as it is for 
industrial purposes. 


Reason No. 5—lIt has so many uses and is so 
practical that repeat business 
comes without being coaxed. 


Reason No. 6—It is easy to stock. Comes in 
rolls — takes up very little 
space—no breakage or waste. 


Reason No. 7—There is a big demand for 
CEL-O-GLASS. _ It is increas- 
ing rapidly. Big volume— 
liberal profits—satisfied cus- 
tomers. 


CEL-O-GLASS is an unbreakable, durable weather- 
proof material that has all of the advantages of glass. 
It is extremely light in weight. It is fastened in place 
with a hammer and a few tacks. Can be cut to size 
with an ordinary pair of shears. 


If you haven't already stocked CEL-O-GLASS it will 
pay you to see your jobber or write us at once for 
complete information, discounts and sample. 


CELLO PRODUCTS INCORPORATED 
21 Spruce Street, New York City 
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Lexx 


RIDGING 


a Flying Sta 
GON er N OW - 


Be Ready to Meet the 
Nation-Wide Demand 


/ STEEL! LBRIDGING 












x | There’s Big 
),, Protit In It 





Every building that is being erected 
today is a live prospect for GF 
Duplex Steel Bridging. Stock GF 
Duplex Steel Bridging now. Show 
it to the contractors, carpenters, 
builders—all those fellows you sell 
nails to. They’ll buy it on sight be- 
cause it saves time and money for 
them. Once they use it they’ll 
never again use old-fashioned wood 


bridging. 


Send the coupon today for a free 
sample and prices. 


THE GENERAL FIREPROOFING 
BUILDING PRODUCTS 
YOUNGSTOWN, OHIO 


Branches in all Principal Cities. 
Dealers Everywhere. 


Other GF Products 


GF Steel Tile 
GF Steel Lumber 
GF Duplex Steel Bridging 


GF Peds om 
GF Key Lath THE GENERAL FIRE- 
GF Self-Sentering P PROOFING BUILDING , 
ar ——- Beads PRODUCTS 

russit i 
GF Expanded Metal Youngstown, Ohio 
GF Herringbone ‘ Send me a free sample 


GF Diamond Rib Lath 

GF Steel Sash, Basement and 
Casement Windows 

GF Lintels ’ 

GF Industrial Steel Doors 

GF Wire Mesh 

GF Concrete Reinforcement 


of GF Duplex Steel 
Bridging and informa- 
tion on prices. 


ee 








ih ew 














GF Waterproofing Compounds ) 


oe CS eee | 
~ WJ-7 
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$8 per doz. net; 
7Y%-in., $9. 55; 8- 
Nickel plated, 
i-in., , $10. 10; 
- 9-in., 


unease. 6-in., 
gt 
~. $10 10; 9-in., $12. 
6-in., $9.15; 6%- -in., $9.55; 
7k%- -in., $10.7 15; g- -in., 
$14. Left hand, 7%4-in., 
Bent Trimmers. — Japan 
$9.55; —" $10.75; 9-in., $13.55: 
in., $16 
havware? Shears. — Nickel 
7%-in., $12 per doz. net; 8-in., 
Scissors. — Pocket, 4-in., $8.35 per 
doz. net; 4%-in. Embroidery, 
3%-in., $7.65: 4-in. . Ladies’ 4- 
in., 5; 4%4-in., 5-in., $9; 6- 
in., $10.35. 
DOORS.—Combination screen and 
storm doors are growing in popularity 
as is attested by the ever increasiag 


jobbing sales. 


ds -in., 
10- 


plated, 
12.80. 


$8.70; 


We quote from Boston jobbers’ 
stocks: 

Doors.—Combination screen and 
storm, 2 ft. 6 in. x 6 ft. 6 in., $7.09 
each net; 2 ft. 8 in. x 6 ft. 8 in., $7.64; 

2 ft. 10 in. x 6 ft. 10 in., $8. 04; 3 ft. 
x 7 ft., $8.55, 
DRAIN PIPE CLEANERS.—It will 


soon be time for house owners to want 
large quantities of drain pipe cleaners, 
consequently quite a number of retail 
dealers are looking over stocks with a 


view to putting them in order for 
business when it does start. 

We quote from Boston jobbers’ 
stocks: 

Drain Pipe Cleaner. — Economy 
Plumber cleaner, in 1 Ib. net cans, 
in lots of 3 doz., $2.75 per doz.; in 
lots of 6 doz., $2.70 per doz.; and in 
12 doz. lots, $2.60 per doz. 

Same, in 2 Ilb. net weight cans, in 


$4.90 per dozen: in lots 
and in lots 


lots of 2 doz., 
of 6 doz., $4.85 per doz.; 


of 12 doz., $4.75 per doz. 

Hercules tile and porcelain cleaner, 
in 1 lb. net weight cans, $2 per doz. 
in lots of 2 doz. 

Hercules boiler liquid, in 1 qt. can, 
3 each; in % doz. lots, $2.50 each: 
in 1 doz. lots, $2.25 each. 

Same, in % gal. cans, $5 each: % 
doz. lots, $4.75 each; and in gal. cans, 
9 each. 


EGG BOXES.—A somewhat better, al- 
though not active demand for egg 
boxes exists. This fact presumably is 
due to the increase in egg production 
throughout New England. 


We quote from’ Boston 
stocks: 

Egg Boxes.—Paper, 
dle, $6.50 per 1000. 


FASTS.—Jobbers continue to secure 
orders for fasts. A large number of 
retail houses have had a good business 
in fasts this winter, and some, who 
have made a special effort to make 
sales, an excellent business. 


jobbers’ 


500 to a bun- 





} 


| 


| operation. 
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quote from Boston jobbers’ 


Weather Strip. — Victor, 
er 100 ft. net; No. 3. 
3.20. Bosley’s ‘weather 

clincher double contact, 

list; for 


stocks 
Flexible 


$2. "80: No. 4, 
strip felt, 

for upper sash, 5c. per ft. 
lower sash, 5c.; for doors, %, -in., 
7c.; l1-in., 10c.; 1%4-in., 12c. Dis- 
count for full bundles, 65 per cent. 
Wood, felt edge, 65 and 10 per cent 
discount in full bundles. Spring bot- 


tom strips, rubber edge, 30-in., $5 
per doz. net; 36-in., $5; 42-in., $5.65. 
FURNACES.—Real winter weather 


has helped somewhat the sale of fur- 
naces. Most houses are so arranged 
a one pipe furnace can be installed to 
advantage while the old heater is in 


We from Boston jobbers’ 
stocks: 

Furnaces. — One pipe, register 30 
x 30-in., $122 per furnace net; 36 x 
36-in., $137. 50; 40 x 40-in., $165; with 
pipe and casing, 22 x 42- -in., $100; 
26 x 46-in., $110; 30 x 50-in., $130. 


_GLOVES.—Jobbers say many retail 


quote 


'dealers have found it necessary to re- 


_plenish stocks of cotton gloves during 


| 


the past fortnight. Jobbing sales so 
far this season are ahead of those for 


last year. 
We quote from Boston jobbers’ 
stocks: 
Gloves.—Cotton, Knit wrist, 6-0z., 
$1.25 per doz. net; No. 641, 8-0z., 
$1.75; No. 642, 12-o0z., $2; No. 873, 
ie oz., $2.50. With leather ‘palm, 


with gauntlet, $3 per doz. net; with 


wrister, $3: with Jersey back, $5; 
Jersey back with wrister, $4.50; Jer- 
sey gloves, mottled black, $2.10; 
heavy, $4. Boys’, Jersey, $2.10. 


HEAVY HAMMERS.—No change will 


be made in jobbing prices on heavy 
hammers. 
_facturers disclosed price changes, 


Recent lists issued by mannu- 
but 


they concerned the jobber rather than 


the retailer. 


Se 





We quote from Boston jobbers’ 
stocks: 

Heavy Hammers, etc.—Heavy, un- 
der 5 Ib., 50 and 10 per cent dis- 
count; over 5 Ib., 60 per cent dis- 
count. Stone hammers, 60 per cent 
discount; wood choppers, mauls, 60 


per cent discount. 
IRON AND STEEL.—Local jobbers 
have put into effect quantity differ- 
entials on cold rolled steel bars and 
cold rolled screw stock on, each size 
on the order regardless of the total 
weight of the order. The differential 
for lots weighing less than 100 Ib. ; 


$1; on lots weighing from 100 to 299 
|b., 75 cents per 100 Ib.; on lots weign- 
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Structurals, angles and beams, 
$3.36; plates, $3.3642 to $3.59. 

lron.—Refined, iron bars, $3. 26; 
best refined, .60; ayne, $5.50; 
Norway iron rounds, $6.60; squares 
and flats, $7.10. 

Differentials.—Quality, lots of less 
than 1000 lb. of a size, 50c. per 100 
lb. extra; lots of 1000 to 1999 lb., 20c. 
extra. 


PORCH GATES.—Jobbers have begun 
to take orders for porch gates, to be 
delivered later in 1926. They say the 
season is opening encouraging!ly. 
We quote from Boston jobbers’ 
stocks: 
Porch y= ee maga 
3, $12 per doz. net; No. 
$16; No. 6, $18 


SAW FRAMES.—A small yet steady 
demand for saw frames exists. Con- 
sumption of wood in New England as 
a result of the coal strike is on a very 
large scale. 


We quote from Boston 
stocks: 


— No. 
, $14; No. 5, 


jobbers’ 


, $5.85 
50, $6.50; No. 40, 


30-in., $5.20 per 
doz. net; 32-in., $5.85. No. 11, 30-in., 
$6; 32-in., $6.65. No. 45, 32-in., $5.50. 

Complete Sets.—No. 150, $12.75 per 





per doz., net; No. 
7.48 


Blades.—No. 6, 


doz. net; No. 150 Champion, $13.65; 
No. 40, $15.55; No. 45, $15.20; No. 
111, $16.35. 


SIDEWALK CLEANERS.—Sidewalk 
cleaners have been in somewhat larger 


| demand from city retailers who have 


found their stocks inadequate. 


We quote from Boston jobbers’ 
stocks: 
Sidewalk Cleaners. — Wallingford 


line, No. SCX7%, $8.40 per doz. net; 
No. IC, $9.96; No. RRSC, 16. 


TORCHES AND FIREPOTS.—A spell 
of near zero weather, the first of the 
winter, has speeded up business in 
torches and firepots. The novice as 
well as the professional plumber is 
busy on water pipes. 


We quote from Boston jobbers’ 
stocks: 
Torches.—Turner Master Line, No. 


43, quart, $5.76 each; No. 45, quart, 
$6.53 each; No. 47, quart, $7.08 each; 
No. 48, quart, $7.18 each; No. 49, 
quart, $8.54 each; No. 52, _ pint, 
(flat) $6.96 each. Turner Standard 
Line, gasoline-kerosene, No. 9, pint, 
$5.33 each; No. 14, pint, $5.76 each; 
No. 22, quart, $6.53 each; No. 30, 
quart, $6. 91 each; No. $6 quart, $5.76 
each; No. 39, quart, S050 each; No. 
92, quart, $6. 79 each; "No. 93, quart, 
$7.42 each; No. 1065, pint, $4. 88 each; 
No. 205, quart, $5. 23 each 

Pots. — Turner Line, No. 53, 
$7.97 each: No. 
76, $7.13 each; 


Fire 
$7.20 each; No. 63, 
66, $10.18 ‘each: No. 
No. 34, $8.67 each. 








We uote from Boston jobbers’ , 
rh i , F | ing 300 to 499 Ib., 50 cents per 100 IL. | WEATHER STRIP—tThe retail trade 
Fasts.— Storm window, Dolber’s, : : ; weather strip. Pur- 

as cee Ghats Gon Gok leaden | te. quote from Boston jobbers’ is still buying we p 

No. 1718Z, $19.25 per gross sets net. | Saeet—Mett otesl bare, 8.95% per chases are conservative, however, in- 

Merrill’s, galvanized, $7.50 per doz. 100-Ib. base; flats, $4.15: plain con- asmuch as it is believed the big public 

sets net. Sargent’s eyes, No. 445, crete bars $3 26 14° deformed con- “ t h d it k 

$1.08 per 100. Stanley .Works win- crete bars, $3.26%: tire steel, $4.50 to buying movemen as passed its peak. 

dow hinges. he — $5.88 per doz. | $4.75; open-hearth spring steel, $5 We quote from Boston jobbers’ 
net; No. 1716J, $11. 0 per gross sets. | and $10; crucible spring steel, $12; stocks: 
FELT.—Felt is still required by the | sents st. 01% to $5. ‘gM OPE, ee f° . wosgher Strip.—in bunting, Rostey. 

il . . half rounds ; ovals, 90; e per cen iscoun xcelsior 
retail trade. Buying today, however, | hexagons, $3.26%: cold rolled steel, felt edge, 65 per cent discount; Flexi- 
is extremely conservative. | $3.95 to $4.45; toe calk steel, $6; ble felt, 20 per cent discount. 

9 
It’s True 

It isn’t exactly true to say that busi- If Christmas comes—can bills be far that he wants to step on the gas and 

ness came back; certain people went behind? .*-s side-step everything else. 


after it. 
~~ * ” 


One trouble with the labor movement 
is the fact that we have too many 
cabooses and not enough engines. 


A large proportion of our trouble is 
caused by too much bone in the head 
and not enough in the back. 


The trouble with young America is 


* * * 


Automobiles wouldn’t be dangerous 
if the horsepower of the engine was 
proportioned to the horse sense of the 
driver. 
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This will stop them! 


When a motorist sees one of these, 
he stops. He avoids trouble by do- 
ing so. When he sees a NONE 
BETTER Socket Wrench Set Dis- 
play Carton, he stops—looks—and 
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usually buys. He likewise avoids 
trouble, for the NONE BETTER 
sets are so conveniently useful that 

* he keeps the loose nuts on his car 
tightened up and upkeep expense 
and annoying squeaks down. On all 
sales you profit; on many sales your 
profits multiply. 
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New Britain 

Machine Co. 
198 Chestnut St. 
New Britain 
Conn. 


me 


— ————————— Manufach, ed bh; ————————— 
== THE NEW BRITAIN M™ CHINE cO,.= 
A a 


This is the No. 3 
Set Display Carton 
ac and 
Orange. Write 
for catalog show- 
ing the complete 
NONE BETTER 
Line. : 


ae 


NONE BETTER. 
Socket Wrench Sets 
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Out-Selling Everything 
in the Field! 











TUBULAR LATCHES 


For SCREEN Doors 
FRENCH Doors 


Model 1151 here _ illustrated. 


This latch has positive locking 
device. May also be had with 
one knob and lever. Other 
models without locking device. 


And CUPBOARD Doors 


No. 1381—Glass Knob. 


Made in three sizes— 
all finishes. 


Same models may be 
had with Opal Knobs. 


No. 1382—Brass Knob. 


Our brass knob models are 
made in several styles— 
two sizes—all finishes. 





This is Why— Dexter latches set into the door, 
yet require no mortising or gouging. Simply 
bore two holes (see illustration) slip in the 
parts and the job is done per- 
fectly. Dexter latches are 
trouble proof—they consist of 
only three substantial working 
parts, are positive in action, 
practically indestructible and 
extremely good looking. 


NATIONAL BRASS COMPANY 
Madison Ave. S. E. 
GRAND RAPIDS, MICHIGAN 
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1925 Business in Northwest Ahead of Previous 
Year’s—Collections Well Maintained 


(Minneapolis office of HARDWARE AGE) 


OTALS show that business this year in the Northwest is far 


ahead of a year ago. 


In Minneapolis alone, during the first 


three weeks in December, there was an increase in retail busi- 


ness of between eight and twelve million dollars. 


This is indicative 


of the improvement in trade in general over the entire territory. 
Minnesota this year held second place in the production of pota- 


toes, and the price was more than trebled. 


In North Dakota the 


old loans have been cleared away, farm lands have sold more freely 


and every indication is for a prosperous year in 1926. 


In South Da- 


kota similar conditions prevail, and in Montana agriculture has been, 
on the whole, very successful during 1925. 

Retailers are at the present time in the throes of the annual in- 
ventory, and the jobbers have been busy with the annual sales- 


men’s conference. 


For this reason there has been ]Jittle activity in 


the sales field, as far as sales to the dealer by jobber is concerned. 
By the time this is in print, however, the salesmen will have started 
out for another year of activities, with prospects of exceeding their 
1925 totals, and with very bright possibilities for one of the best 
years for business since the busy days of the war period. 

Little or no attention has been paid to alteration of prices during 


the past three weeks. 


With the opening of the campaign for the 


vear, however, there will be more changes and the next report should 


record several. 


Collections have kept up well considering the holiday business. 


ASH SIFTERS.—Sales have been very 
good, with prices steady. Stocks are 
still well filled. 





We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wood square ash 
sifters at $2; metallic rounds, $4.25; 


and wood barrel at $6 per dozen, net. 
AXES.—Sales are very good, with 
prices unchanged. Stocks are well 
filled for the heavy demand of mid- 
winter. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit base 
weight axes at $14.50, and double bit 
base weight axes at $19.50 per doz., 
net. 

BALE TIES.—Demand is fair, with 
prices unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single loop bale 
ties, 9% x 14, $1.50; 9% x 15, $1.36; 
9% x 14, $1.53. 

BOLTS.—Call is rather light at 


Future orders have had some 
Prices have not changed. 
stocks, 


present. 
attention. 
We 
f.o.b. 
45 per cent; 
cent: stove 


quote from jobbers’ 
Twin Cities: Carriage bolts at 
machine bolts at 0 per 
bolts at 75 per cent, and 
lag screws at 5 per cent from list. 


BRADS.—Call is much lighter, 
stocks ample for the demand. 
show no changes. 


We 
f.o.b. 





with | 
Prices 


stocks 


»- 


quote from itobbers’ 
Twin Cities: Wire brads in 25 
lb. boxes at 75 per cent from lists. 
BUILDERS’ HARDWARE.—Call | 
shows a slackening of the construction | 
work in this section, due to extreme | 
cold weather. Prospects are for an- | 
other excellent year in the building | 
field during the coming season. There | 
is still some work being completed, | 


et 





but for the most part, the construction 
work is completed for the winter. 

COAL HODS.—Call is good, with 
stocks well filled. Prices have not 


changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Japanned open 17 


in. coal hods at $3.60; 18 in. at $4.15; 
japanne -d funnel hods, 17 in., $4.50; 
18 in. $5. 15; galvanized open, St in., 
$5; 18 in., $5.50; galvanized, funnel, 
, $6. 45, and 18 in., $7 per dozen, 


DAMPERS.—Demand is normal, with 
stocks in good condition. Prices are 
steady. 


We quote from 
f.o.b. Twin Cities: 
handle dampers, 6 in., 
iron, coil handle, 6 in., 


jobbers’ stocks, 
Cast iron, wood 
$1.40, and cast 
$1.20 per doz. 


EAVES TROUGH CONDUCTOR PIPE 


AND ELBOWS.—Retail sales are 
negligible, with light demand from 
dealer to jobber. Prices show no 
changes. 
We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Slip joint 28 ga., 
5 in. single bead eaves trough at 
$6.05 per 100 ft.; 29 ga., $5.50 per 
100 ft.;: 28 ga., 3 in. conductor pipe at 
$.40 per 100 ft.; 3 in., elbows, $1.73 
per dozen, net. 
FIELD FENCE.—Dealers are con- 


sidering their needs for the coming 


season. Stocks are light with dealers. 
Prices have not changed. 

We quote from jobbers’ 
f.o.b. Twin Cities: 26 in. 10 ga. top 
and bottom 13 ga. intermediate type 
of fence at $30.04 per roll with other 
sizes and weights in proportion. 

FILES.—Sales have been very good 
during the past weeks. Stocks are 


stocks, 





light but well assorted. Prices are un- 


changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files 


at 50 per cent, and second grade files 
at 60 per cent from lists. 


GALVANIZED WARE.—Holiday sales 
were fair, with ample stocks from 
which to draw. Prices are steady as 
last quoted. 


We quote from 
f.o.b. Twin Cities: 
galvanized tubs at $7.50; No. 2, $8.25; 
No. 3, $9.45; heavy tubs, No. 1, 
$12.60; No. 2, $13.80; No. 3, $15; 
ard 10-qt., pails, 2.70; 12-qt., 
14-qt., $3.40; stock pails, 16-qt., $5, 
and 18-at., $5. 50 per dozen, 


GLASS AND PUTTY.—Call for these 
items has been very good all during 
the fall and early winter. Stocks are 
somewhat uneven, with prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Minn. prices, sin- 
gle strength glass, 83 per cent; double 
strength, 85 per cent, and _ strictly 
pure putty in 50-lb. drums at $4.85 
cwt., net. 


HAMMERS AND HATCHETS.—Holi- 
day sales were good, with stocks well 
assorted. Prices have not changed. 


jobbers’ stocks, 
Standard No. 1 


We quote from _ jobbers’ stocks, 
f.o.b. Twin Cities: ~— No. 11% 
carpenters, hammers $12.60; 


Plumb No. HFS81, $10. 50; _™. No. 
2 broad hatchets, $14.45 ‘No. 2 shing- 
ling, $11.20, and No. 2. claw, $12.50 
per doz. net. 
ICE CREAM FREEZERS. — Future 
orders are being made for stocks for 
spring. Demand is fair. Prices show 
no changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Peerless ice cream 
freezers, 1 qt., $2.10; 2 qt., $2.45; 3 
34 $2.95; 4 qt., $3.60; 6 qt., $4.55, and 

ot $5. 90 each, net. Arctic freezers, 

2.78; 4 qt., $2.98; 

White Moun- 
qt., $3.38; 4 qt., 
$4.13; 6 qt., $5.23 each, net. Alaska 
freezers in both grades, 20-10 per 
cent from list. Auto Vacuum freez- 
ers, 33144 per cent from lists. 


LANTERNS.—Sales have been very 
good during the past few weeks. 
Stocks are still well filled, with prices 
unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Long or _ short 
eave tubular lanterns, $13 per dozen 
net. 


NAILS.—Call has dropped down con- 
siderably in December, due to lessening 
of building operations. Stocks also 
have been lowered as far as possible, 
for the inventory. Prices have not 
changed. 


We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Standard wire 

nails at $3.25 keg base, and cement 

coated wire nails at $2.40 keg, base. 
OIL HEATERS.—Demand has been 
very good, and still is active. The 


sudden cold weather has aided in sell- 
ing more heaters of this type. Stocks 


are in fair condition, and _ prices 
steady. 
We quote from jobbers’. stocks, 


f.o.b. Twin Cities: No. 12 oil heaters, 
japanned polished steel, 
and No. 016, nickel polished 
$5.32 each net. 


$3.66 each, 
steel, 


Reading matter continued on page 98 
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Seven Sizes 


6” to 21” 


Nothing Better Made For Heavy Work 


The Coes All-Steel Wrench is a veritable 
giant in strength, with the grip of a vise 


Whether the job is to tighten big nuts to 
“Stay put,’ or loosen and remove the 





and a powerful leverage that helps the 
user accomplish results which prove it 
a ‘‘Master”’ tool. 


“Cranky,” stubborn, won’t budge kind— 
doesn’t matter—the COES makes quick 
work of all varieties. 


COES WRENCH 
“In Business Since 1841” 


Worcester 


CO. 


Mass. 


All Leading Jobbers Carry Coes Wrenches 


J. C. McCARTY & CO. 
JOHN H. GRAHAM & CO. 
FENWICK FRERES 


Selling Agents 


29 Murray St., New York 
113 Chambers St., New York 
8 Rue de Rocroy, Paris, France 








WROUGHT BRONZE 


WROUGHT STEEL 





The Quality Line 





THE NEW 


o> BASIL DESIGN sw 














The Finest Stamped Design Made 








READING HARDWARE COMPANY 
READING, PENNA. Chicago 


San Francisco 


New York 
Philadelphia 
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OIL STOVES, OVENS AND WATER 
HEATERS.—Call is fair, with stocks 
light. Dealers are considering their 
needs for the coming season, with the 
possibility of better sales this year than 


last. Prices are steady. 
Prices to retailers f.o.b. Twin 
Cities: ; ' 
Oil Cook Stoves 
PERFECTION— _ 
Me, FS B PUPMOTB. oc ceccosccess $1 (1.00 
ie FO iv co cccesed sess 22.50 
No. 74 4 burners.............. 28.00 
No. 75 5 burners.......-.--se- 39.00 


Perfection dealer’s discount, 30 and 
5 per cent on lots of 10 or more; on 


less than 10, 30 per cent. 
PURITAN (Improved Model)— 
a . Ge BR, os0cev000seus $17.50 
No. 48 3 DEFMOTS.. 20. cccvccess BEee 
No. 44 4 DUPMOTB.....cccccccse S000 
Puritan discounts same as Perfec- 
tion. 
NESCO— 
i ee i 5 ese e eens $9.50 
oe | 2 2 i coe he ee een 17.35 
Se | 6£lCC ee 22.00 
No. 214 4 burners............. 28.00 
ae. 2 ll, 39.50 
No. 1102 high shelf only....... 5.25 
No. 1103 high shelf only....... 6.50 
No. 1104 high shelf oniy....... 8.00 
No. 1105 high shelf only....... 9.75 
Nesco dealer’s discount, 30 and 35 
per cent. 
Ovens 
PERFECTION— 
No. 211 1 burner plain door....$2.50 
No. 211G 1 burner glass door.... 2.70 
No. 121G 1 burner glass door.... 4.90 
No. 122G 2 burners glass door... 6.00 
Pt DE ~<icadsbacussoansde nee te 6.15 
Dealer’s discount, on 10 or more, 
30 and 5 per cent; less than 10, 30 
per cent. 
PURITAN— 
No. 42G 2 burners glass door.. .$5.50 
Dealer’s discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cen 
NESCO— 
No. 05 1 burner solid door.....$2.10 
No 5 1 burner glass door..... 2.25 
No. 010 1 burner solid door..... 4.15 
No. 101 burner glass dvuor..... 1.19 
No. 020 2 burners solid door.... 5.15 
No. 20 2 burners glass door.... 5.40 
No. 030 2 burners solid door.... 5.40 
No. 30 2 burners glass door.... 5.70 
Dealer’s discount, 30 and 5 per 
cent 
Water Heaters 
ON ee eh ale eld eee $45.00 
rrr ee Gee. ce cuecseses 40.00 
Perfection No. 121.............. 80.00 
Nesco discount, 30 and 5 per cent; 
Perfection discount, 30 and 5 per 


cent in lots of 10 or more: less than 


10, 30 per cent. 
Wicks, Etc. 
Rockweave wicks, 25c. each. 
Perfection and Puritan, $4 per doz. 
and $48 per gross. 
Discounts same as on 
stoves, ovens and heaters. 


PAINTS AND WHITE LEAD.—There 


is some demand for interior finishing 


oil cook 


materials. Sales otherwise are quiet. | 
Prices show no changes. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Best grade house 


paints at $2.80 per gallon, in 1 gal- 
lon cans, and white lead in 100 Ib. 
kegs at $14.29 cwt., net. 


PAPER.—Demand is light at present. 
Stocks have been cut down for in- 
ventory. Prices show no changes. 


We quote stocks, 
f.o.b. Twin build- 
ing paper in rolls 


from jobbers’ 
Cities: Red rosin 
290. 25 and 30 Ih. 
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at $3.25 cwt., and tarred felt at $3.35 
cwt., net. 
PYREX OVENWARE.—Demand for 
| . . 
this class of utensil has been excellent 
during the holiday season. Stocks have 
_been heavily drawn on, and prices are 
firm. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 113 casse- 
roles at $1.17; No. 197 casseroles, 
$1.17; No. 202 pie plates, 50c.; No. 
210 pie plates, 67c.; No. 212 bread 
pans, 60c.; No. 231 utility pans, 67c.; 
No. 12 tea pots, $1.67; No. 24 tea 
pots, $2, and No. 36 tea pots, $2.33 
each net. . 


_ROPE.—Immediate sales are light, but 
_there have been some very good orders 





placed for spring delivery. Prices 
show no changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope at 26%c. Ib. base, and 0best 
grade sisal rope at 19%c. lb. base. 





| SASH CORD AND WEIGHTS.—De- 
mand has. slacked up _ materially. 
Stocks are heavy enough for the call, 
and prices are steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade sash 
cord, 78%4c.; second grade, 45c.; 


cast iron sash weights at $2.10 cwt., 
net. 
SCREWS.—Call is fair, with stocks 
rather light. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws, 7-25 per cent: flat 
head japanned, 65-25 per cent; 
round head blued, 70-25 per cent: 
flat head brass, 70-25 per cent, and 
round head _ brass, 70-20 per cent 
from lists. 

SIDEWALK SCRAPERS.—Sales have 


improved greatly in the last few weeks. 


Scarcity of snow during the fall held 
up sales of scrapers, but conditions are 
changed now. Prices are steady as 


quoted. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Kohler’s§ side- 


walk scrapers at $5 per dozen, net. 


-SKATES.—The season is at its height, 
and 


skate departments are _ rushed. 
Shortages of popular sizes have been 


common with the dealers, and rush fill- 


in orders have been made. Total sales 


'will doubtless surpass any previous 


Prices are steady as quoted. 


year. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Sterling half 
hockey shoes and skates, $4 pair; 
North Star aluminum finish tube 
skates and shoes, $7.25 pair; nickel 
finish, $8.25 pair; Nestor Johnson 
Flyer skates and shoes, aluminum 


finish, $5.50 pair, and nickel finish, 
$6.50 pair. 

SNOW SHOVELS.—Demand has 

rapidly improved with the coming of 


snow. Sales are good, with prices un- 


changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wood snow shov- 
els, $19: steel blade, straight handle, 
$4.50; galvanized steel blade, D han- 
dle, 15% x 17, $10.80, and 16 x 21, 
$11.50 per dozen, net. 


SOLDER.—Call is light, with stocks | 
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' in similar condition with the dealers. 


Prices have not changed. 

We quote from jobbers’. stocks, 
f.o.b. Twin Cities: Warranted half 
and half solder at 42c. lb. and strict- 
ly half and half so.der at 4le. lb. net. 


STEEL SHEETS.—Sales are fair, with 
ample stocks on hand. Prices have not 
changed. 


We quote from 
f.o.b. Twin Cities: Black steel sheets 
at $4.35 cwt., and galvanized steel 
Sheets at $5.60 cwt., base. 


STEEL TRAPS.—Demand for traps is 
very good, with stocks well filled. 
Prospects are for a very good year. 
Prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Triumph No. 0, 
traps, 9c.; No. 1, 22c.; No. 1%, 18%4c.; 
No. 2, 25%c.; No. 3, 41%c.; No. 4, 
; No. 115, 15c.; No. 215, 29%c.; 
I $1.15; No. 115X, 20%c.; No. 
215X, 30%c. each; Victor, No. 4 traps 
at $1.10; No. 1, $1.38; No. 1%, $2.44; 
No. 2, $3.36; Oneida jump traps, No. 
0, $1.59; No. 1, $1.83; No. 1%, $2.81 
per dozen, net. 


STOVE BOARDS.—Call is normal, 
with stocks heavy enough for the de- 
mand. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Crystallized stove 
boards, 28 x 28, $16.95; 30 x 30, 
$19.70; 36 %V%« 36, $27.45 per dozen, 
net. 

STOVE PIPE AND ELBOWS.—Call is 
steady, with prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Uniform blued, 
28 ga., 6 in., Knocked down stove 
pipe at $14.75 per 100 lengths; com- 
mon iron corrugated elbows, 6 in., 
$1.30; and adjustable charcoal iron, 6 
in. elbows at $2.05 per dozen, net. 


STOVE SHOVELS.—Sales are fair, 
with no change in prices. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Japanned, 14% in. 


jobbers’ stocks, 


stove shovels, 50c.; Jumbo, 21% in., 
$1.55; Jumbo, Jr., 14 in., 85c. per 
dozen, net. 

TORCHES.—Some _ spring’ delivery 


business is being taken by the sales- 
men at present. Sales now are fair, 
with prices steady. 


We quote from jobbers’ 
f.o.b. Twin Cities: Turner 
Line, No. 43, qt., $5.76; No. 
$6.53; No. 47, qt., $7.08; No. 
$7.48; No. 49, qt., $8.54; No. 52, qt. 
(flat), $6.96 each. Turner Standard 
line; No. 8, pt., $5.33; No. 14, pt., 
$5.76; No. 22, qt., $6.53; No. 30, qt., 
$5.76; N ee 


qt., 
pt., $4.88; No. 


stocks, 


205, 
. Turner Fire Pots, 
No. 63, ; No. 66 
76, $7.13; 34, $8.67 


each 


No. 


WIRE.—tThere is some call in a retail 
way. Spring business is receiving at- 
tention by the jobbers. Prices have not 


changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Painted cattle wire 
at $3.01 per 80-rod spool: painted 
hog wire at $3.22 per 8@-rod spool: 
galvanized cattle wire at $3.21 per 
80-rod spool; galvanized hog wire at 
$3.48 per 80-rod spool; smooth black 
wire No. 9, $3.25 cwt., and galva- 
nized smooth wire No. 9, $3.70 cwt. 








The Chain Store Menace 


HE chain store menace is one of the most persistent and formidable forms of com- 

petition with which the retail hardware merchant must contend. During the pres- 
ent month HARDWARE AGE is to begin the publication of a series of constructive articles 
on this subject, written by a man who knows his subject as few men know it. 








Reading matter continued on page 100 
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ae icsting Feature 


Sells Lawn Mowers 
or 


AY “self-adjusting and _ self- 
sharpening’ to your lawn 

mower prospects. And _ they'll 
want the mower that has these fea- 
tures. TheF. & N. Self-Adjusiing 
Device does away permanently 
with annoying, difficult screw ad- 
justments—and with poor mow- 
ing that results when adjustments 

/ are neglected, or improperly made. 
No chance for wear, lost motion, 

| or neglect. Buy mowers from the 
jobber whose mowers have this 
device—or write us for the name 











of the one nearest you. 


Write for catalog and 
free self-adjusting ball 


\ bearing demonstrator. 


Al 
Fé 


THE WORLD'S LARGEST LAWN MOWER MFGR. 


RICHMOND, INDIANA, — U.S.A. 
RIC 
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Making Merchandise 
Move Faster 


After all, there's only one reason why any 
dealer installs Warren Fixtures. He knowshe , 
is going to sell more merchandise at a profit. 





He knows that most customers enter a store 
with certain purchases in mind. But, if they 
see something else they can use, attractively 
displayed, they will probably buy that also. 
Good display is responsible—good display 
fattens the bank balance. 


WARREN FIXTURES 


One merchant writes that Warren Fixtures in- 
creased his sales 40 per cent.; another says, 
“‘My sales jumped $10,000 in one depart- 
ment’; still another finds that ‘‘of every ten 
people entering my store, six make extra pur- 
chases due to the display in Warren Fixtures.”’ 
For Warren Fixtures display your goods to ad- 
vantage, where customers can see and be re- 
minded of articles needed. Add to this, 
greater attractiveness, more orderly _ stock- 
keeping and increased turnover. 

Why not learn what Warren Fixtures will do 
for you? Tell us your problem and let our 
Planning Department of practical hardware 
men offer suggestions which if carried out will 
make merchandise move faster in your store. 


There is no substitute for Warren Fixtures. 


J. D. WARREN MFG. COMPANY 
159 N. State Street, Chicago, Illinois 
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A Shaving Help for 
“Every Man” 


Here it is—The new cham- 


pion of speedy selling novel- 
ties. 


Kling Klip is just the article 
that men have wanted for years 
—a simple but efficient suction- 
clip that holds to any smooth 
or polished surface—at home, 
on the Pullman, anywhere. It 
prevents the brush from tum- 
bling and rolling—keeps it clean, 
lengthens its life, and makes 
shaving easier. 

There is a liberal profit on every 
sale—and no limit to rapid turn- 
over at 25c each. 

Send now for handy self-selling 
display carton—takes up but a 
few square inches on your coun- 
ter, holding one dozen Kling 
Klips, packed in _ individual 
boxes. 


A. K. TROUT CO., INC. 
Dept. X 
342 Madison Ave., 
New York 
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Advice to Customers Builds 
Prestige 


from the direct selling house, but I want to 
mention one in particular that has frequently 
occurred to me. : 

I have often noticed the fact that retailers, in 
attempting to sell any mechanical apparatus, or 
anything requiring some attention to keep it in 
operation, usually stress too much the point that 
the article they’re selling is “no trouble at all to 
care for,” thus wrongfully giving the impression 
that its foolproof. Sale made, they send the cus- 
tomer away, believing he has purchased some- 
thing miraculously endowed with the ability to 
perpetually operate successfully, without human 
intervention. Many are the articles in a modern 
hardware store that must necessarily be classed 
as mechanical, and anything mechanical must be 
taken care of, and cannot possibly be foolproof. 
Oil stoves, lawn mowers, pumps, electrical appli- 
ances, etc., all come under this heading, and with 
proper instructions for use, owners would derive 
much greater satisfaction from them. But they 
too seldom get the instructions. Retailers often 
seem afraid that if a woman is told she should 
clean her stove wicks each day, and drain the 
pipes once a month, and all the other simple 
things necessary to keep the stove in good run- 
ning order, it will “scare her off.” They wait 
till the wicks, after being used a few months, are 
s0 coated with carbon they “won’t come out,” 
and then when the owner complains, she is told 
to clean the stove! Thus is broken up her pretty 
illusion that it ‘“‘was no trouble at all to care for.” 
Or, if it’s a vacuum cleaner, we may fail to tell 
the purchaser to oil it, because “that’s a little 
trouble, and women don’t like to bother with such 
things.”” You’ve heard that said, whether or not 
you were ever guilty of making the statement 
yourself. 

This neglect only serves to save up trouble for 
the future, for both the dealer and the person to 
whom the appliance is sold: For the customer 
will undoubtedly complain (to neighbors, if not 
to us, and that’s worse) when an article doesn’t 
perform according to Hoyle. And then we have 
the unpleasant job of explaining why we didn’t 
give the necessary directions in the first place. 
It’s a difficult scene, with the “eternal triangle” 
as players: The dealer as defendent, the cus- 
tomer as plaintiff, and the appliance as co- 
respondent! This sad ending is the result of the 
average retailer’s methods, and differs radically 
from those employed by the direct selling house. 

These direct-to-consumer sellers are not afraid 
to lay it on thick. Printed directions reach the 
buyer along with every article. They emphasize 
the fact that care must be used, and usually dis- 
claim all responsibility for satisfactory perform- 
ance, if directions are not scrupulously followed. 
Do they “scare off” purchasers? We know, to 
our sorrow, they do not. Customers are made 
to fully realize that it’s up to them to keep the 
thing working, and the fact that care is required 
seems to but add to their respect for it. 

Man likes to consider himself a veritable ‘Mr. 
Fixit,” and usually takes an enormous amount of 
pride in getting and keeping mechanical things 


T trom tn many a tip we can profitably take 
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in shape. The direct sellers are capitalizing on 
this universal “failing,” while we retailers are, 
for the most part, ignoring it. 

We will have with us always a few people who 
are incapable of, or at least disinclined to try 
understanding any mechanical operation. Usually 
this is simply a lack of confidence and experi- 
ence. As, for example, one woman was telling 
me recently about an oil stove she had that 
wasn’t working properly. It happens to be one 
of the simplest stoves on the market, and, al- 
though this particular stove was practically new, 
she had used the same make continuously for 
eighteen years. However, she wanted to call in 
an expert to work on it, as she was afraid to try 
adjusting it herself, because she said it was “so 
extremely complicated that no woman could pos- 
sibly understand it!” The stove needed leveling! 
However, it’s the exception that proves the rule, 
and the fact that this incident was worth remem- 
bering proves it not an everyday occurrence. 

The use of so many appliances that a few 
years ago were unknown, with many more being 
put on the market each year, is rapidly making 
us a nation of engineers, willing to and capable 
of following instructions. We use electric heat- 
ers, Sweepers, washers, irons, pumps, fans, sew- 
ing machines, etc.; steam or hot water heating 
systems; radios, autos—in fact, I might go on 
practically indefinitely, naming such mechanical 
appliances as are in common everyday use, but 
require some knowledge of how to care for them 
properly in order to keep them running. The 
public is being educated to them, however, and 
its up to us, as dealers in this class of merchan- 
dise, to help in the work, by seeing that what- 
ever we sell is properly understood by the pur- 
chaser, before he attempts to operate it. 








Color Values 


HE characteristic color of Philadelphia is gray, of 
"P “Gtoucester, Mass., the great fishing town, is blue; of 

Santa Fe a mixture of the brown gravel and the 
green cactus of the near desert, according to John Sloan, 
artist and teacher. New York City, almost alone, defies 
such classification upon the basis of a characteristic color 
because, being the melting pot of the country, it contains 
so many colors. 

Nearly all of the chain stores have characteristic colors 
with which their storefronts are painted. We are told 
that the exact formula for some of these is kept a closely 
guarded secret. Many other stores, preferring not to have 
their store fronts stick out on their avenues like so many 
sore thumbs, have their delivery wagons to stick out with 
a color or colors which do not vary. And still others, per- 
haps which have no delivery equipment of their own, find 
great value in holding to a characteristic color of paper 
for all their letterheads and bill heads and advertising, 
feeling that the latter are thereby more quickly recog- 
nized and located on busy, paper-laden desks. They are 
undoubtedly right. 
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It’s Much Easier to 
Sell the 


“AUTOMATIC” 


VERY merchant who handles 
AUTOMATIC INCUBATORS has 


this experience—he finds Automatics 


always have “‘first 
call” on the at- 
tention of incu- 
bator prospects. 
Their obvious 
quality, numer- 
ous convenient 
features and the 
famous patented 
Revolving Chute 
combine to make 
them the out- 
standing incuba- 
tors wherever 
they are sold. 





* = 
Automatic Incubators | 
are built in a wide range of sizes and —~ 
prices to meet the demands of your terri- _ 
tory. Their cabinets are exceptionally 
well made of genuine redwood and are 
perfectly insulated. Temperature con- 


trol is positive and automatic 
chance of overheating or underheating! 











never a 


Write Today for Full Information 


There is an “Automatic” jobber near 
you. Write today for his name, catalog = 
and complete proposition. 


The Automatic Incubator Company 
Dept. 217 


MEU UE EM 


Delaware, Ohio 


ETLULEUTELEEA 


NWF 
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Offsetting Stock Shrinkage 


petitor told me last year that he 
had yet to unpack a single ship- 
ment in a period of four months 
that was absolutely faultless as 
to quantity, style, number and 


(Continued from page 42) 


condition! It set him thinking. I 
believe that he has taken meas- 
ures to watch this leak. Very few 
of the smaller shops in the trade 
consider theft by employees or 


customers a serious item of loss. 
Certainly, it cannot be compared 
in the trade to the losses from 
this source in other lines of busi- 
ness. But it exists just the same. 





Window 


Hewitt & Black, Ltd., Medicine Hat, Alta, 
Canada. 


Hogg Bros. Hdwe., Oregon City, Ore 


Kessel, S., 35 S. Washington Ave., Ber- 
genfield, N. J. 

Klinkenberg, Paul G., Kendallville, Ind. 

Logan Hdwe. Co., Logan, Utah 


Longmont Hdwe. & Impl. Co., Longmont, 


Colo. 
McCabe Hdwe. Co., The, Petoskey, Mich. 
Maillie, A. J., Oelwein, Iowa. 
Maxfield Co., C. W., Batesville, Ark. 
Montana Lbr. & Hdwe. Co., Lewistown, 


Mont. 

Neill & Sons, Jas. 
Canada. 

Oregon Hdwe. & Impl. 


S., 105 Freeman Ave., Solvay, 


S., Fredericton, N. B., 


Co., La Grande, 
Ore. 
Papaleoni, 
N. Y. 
Phelps Dodge Merc. Co., Douglas, Ariz. 
Powers Hdwe., The, Webster City, Iowa. 
Schad & Pulte, Gainesville, Texas 


Spinney, Ltd., FE. K.,, Townsend Block, 
Main St., Yarmouth, N. S. 

Star Hdwe. Co., 36 Union St., Rockville, 
Conn. 


J. M., Indiana, Pa. 
Stiver Hdwe. Co., Huron, S. Dak. 
Sweeney Hdwe. Co., Rapid City, S. D. 
Twin Falls Hdwe. Co., Twin Falls, Idaho. 
West, Chas., Alabama City, Ala. 
Westbrook Hdwe. Co., 827-829 Main St., 


Westbrook, Maine. 
Woodward Hdwe. Co., Wm. W., Newton, 
ie De 


+ . 


Stewart & Co., 


Winners of $5 Prizes 
_Black Impl. Co., Wm. L., 
E. B., 403 Main St., 
Washington, N.>= ¢ 


Hammonton, 


N 


Daw son Co., Boon- 


ton, N. J. 
Harris Hdwe. Co., 
Kearney Hdwe. Co., Kearney, Nebr. 
Long & Co., M. M., Corvallis, Ore. 
Sower, John R., Frankfort, Ky. 
Tomlinscn Elec. & Hdwe. Co., Raton, N. 


Mex. 
Turk’s Hardware, Norfolk, Nebr. 
THIRD GROUP 


Fifty Winners of $10 Prizes 


Allen & Jemison Co., Tuscaloosa, Ala. 
American Auto Accessories Stores, 37-39 
W. Market St., Wilkes-Barre, Pa. 
American Hdwe. Stores, Fairfield & Mid- 
dle Sts., Bridgeport, Conn. 
Anderson Co., A. J., Fort Worth, Texas. 
Anniston Hdwe. Co., Anniston, Ala. 
Blue Grass Hdwe. Co., Frankfort, Ky 
Buhrman-Pharr Hdwe. Co, Texarkana, 
Ark. 
Carlisle Hdwe. Co., Springfield, Mass. 
Chambliss Hdwe. Co., Laurel, Miss. 
Colorado Supply Co., The, Pueblo, Colo 
Cullum & Boren Co., Dallas, Texas. 
Cunningham Bros., Corsicana, Texas. 
Dakota Hdwe. Co., Minot, N. D. 
Danner-Robertson, Eugene, Ore. 
Dixie Hdwe. Co., Savannah, Ga 
Ellis Co., Ray E., Wichita, Kans. 
Elsbury, L. D., 114 S. 14th St., 
Castle, Ind. 
Foster Stevens & 
Mich. 
Fox Bros. 
Bluff, Ark. 
Gadsden Hdwe. 
Goettsche & 
Wheeler 
Hartman Hdwe. 
Hassel & Schmits, 
ton, Iowa. 
Hollingsworth-Young Hdwe. Co., 
Green, Ky. 
Jacobson & Fugelso, Minot, N. D. 
Johnson Hdwe. Co, Boone, Iowa. 
Johnson Sptg. Goods Co., Iver, 155 Wash- 
ington St., Boston, Mass. 


New 
Grand 
415 Main St., 


> & Rapids, 


Hdwe. Co., Pine 


Ala. 
"2nd 


Co., Gadsden, 
Eggers, Cor. 
Grand Island, Nebr. 
Co., Alton, III. 
209 N. Main, 


and 


Burling- 


Dowling 


Juergens, J. A. 4th and Wabash Ave., 
Terre Haute, Ind. 

Kimball-Upson Co., 607-15 K St., Sacra- 
mento, Calif. 

Kunkel & Sons, M, Davenport, Iowa. 


Displays from Sportsmen’s Week 


(Continued from page 64) 


Lewis & Bennett Hdwe. Co., 48 N. Main 
St., Wilkes-Barre, Pa. 


Lowe Co., Geo. A., Ogden, Uta 

Lyon, Jr., W. C., E. ey ‘Hill St. 
Durham, N. C. 

McAllister Lbr. & Supply Co., The, 


Boulder, Colo. 

Marks-Clavet- Dobie 
Ont., Canada. 

Missoula Mere. Co., 

New York Sptg. Goods Co., 
St.. New York, N. Y. 
m4 Neill-McNamara Hdwe. Co., Vicksburg, 
Miss. 

Parson’s Hdwe. Co., war Okla. 
Pauly Hdwe. Co., ae , 4067 Shenandoah 
Ave., St. Louis, 

Prusia Branch caaere. Store, 1021 Central 
Ave., Fort Dodge, Iowa 

Sowle, J. E., Gloversville, , ae 

Sport Shop, The, Butler, Pa. 

Steel Hdwe. Co., Wichita, Kans. 

Sullivan Hdwe. Co., Anderson, a 
Treat Hdwe. Corp., Essex St. and Broad- 
way, Lawrence, Mass. 

Twin City Hadwe. & Htg. Co., 1926 Uni- 
versitv Ave., St. Paul, Minn. 

7 See ee 

L., 


Co., Port Arthur, 


Missoula, Mont. 
Chambers 


Ullrich Hdwe. Co., Clemens, 


Mic 
Hdwe. Co., E. 


Wilson 
Tex 

iehesty & Thomas Hdwe. 
First Ave., Birmingham, Ala. 


Winners of $5 Prizes 
Albany Hdwe. & Iron Co., 3943 State St., 


Beaumont, 
Co., 2011 


Albany, N. Y. 

at Anderson, Carl E., 100 State St., Racine, 
is. 
Macharach-Rasin Co., 14 N. Howard St., 


Baltimore, Md. 
Sackus & Morris, 273 Morrison St., 


land, Ore. 
_Barbarow Bros., 927 Main Ave., 
104 Main St., 


Port- 
Passaic, 


Barton St. John Hdwe. Co., 
Johnson City, Tenn. 
Behrendt’s Sptg. Goods, 
Bennett Hdwe. Co., Vancouver, 
Bourne & Bond, 640 S. 4th St., 
ville, Ky. 
transon & Griswold Hdwe. Co., Trinidad, 


Colo. ‘ 
Inc., H. H., 3rd and F Sts., 


3uhne Co., 
Little Rock, Ark. 


Eureka, Calif. 
Bush-Caldwell Co., 

124-126 S. Nevada 

Colo. 


Carman Impl. Co., 
The, Ironton, Ohio. 


Ave., Colorado Springs, 
Central Hdwe. Co., 
Sptg. Goods Co., 25 Central St., 
Bangor, Maine. 


3illings, Mont. 
Wash. 
Louis- 


Dakin 


Doust & Eveland, Cor. Hamilton and 
Illinois, Spokane, Wash. 

Eckroat Hdwe. Co., 223 S. Robinson, 
Oklahoma City, Okla. 

iivans, J. W., 121 Hight St., Pottstown, 
Pa. 
« Fairfield Hdwe. Store, The, 660 Post 
Road, Fairfield, Conn. 

Four Square Hdwe., The, 134 Lincoln 
Way West, Chambersburg, Pa. 

Freeman ee The, 1316 Abbot Road, 


tr vee N. 
General = Co., 802 Broadway, Den- 
ver, Colo. 
Hall, Elmer M., 
Harris-Lucket Hdwe. 
Texas. 
Hawthorne Hdwe. 


Fishing Creek, Md. 
Co., San Angelo, 


Co., 1062 Hawthorne 


Ave., Portland, Ore. 

Henderson Hdwe. Co., The, 912 Tenth 
St.. Modesto, Calif. 

Holter Co., A. M., Helena, Mont. 

Honsa Hdwe. Co., Geo., E., 1217 Ran- 


dolph St., St. Paul, Minn. 
Horvatt Pharmacy, Andrew J., 7 
St, Binghamton, N. Y 


6 Clinton 


Huske Hdwe. House, Fayetteville, N. C. 

Ingram Hdwe. Co., Enid, Okla. 

Jermyn Bros., 107-109 Washington Ave. 
Scranton, Pa. 

Johnson Hdwe. Co., 621 Market St., Chat- 
tanooga, Tenn. 

Keinard Bros., Phoenixville, Pa. 

Kenton tHiardware, 1721 Denver Ave., 


Portland, Ore. 


Co., 2201 Polk, San 
Chas., 


Koch Bros. 
Francisco, Cali 
Leonard Hdwe. 


Hdwe. 
f. 


Co., Petersburg, 
a. 

Lewis Lumber Co., Asbury Park, J. 
Lytle, an W., 926 Market St.; Chatia- 
nooga, Ten 

McCleland ‘Hdwe. Co., T., Jackson, Miss. 
McClure’s Hdwe. & Sheet Metal Works, 
1475 S. Pearl St., Denver, Colo. 
McLin Hdwe. Co., Astoria, Ore. 
Magistrini, S. A., 221 Georgia St., 
lejo, Calif. 
Marburger Bros., Logansport, Ind. 
ee Bros., 66 S. Broadway, Peru, 
Oklahoma City, 


_ Marshall 


_— Hdwe. Co., The, Meridian, Miss. 

Minot Hdwe. Co., Minot, N. 

Monier & Bro., FB, C., 38-42 ‘Main St., 
New Britain, Conn. 

Morehouse & Wells Co., Decatur, III. 

Morrell Hdwe. Co., The, 119 E. Pikes 
Peak Ave., Colorado Springs, Coio 

Mueller’s Bird Store, 1089 oceeene Ave., 
Jersey City, N. 


Val- 


Hardware, 


J. 

Murray Brooks Hdwe. Co., Ltd. Lake 
Charles, 

Nelson & "Reed Hdwe., Watertown, S. D. 

Nolte, Henry K., 117 Mt. Vernon Ave., 
Mt. Vernon, N. Y. 

North Side Hdwe., 4112 N. 24th St., 
Omaha, Nebr. 

Oklahoma Sptg. Goods Co., Oklahoma 
City, kla 

Osoff Hdwe. Co., 224 N. 16th St., Omaha, 
Nebr. 


Outdoor Sports Store, 1219 Spruce St., 


Boulder, Colo. 
Perry & Son, E., 1449 S. Broadway, Den- 
Paul, Minn. 


ver, Colo. 
Peter Co., The Julius, St. 


Plummer-Ferguson Hdwe. > Ltd., 
Sault Ste. Marie, Ont., Canada. 

Porter Hdwe. Co., Inc., E. R., Dothan, 
la. 

Pownall Hdwe. Co., Coatesville, Pa. 

fanus Hdwe. Co., 5 S. Union Ave., 


Pueblo, Colo. 
Roc hester Sptg. 


Goods Co., Inc., 79 State 
St., Rochester, N. Y 


Sheehy Hdwe., E. J., 223 Morrison St., 
Portland, Oregon. 
Sheets & Reed, 418 20th St., Huntington, 
W. Va 
207 S. 2nd St., Al- 


Simonson Cycle he 
buquerque, N. Mex 
Sivley & Sandlin, Albany, Ala. 
—_— Wadsworth Hdwe. Co., Charlotte, 
N. 
cain Pearl Hdwe. Co., 1579 S. Pearl St., 
Denver, Colo. 
Star Drug Store, 6th and Broadway, Ok- 
lahoma City, Okla, 


Sumner Co., Ltd., Moncton, N. B., Can- 
ada, 

Tapp, M. A., 5209 S. Union Ave., So. 
Tacoma, Wash. 

Tenk Hadwe. Co., Quincy, IIl. 

Tillotson, A. E., 225 N. 8th St., Boise, 


Idaho. 
Tritch Hdwe. Co., 

Denver, Colo. 
Tucson Sptg. Goods Co., Tucson, Ariz. 
University Park Hdwe. Co., Denver, Colo. 


The, 1022 17th St., 


Utica Cycle & Supply Co., Inc., 119 
Columbia St., Utica, N. Y. 

Warren Bros., 2012 Second Ave., Bir- 
mingham, Ala. 

Weener, Mrs. A. W., 2796 Larimer St., 
Denver, Colo. 

Western Arms & Sptg. Goods Co., 1157S. 
Main St., Salt Lake City, Utah. 

Whitfield Hdwe. Co., Sioux Falls, S. D. 

Whitney Sptg. Goods Co., Denver, Colo. 

Wilky-Wartman Oil Co., 202 W. Jeffer- 
son St., Phoenix, Ariz 

Wilson Hdwe. Co., The, Boulder, Colo. 

Woodruff Hdwe. Co., W. W., Knoxville, 


Tenn. 
Yorke & Wadsworth, Concord, N. C. 
Zion's Co-operative Merc. Inst., Salt 
Lake City, Utah. 
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A New Display Board 
Carrying General Service 


Socket Wrenches for 
Twenty Popular Cars 


The wrenches in this selection are 
adapted particularly to service and 
repair operations on the following 
cars: 








Chevrolet Nash 

Bui Star 
Chrysler Peerless 
Durant Lincoln 
Hupmobile Studebaker 
Willys-Knight Oldsmobile 
Packard Oakland 
Dodge Overland 
Essex Reo 
Hudson Jordan 





See how easy we have made it for 
dealers to secure this business. 


From the time you start showing 
these wrenches—sales start and 
continue as long as you keep them 
displayed. 


Ask your Jobber or write for 
catalog No. 500 





Watcpen-WonrceESTER 


Ineorporated 


475 Shrewsbury Street 
Worcester, Mass., U.S.A. 
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Dietzgen Steel Tapes 


An attractive display of Dietzgen 
Steel Tapes always results in sales. 
Keep a stock on hand and see that 
the name Dietzgen is prominently 
displayed because the buyers know 
that Dietzgen means dependabil- 
ity—reliability—accuracy. 





Our nearest branch will gladly co- 
operate with you. Write for our 
dealer’s proposition today. 


EUGENE DIETZGEN CO. 


Chicago New York San Francisco 
New Orleans Pittsburgh Philadelphia 
Washington Milwaukee Los Angeles 
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McKINNON 


ALL STEEL 


HOSE REELS 


LIGHT 
STRONG 
DURABLE 





NO BOLTS 


NO SCREWS 
NO RIVETS - 





MANUFACTURED BY 


McKINNON DASH CO. 
BUFFALO, N. Y. 
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As Easy As 
Driving a Nail 


7 st ag, Anyone can set a saw 
(GOULD 


accurately and speedily 

; .... & with a combined Gould 

\;., AUTOMATIC Saw Set and Gauge. 

\\ iy “ng This means your possible 
y g ier 








sales will be increased to 
at least one to every 
saw-owner. 

The combined Gould 
Saw Set and Gauge is 
fool-proof. It prevents 
over-setting; insures a 
positive, uniform cutting- 
edge; saves hours of un- 
necessary saw-filing. It 
is indestructible, and sets 
from six to eleven teeth 
accurately with a single 
blow of the hammer. 
Retail price (Saw Set 

and Gauge complete) 

50 cents each. 

The combined Gould Saw Set and Gauge comes neatly 
packed in an attractive display carton with the following 
assortment: 

1 dozen No. 8; % dozen each of Nos. 7, 9, 10 and 11. 

The discount is 33-1/3 per cent to the hardware trade. 
Order from your jobber, or if he has none in stock send 
us your order with the name of your jobber and we 
will see that you are supplied. 

The combined Gould Saw Set and Gauge is uncondi- 


tionally guaranteed. 


GOULD PRODUCTS CoO. 


Oakland . O. Box No. 235, Station F Calif. 
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Letter Chute Door Knocker 


Has Telescopic Feature 
Constructed of cast brass, highly 


finished, the Cowan Manufacturing 
Co., North Side, Pittsburgh, Pa., has 





placed on the market what will be 
known in the trade as the Cowan Let- 
ter Chute Door Knocker. 
scopic feature makes it adjustable to 
the thickness of any door, from 1% to 
2% in. The full outside dimensions 
of the door knocker are 3% by 9% in. 
and it weighs 3% Ib. 





New Hair Clipper Is 
Small and Compact 


Designed to fit the hand and fulfill 
the most exacting requirements for 
barbering, the Allover Mfg. Co., 


Racine, Wis., has placed on the market 
a new electric hair clipping machine. 
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A special feature of this machine is 
that it will operate on any 110 volt 
current, direct or alternating. Owing 
to its compactness and simplicity in de- 
sign, the practical elimination of vi- 
bration is stressed as another feature. 





Oil Burner Has 
Pre-Heating Feature 


The Alexander Milburn Co., 1416 
W. Baltimore Street, Baltimore, Md., 
has placed on the market a new type 
of oil burner and pre-heater, designed 
for use by foundries, boiler, machine 
and repair shops and for heating 
soldering irons to burners for core 
ovens and annealing furnaces. Its 
primary purpose is to give maximum 
combustion and greatest heat in the 
quickest possible time. 

The heater is of the atomizing type 
and economically utilizes the cheapest 
grade of crude, fuel or kerosene oil and 
compressed air under pressure vary- 
ing from 50 to 100 pounds. 
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The air supply line serves two pur- 
poses, furnishing a direct flow to the 
burner and also maintaining a similar 
pressure in the oil storage tank, which 





is stressed as creating a greater veloci- 
ty in the oil feed line, thus insuring a 
positive and uniform flow of both oil 
and air. 





Dexter Announces 
Five New Models 


The Dexter Co., Fairfield, Iowa, has 
announced five new electric washer 
models ranging from a single (wood 
tub) construction to an improved, all- 
metal, double tub machine, with facili- 
ties for handling every operation of 
the washing job. 

The latest Double Tub model, A-35- 
E, is equipped with two efficient alumi- 





num agulators, giving double capacity 
and a speedy washing action. It 
is built entirely of metal, with heavy 
corrugated copper tubs, aluminum 
steamproof lids and a_ satin-finish 
aluminum swinging wringer. It is 
also very compact and simple in its 
mechanical construction. 

The Model 9-E has the same con- 
struction as the double tub, but is a 
moderately priced single wood-tub 
washer, with convenient swinging 
wringer and folding steel shelf for 
rinse tub or basket. 

Of the other three models, one is 
similar to Model 9-E but has an ex- 
tended platform to hold an extra tub, 
and a folding steel shelf on the side 
to carry another tub and a clothes 
basket. The other two are copper tub 
models. 
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New Electric Range 
Has Large Oven 


A new electric range, known as the 
Senior Cabinet, has recently been 
placed on the market by the Westing- 
house Electric and Manufacturing Co. 
One of the noteworthy features is an 
exceptionally large oven, 18 in high, 
15 in. wide and 17% in deep, with a 
lining of vitreous enamel. 

On the platform of the new range 
are four surface heaters, one of 1800 
watts, one of 1500 watts and two of 
1000 watts. All the heaters are 8 in. 
in diameter with the exception of one 
of the 1000 watt heaters, which is 6 
in. in diameter. The two oven heaters 
have a capacity of 1800 watts each. 

It is furnished with an automatic 
control for the oven operation, has re- 
ciprocating switches and a 1000 watt 
appliance receptacle. 


. 


B, 


{ 








The new range occupies a space 54 
in. high, 24%2 in. deep and 46% in. 
long. It is available in either black 
japan or grey enamel finish, with right 
or left hand oven, and for full, half or 
non-automatic operation. 





Garage Door Holder 
Features Gravity Latch 


Designated to the trade as the “Ann 
Arbor Automatic,” the Knowlson- 
Stevenson Co., Ann Arbor, Mich., has 
recently placed on the market a new 
type of garage door holder, designed 
to eliminate the annoyance of having 


























garage doors slam shut by the wind 
when driving into a garage. In opera- 
tion, it is only necessary to open the 
doors. They remain open until it is 
desired to have them closed. By open- 
ing them still wider, an inch or two, a 
gravity latch is automatically released 
and the doors will close. 


Reading matter continued on page 106 
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Nail Clippers. 





Gem Reputation is World Wide 


Downright merit, national advertising in the Saturday Evening Post and 25 years 
of success to recommend them have created a world wide reputation for Gem 


Gem Tested Nail Clippers come packed in attractive cartons that start sales as 


soon as shown. The Gem retails at 50c.—the Gem Jr. at 35c. 


Cook’s “Burro” Hack Saw Frames 


Made by the same company that makes Gem Nail Clippers. The original 
Dollar Hack Saw Frame and decidedly the most satisfactory. Also made 
with shallower frame. Keep stocked. Send for Literature and Trade-prices. 


Ansonia, Conn. 


THE H. C. COOK CO. 























CHEAP GOODS 


Yes, we could make as cheap goods 
as anyone else, but half a century ago 
we decided to make our products AS 
GOOD AS THEY COULD POSSI- 
BLY BE MADE and we have stuck 
to it. 


Consumers know that any tool hav- 
ing the nnme MORRILL stamped on 
it IS THE BEST that can be had at 


any price. 
Dealers know that MORRILL 


PRODUCTS sell easily, stay sold and 
make satisfied customers. 
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We are happy because we have no 
kicks or comebacks. 

Yes, we believe that making THE 
BEST THAT CAN BE MADE was 
a wise decision. 

Sawsets, Nail Pullers, Bench 
Stops, Liquid Soap Dispens- 
ers, etc. 


CHAS. MORRILL, Inc. 
102 Lafayette St. New York 








Sell Them 
by the set 














Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the user. 





It isn’t hard. Every mechanic needs the entire set in his work, and ft 
resolves itself to a question of sejl him once or seventeen times. Bring 
out the value of the case, its use in keeping the bits in order and near at 
hand, preventing loss, ete. Try it. 

Forstner Bits are the only bits that sare not dependent on a center or & 
level to guide them. They cut from the outer rim. The entire surface is 
at work all the time; no jagged ends; every part of the work is smooth and 
Polished. They bore their way through hard, knotty, cross grained wood, 
leaving a smooth hole and clean, polished surface. 


Let us send you catalogues. Order through your jobber or direct. 


The Progressive Manufacturing Co. 
TORRINGTON, CONN., U. S. A. 























In a Close Corner or 


on Ordinary Work— 


The Bemis & Call Improved Adjustable “S” Wrench has 
the knack of getting around parts in confined places as 
well as providing the mechanic and layman with a gen- 
eral purpose tool. 

It is THE automobile wrench. Strongly constructed and 
easy to adjust with thumb of the hand holding it. 


A high quality B. & C. guaranteed product. Graceful in 
design, carefully hardened and tempered. Write for 


BEMIS & CALL CO. 


Springfield, Mass., U. S. A. 





THE STANDARD 
“S” WRENCH 
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How We Solved the Credits and 


Collections Problems 


By Alfred Rosenberg 


HAT a dull and uninteresting world this 

would be, if there were no problems to 
solve. 

The credit and collection department of hard- 
ware establishments in general furnish conflict 
which is the essence of drama and the spice of 
life. The problem of credit and collections is the 
fast cutting emery, upon which the wit and keen- 
ness of hardwaremen is sharpened. They become 
better judges of human nature, more capable to 
advise and sympathize with, and their judgment 
is rendered more potent by contact with their 
debtors. 

Petty Accounts 


We have successfully used two methods to col- 
lect petty accounts. When we fail to obtain settle- 
ment, after our monthly invoices have been ren- 
dered, about ten days—we write the delinquents 
a letter similar to the following— 


“My Dear Mr. Smith: 

“We have not received your check for invoice 
rendered on October Ist, and fear that it has been 
lost in the mails. The amount of this invoice, you 
will recall, was $8.64, covering two sets of garage 
hardware, which you ordered, personally. Realiz- 
ing that you are a stickler for promptness, in pay- 
ing your bills, we hasten to advise that you stop 
payment of check at your bank, and mail us dupli- 
cate. Regretting any annoyance that this pro- 
cedure may cause you, we are, 

Truly yours, 
STAR HARDWARE COMPANY” 
(You touch their pride.) 

It is surprising the number of small checks re- 
ceived a day or two following the mailing of this 
letter. 

The other method we have found equally as 
satisfactory is to phone to these petty debtors— 
generally at a time when we are sure the male 
head of the family is at home—and verbally re- 
port about the same story as the letter contains. 

This shows your interest in them—some natur- 
ally admit that they had neglected to mail the 
check— it would be dropped in the chute immedi- 
ately—others very graciously offer to send us a 
duplicate as suggested. However, it brings home 
the bacon. 

The personal touch works wonders—greater 
than all the magic of Houdini. Mind you, these 
methods are not bomb proof—100 per cent—but 
we have found them to be the most effective ways 
of collecting a large percentage of petty accounts. 
We have tried dozens of different ideas without 
sufficient success to warrant a continuance. 


Financing the Farmer 


Situated in the heart of the Connecticut Val- 
ley, we naturally cater for our volume of busi- 
ness to our good friend—the farmer—and we not 


only sell him his hardware, but Farm Machinery 
Implements, Seeds, Farm Equipment, and general 
supplies necessary to conduct an up-to-date mod- 
ernized farm. 

In the Connecticut Valley, Tobacco is King. 
Potatoes, fruit, and dairying are next in line of 
importance. I will not enter into the question of 
farming activities in our territory, but adhere to 
the subject of Credit and Collections, and endeav- 
or to convey some ideas of the ways and means 
that we have adopted to keep the accounts of our 
farmer friends down to a minimum. 

Credits ; 

First—when a farmer wishes to open an ac- 
count with the Star Hardware Company, we re- 
cord his property. statement listing his valuation 
of the farm—the assessed value. The recorded 
mortgages—any personal property claims, and 
his estimate of his own net worth. This gives us 
a fair idea of the amount of credit that he is en- 
titled to. Under no consideration will we extend 
credit to a farmer whose statement does not show 
a reasonable equity, based on present market val- 
ues. 

Second—Should we be unacquainted with the 
applicant personally we make it our business to 
ascertain all the data possible appertaining to his 
personal habits, character, business ability, and 
his knowledge of farming. 

Third—Especially are we interested in the an- 
swer to the question—“Is he a worker?” Person- 
ally, I believe that a man who really works is 
bound to succeed, and this factor alone often leads 
to a line of credits, even though his equity is less 
than his neighbor’s, who is not a worker. 

Another fact that we endeavor to ascertain. Do 
his purchases lean toward necessities and labor 
saving machinery, or is he a buyer of luxuries? 

So much for Credits. 

Why we succeed in collecting farmer accounts. 

Friendships 

We try to make them feel at home in our es- 
tablishment, introduce them to our salesmen, and 
request that they stop and visit with us, when- 
ever they are in town, make our store their head- 
quarters, gain their confidence, and never violate 
it. A farmer once your friend is always your 
friend. We visit him at his hoine, admire his 
stock, his crops, and his equipment, become ac- 
quainted in this way with the good lady, and the 
rising generation, if there are any. 

The one thing in this world that pleases a farm- 
er is to have a dealer visit with him. He and his 
family simply enjoy it. He wishes to be noticed, 
even as you and I. 


Your Chamber of Commerce 


Invite your farmer friends to become members 
of your local Chamber of Commerce. Meeting 


Reading matter continued on page 108 
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Complete Stocks 
Make Buying Easy 


ge Any style or any size of 

ap the 34 different types of 
Boiler Mop Wringers or 
Ezy-Squeeze Mop Squeez- 
ers can be had from us 
immediately. 





Jobbers and Dealers— 
Think what this prompt- 
ness means when “You 
want what you want when 
you want it.” And re- 
member you can obtain 


more saving in time and 
no bother of two accounts. 
You know our goods—you 
know how they sell, and 
you know how we stand 
back of them. 


Jobbers supplied direct— 
dealers through jobbers. 


No. 9 Challenge 


PETER PjOLLER MACHINE WORKS 


126-128 N. Curtis St. 





Chicago, Ill. © 








Sell the Best 
HARDWARE 
For Hard-wear 


ee60 rs ees 





(e) 
e) 
For more than 48 years 
Ke) {ease Bommer Spring Hinges have 
maintained their leadership and 
Ke] proven their superiority over all 
m= |__| = others. 
5 Ci They have kept pace with the 
6 times, because they have been 
an up with — ae whenever 


BOMMER 


SPRING HINCES 


ARE THE BEST 


Replenish your stock with Bommer. 
They are in universal gene “aioe: 
quickest to sell—easiest to appl 
the most satisfactory spring _ 
made. 
Your Jobber handles them. 


Send for New Catalog 47. It is a 
big help in ordering. 


Bommer Spring Hinge Company 
Manufacturers BROOKLYN, N. Y. 






































How Many Boat Owners 
In Your Town? 


Every one of them is a prospect for Jeffery’s 
Marine Glue. 

This glue has no equal for repairing leaky boats. 
Our slogan: Does your boat 
leak? has brought response 
from every part of the world. 

Our National advertising, 
dealer co-operation. circulariz- 
ing mailing lists in local terri- 
tory, booklets, etc., have brought 
business to thousands of dealers 
who find 


JEFFERY’S 
WATERPROOF MARINE GLUE 


a strong seller in the boating field. 
This glue is very elastic and covers well—one pound will 
waterproof about three sqtare feet of canvas or about four 
a A ‘. muslin or cotton, which proves its economy. 
make Marine Glues Cements for every purpose and 
nent squarly back of every product. 


our Hat da! e | 
@talog Buyers 
in | @talo 


L. W. FERDINAND & CO. 
150 Kneeland St. Boston, Mass. 














You'll F ind ¢ a Sesion 
Audience for Stovoil 


Women are certainly sick of the 
old-fashioned stove polish. A pol- 
ish coats over—Stovoil cleans, 
polishes but kills rust absolutely. 
Bottled form—lasts longer, sold by 
gas and hardware stores every- 
where. 

Order 3 Doz.—35% to 40% Retall 
profit or write for circular. 
Pacific Coast Distributors: 
General Sales Corporation 
718 Mission St., San Francisco 
474 Everett St., Portland, Ore. 
350 E. ist St., Los Angeles 


SUPERIOR LABORATORIES 


Grand Rapids Dept. 1202 
Michigan 


TRADE 


jTOVOlT. 





A Tom-Tap Product 
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business men will broaden the farmer’s viewpoint 
on many subjects affecting his welfare. The mem- 
bership of our local Chamber of Commerce car- 
ries 25 per cent farmers. This not only assists 
the hardware merchant, but makes your town or 
city the objective every time Mr. Farmer needs 
boots, shoes, meat, clothing, and increases the 
value of your town as a trading point. 

We have a Chamber of Commerce committee 
who act aggressively to assist our farmers to sell 
and obtain the best possible prices for their prod- 
ucts at the harvesting seasons. Do they appreci- 
ate it? You bet—as my friend Irving Treat 
would say. Last fall when potatoes were a drug 
on the market, this committee placed with the 
local merchants 2000 bushels of potatoes at 25 
cents a bushel higher than Maine potatoes were 
selling for at the time. Same procedure at har- 
vesting of the fruit crop. This is the kind of as- 
sistance that makes the farmer your friend. 


Remembrance 


It is not very costly to mail each family a card 
of good cheer at the holiday season. It is surpris- 
ing how they appreciate it. Watch your local 
papers for marriages and births, send an inex- 
pensive gift. 

In sorrow—at the passing of one from their 
home, send them a few flowers. They will never 
forget it. 

Work with your town and city and state offi- 
cials in getting appropriations through your leg- 
islature to build roads—better roads along the 
highways leading past your friends’ farms. Tell 
them what you are doing. 
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It will make them happy. Nothing increases 
farm property like State roads, and consider 
what an unlimited opportunity it presents for 
roadside markets, at which they can sell the prod- 
ucts of their farm. 

I assume you are wondering just what all of 
this has to do with collections. Let me sum it up 
in a few words. When you have gained the con- 
fidence of your farmer friends—when they have 
realized that you are rendering them service— 
exerting every energy to assist them to become 
successful in their lifework, isn’t it plain to be 
seen that when your bill reaches their homes, it 
has first preference to any real money that may 
be in the coffers of the home or in the bank? 

A check is usually the result. If not a complete 
settlement, a sizable amount on account. At 
least, this is the result that we have achieved. 

Should it be necessary to collect large sums to 
meet unusually heavy obligations, we have never 
failed, by calling on Mr. Farmer, to collect a 
greater sum than the occasion actually demanded. 

We have found that our method of personal 
contact with our farmer debtors has produced 
greater results in keeping our accounts receiv- 
able to a minimum, than would be accomplished 
by all the dunning letters that were ever con- 
ceived. Many concerns offering collection service 
have also failed in their endeavors. Farmers pre- 
fer to make settlements direct with the house 
from whom they purchased. 

I might add that covering a period of fifteen 
years, on farm sales aggregating approximately 
$1,500,000, we show a loss not to exceed one- 
eighth of 1 per cent. 











Average Honesty 


TT. HERE were few enough light touches in connection with that ghastly tornado which streaked through 

the center of the country recently, leaving nearly a thousand dead and several thousand wounded in its 
wake. But there was at least one. A woman in Gorham, IIl., tells how a wall as of the densest smoke 
roared past her, carrying almost everything before it, and how, after it was all over, she started down the 
road to find her children and did find the coat she had been wearing. “I put my han in the pocket,” she 
said, “and there was my husband’s pay check, safe.” 


But the honesty of the average American tornado is as nothing as compared with the honesty of aver- 
age Americans. Even the credit men’s associations, with their elaborate advice and precautions to insure 
the collection of bills, will admit that. And just because he happens to have a number of accounts on 
his books which are slow pay anid a very few which promise no pay at all, is no reason for the merchan- 
diser to tend to lose that faith in the general honesty of the individual which is so important:a part 
of a successful attitude toward one’s buying public. 





There are plenty of ways to get an accurate cross-section of average honesty. Ask the mail order 
houses, which would never have succeeded with their “money back if not satisfied” policy if average 
honesty were not high. Ask the ten-cent-store people, who leave all their goods on their counters, often- 
times unwatched. Ask the book publishers, who certainly ougt to know as the result of their “ten-days’- 
perusal-with privilege of return” plan. 


If the average person is honest, one cannot afford to think of and deal with people in general as if 
they were dishonest. 
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(CAR ownershave always been 
good customers for Crescent 
Wrenches, Crescent Pliers and 
Crescent all-steel screwdrivers. 
The new Crescent campaign fea- 
turing the fact that Crescent 
Tools fit nine out of ten jobs 
about the car will add still more 
to the multitude of Crescent 
Tool users. 

In connection with this national 
advertising campaign we have 
prepared a booklet telling the car 
owners how Crescent Tools can 
help the car owner to get the 
most satisfaction from his car. 
We shall be glad to senda supply 
of these books for your counter 
if you wish. 


CRESCENT TOOL 
COMPANY 


204 Harrison Street 
JAMESTOWN, N. Y. 


Originators of the Crescent Wrench 
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ETTE ST. NEW VORK 


here’s your 





hammer!” 


From the “Never Slip” Handle to the 
famous Cheney “Wedge” that keeps 
the head always tight, it’s a real tool 
for a real job: Just enough crown to 
the face to insure clean work and no 
hammer marks, just the right sweep 
to the claws to make nail-pulling easy 
and a “hang” that you’ll find in no 
hammer except a Cheney. 


Behind it all there are 90 years of ex- 
perience and an unqualified guarantee 
to replace without cost any Cheney 
Hammer that proves defective. 


8682 
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Cheney 

Grinder 






No. 4 


Noted 
for 
Fast, 
Easy Cutting 





When the home owner realizes what a good Tool 
Grinder SAVES—every family will own one. In 
the meantime impress this SAVING upon custom- 
ers along these lines: 

“Madam, when the grinder man calls—you give 
him a carver, a bread knife and a pair of scissors 
and shears to sharpen. You pay him about 60 
cents, but how long do the tools stay sharp? 
It’s 60 cents or more over and over and over until 
you’ve paid out more than enough to buy a 


CH EN EY 
Royal Grinder 


The first cost of these Grinders is the last, be- 
cause they last the longest life-time. They may 
also be had with handy attachments for sharpen- 
ing small edge tools—more SAVINGS for home 


tool users as well as housewives. 

And we haven’t mentioned garage men, farmers, 
and carpenters—the big Cheney line includes 
Grinders for every need. 

No Grinders are better made or more beautifully 
finished. They’re all guaranteed and pay a good 
profit. 


Send for Catalog and Trade Prices. 
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Two Major Factors 
in Threading Pipe 
CUTTING EASE 

HE new rake and long 

lead with which Oster 
Bull Pup dies are ground 
make starting and cutting 
surprisingly easy. 

CONVENIENCE 

3-WAY Bull Pups thread 
three sizes of pipe without 
change of dies or guides. 
l-way Bull Pups meet every 
requirement in the smaller 
sizes at low cost. The ratchet 
type combines solid con- 
struction with adjustability 
and ratchet convenience. 


Ask for our attractive discounts and full in- 
formation on the Bull Pup line for easier 
threading. 


OSTER 


The Oster Manufacturing Co. 


Manufacturers of the most complete line 
of pipe threading equipment in the world. 


1976 East 61st Place 
Cleveland, Ohio 
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What's it worth to your cus- 
tomer to always get the cold- 
drawn (30% stronger) Hollow 


Screws? 


It is worth what he otherwise 
pays to deal with the breakage 
of cheaper screws. It is worth 
what he’s spared in produc- 
tion losses. It is worth what 
he saves in mechanics’ time 
—say 60c. an hour; an hour's 
time per broken set screw. 


It's too big a saving for any 
price-difference to equal. You 
can readily explain that:— 
yes, the Allen advertising ex- 
plains it repeatedly to the 
very buyers you want to sell. 


‘THE ALLEN MFG. Co. 


139 Sheldon St., Hartford, Conn. 
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TUBULAR RIVET 











originators of the Tu- 


S 
A bular and Clinch rivets 


and with a record of more 
than fifty years of successful 
accomplishment behind _ us, 
we know that this product 
cannot be made better or 
priced fairer than we make 
them and price them. 


Coast Representative 


J. T. McDEVITT 


Postal Telegraph Building 
SAN FRANCISCO, CALIFORNIA 
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LOWELL 


Quality 


SPRAYERS 













CORBIN 
SCREW 





PRODUCTS 





Wood Screws—Machine 
Screws—Cap and Set 
Screws—Saw _ Screws, 
and Special Screws of 
every _ description. 
Stove, Tire, Sink, and 
Agriculture Bolts — 
Nuts—Escutcheon Pins 
—Jack, Safety, Plumb- 
ers, Register, Sash and 
Ladder Chains. 
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Fastest Selling 


Sprayers Made 

We shall be pleased to 
furnish quotations im- 
mediately upon receipt 
of samples, blueprints, 
or specifications. 


The CORBIN SCREW 
CORPORATION 


The ,American Hardware Corporation 
Successor 
229 High Street 
New Britain, Conn. 
Branches: 


New York Chicago Philadelphia 
Western Factory: Dayton, Ohio 





HAT Lowell Spravers sell more readily 
than any other is conclusively proven | 
by the fact that the decided preference for 
them has made the Lowell Specialty Co. the | 
largest manufacturers in the world of hand | 
and compressed air sprayers. 

For bigger sprayer profits next 

season see the Lowell jobber in 

your community at once, or write 


us direct. Descriptive booklet of 
complete line on request. 


LOWELL 
SPECIALTY CO. 


LOWELL, MICH., U. S. A. 
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Ready for 


SALES ACTION! 





DEMIN G Spray 
Pumps and 
Accessories will be 
in bigger demand 
this year than ever 
before. Depend- 
able spray equip- 
ment is needed and 
will be purchased 
by up-to-date 
growers every- 
where. 
Here is your op- 
portunity to get 
your share of this 
business. Sell Dem- 
ing Spray Pumps 
and Accessories. 
Write for full par- 
ticulars arid a copy 
of the new Deming 
Spray Pump Cat- 
alog. 





Fig. 645. The ‘‘Century’’ 
Barrel Sprayer. All in- 
ternal working parts are 
brass—proof against cor- 
rosion. Capacity, at 30 
strokes per minute, 2% 
gallons. 





Fig. 874. The ‘‘Wheel-A- 
Bout.’’ Hand operated; 10 
gallon tank, galvanized or 
brass as required. Rigid 
construction throughout. 





Fig. 761. 
Plunger Pump for  ope- 
ration by any gasoline 
engine. 
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SPRAY PUMPS 


~~ in 














| 
| 
The Deming Compa 
Est.18 


16 0 






Here’s a live sales 
maker for you. 
It’s the Deming 
Comet Spray Gun. 
Every owner of a 
power sprayer 
needs at least one 
of these highly effi- 
cient, long distance 
spray guns. Cuts 
spraying time at 
least fifty per cent. 
All brass. Inter- 
changeable discs change 
capacities. Total weight 
only 2% pounds. Other 
Deming Spraying Ac- 
cessories include all 
types of Spraying 
Nozzles, Spray Pump 
Fittings, Suction and 
Discharge Hose, etc., 
etc. 





Fig. 832. The ‘‘Major’’ 
Barrel Sprayer. Lower in 
price than the ‘‘Century’’ 
because of smaller capa- 
city, and different barrel 
attachment. Capacity at 
30 strokes per minute, 1% 
gallons. 





Fig. 1002. The ‘‘Spra- 
Rite’’ Knapsack Sprayer. 
Brass Tank—Capacity 4 
gallons. A durable and 
effective spray pump. 





Fig. 933. The ‘‘Samson’’ 
50 gallon tank with agi- 
tator. Will supply two 
leads of hose developing 
150 pounds pressure, 
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The Mid-Winter 
Profit-Maker 


You know that a profit-maker in 
January is thrice welcome. And this 
year Witt dealers are doing the largest 
can business on record. 


Remember, Witt Cans pay three 
times the profit you would make on 
an ordinary can. 


Make your mid-season Witt Ash 
Can replacements now. Tell your 
customers they can use the Witt Can 
for ashes now, and in the Spring use 
it for garbage. This two-fold appeal 
gets the business in record quantities. 
Each sale is backed by the guarantee 
that each Witt Corrugated Can out- 
lasts 3 to 5 ordinary cans. The Guar- 
antee Tag wired to the handle simply 
piles up dealer sales. 


Your jobber can supply you, or write: 
The Witt Cornice Company 
2111 Winchell Ave. 


Cincinnati, Ohio 


Manufacturers of 


Wut OP A &Sm ns te] 


Wii i 


CORRUGATED 
*CANS and PAILS: 


THE BRIGHTON PAIL: 





An active member of our fine medium weight line—many steps 
above the ordinary light pail in everything but price. Ideal 
for the special sale. include it in your order. 














114 HARDWARE AGE January 7, 1926 


THU 


; All| | 


— 


hens 
« 











ALL Car Owners Buy Hardware 


ft 
ws 


THE HARDWARE DEALER 


Is the Logical Distributor of Tires and Accessories 


This being the case, consider the following facts. | 








Every year sees a large increase in the number of hardware 
dealers who sell tires and accessories. Many of the readers 
of Hardware Age have taken on this line because of the efforts 
of Hardware Age. 


Articles that show the dealer how to handle tires and acces- 
sories with the greatest profit appear in Hardware Age often. 
Stories of what other successful dealers are doing with tires 3 
and accessories are winning over many dealers who are well 
equipped to distribute this line profitably, for themselves and 
for the manufacturer. 


Advertise your product in the medium that has done and is 
doing so much to convince the hardware dealer of the desir- 
ability of tires and accessories as a line and your advertising 
appropriation will go farthest in RESULTS. 


Tell Your Story in 


HARDWARE AGE 
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NEW YORK, 220 Broadway 
DETROIT, 
KANSAS CITY, 2005 East 15th St. 
BOSTON, 161 Massachusetts Ave. 


AW “Man ufacturers of Empress Lubricating Devices since 1890 





? x a yp 

ot % i hy, 

Par Co ww 

VERYWHERE in ss industry— 


from the largest factory to the 
smallest repair shop—there is need 
for grease cups and oil cups. 


This constant demand for them as 
repair and replacement parts makes 
them profitable to handle. 


The Empress line is complete. It 
consists of more than fifty types of 
grease and oil cups, each in several 
sizes. There is an Empress cup for 
every place requiring lubrication. 


Complete data on these cups and over fifty other 
types is given in Booklet No. L-103. Write for it. 


BOWEN PRODUCTS CORPORATION 
AUBURN, NEW YORK 


BRANCHES: 

SAN FRANCISCO, Monadnock Bldg. 
MINNEAPOLIS, 983 17th Ave. 
CLEVELAND, 7113 Euclid Ave. 
CHICAGO, 2110 Michigan Ave. 


2760 W. Warren Ave. 















A National Selling 


Foree for Your 


Sporting Goods 


Hardware Age is read by the 
hardware jobbers, their livest 
salesmen and by the best hard- 
ware dealers and jobbers in 6059 
towns and cities. 


Regular selling messages in the 
Sporting Goods Issues of Hard- 
ware Age will help you gain co- 
operation in selling your sporting 
goods from a body of merchants 
of country-wide location and 
highly developed selling power. 


Hardware Age 





239 W. 39th St., New York, N. Y. 





“The kasy dlardwar 





THE UNIVERSAL STANDARD 
For Casement, Sash and Transoms 
WHITCO takes the place of butts and adjusters 


for swinging and controlling casement, sash and 
transoms. One size fits all sash. When in- 
stalled, it is entirely concealed. 


Each set —equipment for one casement, sash or transom 
—-is packed in a neat carton 1 x 1 x 8 inches. 


In Solid Brass - $2.25 per set 
In Rust-proofed Steel 175 “* « 


Ask Your Jobber 








Eastern Offices: 
636-645 Mass. Trust Bldg. 


Boston 
Send all inquiries to nearer office 


Western Offices: 
365 Market Street 
San Francisco 
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Modern Homes 
Want 
Modern Door Butts 
Owners of modern residences with hand- 
somely finished doors are usually particular 
about the Hardware. 
They want hinges that will add to appear- 
ances—not detract. These people are quick 
to see and appreciate the superior qualities 
ot the 
| GRIFFIN 
‘The Door Butt of America’ ° The Griffin is made in its entirety in our 
own mills—each butt wrapped in moisture 
The pleasing design of these hinges and proof paper and packed one pair in a box 
the attractive finish give a touch that adds with screws to match. 
beauty to the home. We want these popular butts which are 
These strong, al!-steel hinges also give the finished in the various Griffin hardware fin- 
right kind of “service” every time the doors ishes to reach you and your customers in 
are opened and closed. good condition. 
Let us send Catalog and quote prices 
GRIFFIN MANUFACTURING CO. 
45 Warren St..New York ERIE ° PEN NA. . TAW.Lake St.Chicaao. Ti 
‘Perfect 
IM iin mmm nt TT 








= 
The “Long Distance” Customer 


a The fact that a certain station is hard to 

| get on his radio makes no difference to 
him—it’s the “programme” he’s after and 
he’s going to get what he wants. 


The fact that your store may be a little Pain yeu Scat 

further for him to go—isn’t the point— [Raa 

“Perfect” Brand Screen Cloth is what he’s wo es 
after and the dealer who has what he wants 
gets the business. 


Your Jobber stocks “Perfect.” 





00 HAN 


LUDLOW-SAYLOR WIRE CO. 
St. Louis, Mo. 
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Key-Cutting Made Profitable 


Cuts an Accurate Key 
in Less Than a Minute 


The Segal Rectifying Key-Cutter 
No. 800 


1. Cuts all makes of flat keys, such as trunk, 
letter-box, padlock keys, etc., as well as cylinder 
or paracentric keys. 


2. Cutters and guides need not be changed. 


3. Cuts from the lowest groove, as the manufac- 
turer does, or from the bottom of the key, as 
you prefer. 

4, The patented constructed vise holds the key in 
place so firmly that it cannot slip. 

5. Gauges key from upper shoulder. 


6. Extra length rotary shaft bearing, which in- 
sures accuracy, strength and durability. 


t 


7. Cuts key in less than one minute. 


8. Makes an accurate duplicate out of an inac- 
curate blank. That is why it is called the Rec- 
tifying Key Cutter. 


9. Operates by hand or power. 


SEGAL LOCK 
and HARDWARE CO., Inc. 


155-161 Leonard St. New York, N. Y. 


Originators of Jimmyproof Locks 


PHILADELPHIA BOSTON CLEVELAND 





Booklet on Request 


DETROIT CHICAGO LOS ANGELES 


BATHWHITE FIXTURES 


A Complete Line 


The BATHWHITE line of fixtures is 
complete—all practical items for bath- 
room use to match the permanent fix- 
tures perfectly. Each article is made of 
solid brass. 


All BATHWHITE products are coated 
with a wonderful new china - white 
enamel. This finish is applied by a spe- 
cial process and it retains the original 
color and gloss indefinitely. These fea- 


tures together with the moderate prices 
insure quick turnover. 


It’s a profitable line to carry. Makes | 
money for you and friends for the store. 
Each item individually wrapped—saves 
time and trouble. Every BATHWHITE 
fixture guaranteed. 


Write today for information on attractive 
display board, free with special order. 
Let us send you catalog and prices. 


A 2502 


FE. H. TITCHENER & CO. 


Dept. No. 4 
Binghamton, N. Y. 
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| Jor Factories -Mills-Mines 
_ and Construction Operations 
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Mill Supply Display eo 
@ 


NEW 


DIXON DISPLAYS 
Send for Them! ii] C ver 


Increase your sales by obtaining these displays 
and featuring he F eld- 


Dixon’s Graphite Products 


in Store and Window. 

















The value of graphite as a lubricant is well 
known and the name DIXON has been identified 


with graphite for 98 years. . 
Cut down sales resistance by stocking and fea- 7 YOU TELL 
turing this “consumer-accepted” line. THE DEALER 
Write for these free displays today and let HOW WELL 
them work for you. YOUR PAINT 
, ; . ' COVERS ~~ 
Joseph Dixon Crucible Company 
Dept. 40-KP, Jersey City, N. J. — the nein gee © 
ealers about your 
Established 1827 product through the 
= medium that covers the 
Hardware Field. The 
readers of Hardware 





XO / Age are wide awake 
{ GRAPU'TE S merchants. They — 

3 this paper because they 
Automobile want to know what is 


g LUBRICANTS ~— 
es Tell this , companies ' 
4 RTO | audience about your , 

iN = 677 | product and you'll take 

lransmissions | a big step toward 
: achieving the distribu- 
tion you are looking 


for. 


a= 


DIXONS 























Auto Lubricant Display 
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“You would be surprised to find out how many homes are 
without CLOTHES WRINGERS!” 


The above remark is made to us often by 
House to House Canvassers. 

You can profit if you will display Anchor Brand 
Wringers and suggest the purchase of one to each 
customer. 

Every household needs and should have one 


or more Wringers. 


Stock and Display 
ANCHOR BRAND Clothes Wringers 


Lovell Manufacturing Co., ERIE, PA. 


Largest Manufacturers of Clothes Wringers in the World 











MARK 

















Double 
~ Your 
Sales 







on sidewalk ice 
choppers. Cities all 
over are specifying 
these for schools and 
street gangs; ship- 
ping concerns and 
roofers are using 
them for scrapers. Be 
the first in your city (Sweden) 


oa or es a BLOW TORCHES 
mand. and STOVES 











Made with tool Over 400 Types—The Best by Far 
steel edge; wear for _—— 
acai We also carry a full line of Swedish Quality 
oe Hardware 
Write for Catalogue. Order from your jobber to-day, or write. 
, SCANDINAVIAN 
The L. &1. J. White Co. WESTERN IMPORTING COMPANY 
125 Columbia St., Buffalo, N. Y. 609 E. Hennepin Ave. 116 Broad St., N.Y. Coristine Bids. 


















[YFAIN BOXWOOD RULES 











BEST SUITED SEND FOR 
TO THE CATALOGUE OF 
MECHANIC’S NEEDS TAPES, RULES AND TOOLS 

















THE [UFHIN fOULE (50. sve vorn™ vindoos, Can 
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“Improved”? Guaranteed 


Jersey 
Shoe Lasts and Stands 





They are lock bearing and absolutely the best of their 
kind. 

lf you are stocking lasts and stands similar to the 
JERSEY it will be to your interest to get in touch with 
us before placing your next order. 


We will show you that you will increase your sales on 
Lasts and Stands by stocking JERSEY. 


Look | 
for J 
This 
Mark. | S 
Denotes VA 


Quality, 
Durability. 








72% Greater Holding Power 
Than Wire Nails 


READING IRON COMPANY 
Reading, Pennsylvania STAR HEEL PLATE CO. 


Also makers of RICO Hard Cut Floor Nails, made to Louis Sacks, Inc. | 
drive into hard wood without bending 357-391 Wilson Ave. Newark, N. J. 
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““NO-CHIP’’ wHITE ENAMELED HANDLES 





NEITHER 
aaa 
CHIP 


Light Electric Elevators Ye . WOR 
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Careful and accurate workmanship has placed the 


Kimball Light Electric Elevator in its present envi- Mo. 095 Mo. 0132 Wo. 0140 No. 089 
able position of leadership. Wherever a light electric ‘¢ 

elevator is needed the Kimball will successfully oper- ASK FOR ' 

ate with a maximum amount of service and ata SAMPLES 


minimum cost of upkeep. 

All parts are built sturdy to withstand rough 
usage and all parts are sawed, drilled and 
fitted and easily installed. 





If you need an elevator machine, write or wire ‘*‘Merchandise of Distinction’ 


your needs to us and we will supply you with de- . he sill 
", , — : ¢ 
EO O19 F G77. : 
FAMOUS oF . | y fs : : 


scriptive matter on the Kimball Elevator Line. VAUCHAN S 
* IG 2 xq 
No. 1008 “™ << 


COMBINATION CAN OPENER, BOTTLE OPENER, CORK SCREW 


VAUGHAN NOVELTY MFG. CO. a8t2-27 Caveat ue 
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TYPE 3001 


Ball-Bearings Protected 


from Dust and Moisture 


In “Ajax” Spring Pivot Hinges the Ball- 
Bearings are at the top away from dust and 
moisture. 


These hinges are attractive in appearance, 
nicely finished and so strong and durable that 
they last for years without attention. 


Send for latest Catalogue No. H-42. 


Chicago Spring Hinge Company. 
NEW YORK 
U.S.A, 


~-(CHICAGO)— 


SPRING HINGES 


CHICAGO 











This Counter Display Card 
Holds a Gross—But Not for Long 






Stopwells Sell 
—That’s Why 


This practical device 
m™ | is attached to the 
_ window sash without 
‘|| tools, is always out 
of sight, never has 
to be removed when 
‘gash is raised or 
lowered, stops win- 
dow rattle and keeps 
| out cold air. So sim- 
ple—so novel —so 
necessary that prac- 
tically every woman 
buys on sight. 






STO VELL 


PATE RTEO 


ANTI-WINDOW SASH RATTLE 


ls Not Removed when raising 
or lowenng sash 






simPce to pmsTaALe 










Ver® mto 
beet cme Frome 
Ficwe he Window 











Would You Pay 10: for A Good Nights Sleep? 





THE SENIA HOLDING CORPORATION 





Only Anti-Window Sash Rattle That Does 
Not Have to Be Removed When Raising or 
Lowering the Window 
Right now is the time to stock this popular, quick selling 
item. The low price of 10 cents each or 6 for 50 cents is 


an inducement for customers to buy six or more at each 
purchase. 


Write for counter display card and trade prices. 


Sole Manufacturers 


200 West 72nd Street New York City 














PERFECTION at last 


in HOSE NOZZLES 









GUARANTEED 
made of heavy wrought brass 
throughout, rugged, durable, this 
New Sherman Diamond Nozzle 
is free from sand holes or flaws 
and bears our unqualified guar- 
antee for good workmanship 

and material. 


H. B. Sherman Mfg. Co. 
a — 


© DIAMOND 


It will throw more water far- 
ther. Each nozzle tested 
under water pressure. Even 
spray. Straight stream and 
tight shut-off. 


Your Jobber can furnish Sher- 
man “Diamond” in display 
cartons. for counter. 


H. B. SHERMAN MFG. CO. 
Battle Creek, Mich. 


























LANDRETH'’S 


Garden and Flower Seeds 
Mixed Lawn Grass 


Now is the time to,place your Garden, Flower 
Seed and Mixed Lawn Grass Seed order, if you 
have not done so for this Winter and Spring 
shipment. If you would like our prices, send us 
a list before buying elsewhere and we will quote 
you on Seeds of various kinds in bulk, in litho- 
graph cartons of | lb., 4 Ib. and % Ib. and in 
Flat Papers. We would also like to quote you on 
Mixed Lawn Grass. Please give us the oppor- 
tunity. 


1925 CROP 


Before buying for delivery after 1925 crop, send us a 
list of your wants that we may quote you if our traveler 
does not call upon you at 
the proper time. 

We are the oldest Seed 
House in America, this be- 
ing our I4Ist year in the 
Seed business. Had we 
not given good seeds, sat- 
isfactory attention to busi- 
ness and fair prices, we 
would not have existed se 
long. 


Business Established 1784 


D. Landreth 
Seed Co. 


Bristol, Pa. 





COLONIAL, BOY COPYRIGHTED 
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Are You Ready For The Baby Chick Season? 


Millions of Baby Chicks will be hatched during the next few 
months, with a corresponding brisk demand for chick feeders, 
drinking fountains, hoppers and supplies. 

Poultry raising is popular and profitable almost everywhere, 
and the poultry man, whether professional, farmer, or back- 
_— enthusiast, wants the right equipment to care for his 
ock. 

‘‘Moe’s Line” is standard and com- 
plete, so you can supply every need. 
Have you our latest Catalogue No. 15 
in your files? If not please write for 
your copy to-day. 





Le Hoeft & Company, Inc. 
mr 1 »% a » 2305 Davis St. 


= . Famoug Star Fount | 
Dight Hole Feeders Retail @ lic., Twelve Hole @ 25c. each. North Chicago, Til. Retails for a Dime ' 

















ARMSTRONG’S ec 
: , Cap Screws 3 
Set Screws | 
Stove Bolts | | 
Sink Bolts | 
Hanger Bolts 
Nuts 
Rivets 
Burrs 
Specialties 
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Improved Nipple Holder 
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No. 20 for No. 2 Stock 
Range %4—1” Right or Left 
No. 30—for No. 3 Stock 
Range 1—2” Right or Left 
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The right nipple is always on the job 


when you Calfry one of these tools. “Y Every individual unit must meet Reed & Prince standards of g 
quality and accuracy. Whether finished plain, blued, nickel, 
brass, copper-plated, sherardized or hot-galvanized, it may be 
selected with the utmost confidence . 
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The Armstrong Mfg. Co. 
Bridgeport 
Conn. 


REED & PRINCE MFG.CO. — 


WORCESTER, MASS.U. oA. 


———— 

































REVOLVING 
CABINETS 


Hardware stores, dealers in 
auto supplies and garage 
owners like these cabinets. 


They prevent mixing of bolts 
or screws. 

Large capacity. Small space. 
Many sizes. Send for Cata- 
log and Price List. 

Your Jobber will supply you. 


WA American Bolt & 
Screw Case Co. 


Dayton, Ohio 


MILBRADT : 
LADDERS __ | | 


Will pay for themselves in a 
short time by enabling you 
to wait on more trade, save 
the wear and tear on your 
fixtures and goods, as well 
as bring the appearance of 
your store up to date. 


Write for catalogue show- 
ing a large number of styles i a 
suitable for all kinds of e 
shelving. 


Milbradt Mfg. Co. 


2411 N. 10th St. 
St. Louis, Mo. 
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the city and country homes. 


CLEANS. 
WALL PAPER 


advertising helps free to retailers. 





ABSORENE WALL PAPER CLEANER 


will be advertised nationally in the leading women’s magazines (circulation 10 million) and 
locally in prominent newspapers. 


This sales combination will make ABSORENE known in most of 


Copy will also advertise HRH Paint Cleaner. 

JOBBERS AND RETAILERS—If not familiar with these two 
household necessities, write for free samples and stock both 
before Spring cleaning begins. 


Fully Guaranteed—We back up our national advertising with sales and 
Watch your Absorene and HRH sales 
grow in 1926. Be prepared for an ‘“‘Absorenely” Good Year. 





No. 45 Absorene =o" 
ST. LOUIS, MO., U. S. A. 








Which Hod Would You 
Rather Carry? 


If you had to haul mortar for a living, you 
certainly wouldn’t want to carry a hod that 
dripped water all over your shoulder. 

You would choose a Never Drip Steel Hod 
with its one-piece e You would go 
whistling on your way while the other fellow 
sulked. 

There are lots of hod carriers in your town 
who are bearing the discomforts of carrying 
leaky hods simply because they have not been 
shown the sensible and better kind. 


This open field of profit is yours for the 
asking. Write us at once for details. 


The Cleveland Wire Spring Co. 
Cleveland Ohio 

















MEASURING 
TAPES ,. 





Ike 












HIS attractive display tray 

together with the unusual 
qualities of K & E Measuring 
Tapes is a combination that 
never fails to sell. 


Here is a real source of profit 
for every hardware dealer. 


Our “Endfastener”’ (Pat. Applied a) 
as furnished with our “‘Home’ 

Tape is a new valuable im Ae 
that makes sale after sale. rite for 
full information. 


KEUFFEL & ESSER CO. 
WEW YORK, 127 Futton Street, General Office and Factories, HOBOKEN, WN. 3.) 


CHICAGO ST. LOVIS SAN FRANCISCO MONTREAL 
{8-20 S. Dearborn St. =: B17 Locust St. 30-34 Second St. 6 Notre Dame St &. 


Drawing Materiais, Mathematical and Surveying Instruments, Measuring ' apes 








“COLD HANDLE” FRY PANS AND SKILLETS 









convinced. 


Made in the “L. & G.” 
QUALITY, both in FIN- 
ISH and WEIGHT. Or- 
der a Sample Line and be 








LALANCE & GROSJEAN MFG. CO. 
CHICAGO 


NEW YORK 


BOSTON 
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WOOD SCREWS 
MACHINE SCREWS 

DRIVE SCREWS 

STOVE BOLTS 
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Quality Service 
Samples Gladly on Request 





CONTINENTAL WOOD SCREW CO. 


New Bedford, Massachusetts, U. S. A. 
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Poultry Netting 


will prove a good will 
builder with your 
trade. 


Roll out any bale 
of it on your floor 
and you will find the 
selvage always runs 
absolutely straight. 
It is woven with 
even meshes, free 
from bags or bulges. 
Heavily galvanized. 


Furnished either 


galvanized before or 
after weaving. 


G. F. Wright Steel & 
Wire Co. 


Worcester, Mass. 

















Ne. 202 


WE CAN’T ALL BE 
POLICEMEN 


but we can easily 
help to protect. 


You can sell absolute protection to your 
customers in the 


ILCO No. 202 Night Latch 


This Lock embcdies a world longed for feature, one that 

we have invented after years of research and experimenting. 

This protective and patented feature is both PRACTICAL 
I 





By turning key once backwards, the Bolt and Inside Knob 


are dead-locked so that the bolt cannot be forced back or 
the iock opened from the inside by the knob. 

—A special protection for glass panelled doors. 

—It can also be used as an ordinary night latch and 


doesn’t cost any more 

The demand is big—-illustrate it with a neat mounted 

Sample and watch your sales increase. 

Send for our new catalog No. 7—our line will 
interest you. 


BRANCHES 
BR I New York City 
FF * Fea Philadelphia, Pa 
213 State St., Room 600................Detroit, Michigan 
Se EE, i i ks sg Cebit Chicago, II! 
Ds Sl Mivecécctecccssbwscecnésese Be. Ga 
406 Wall St...... .....-Los Angeles, Calif. 








dG) INDEPENDENTIOCKCOD> 


Leominster, Mass., U. S. A. 
Manufacturers of Cylinder Locks, Padlocks, Inside Door Sets, 
Glass Knob Sets, Key Blanks, Auto Switch Keys and Hardware 
Specialties. 














Sidewalk Type 


Built to last. Welded con- 
struction. Curved blade of 
special alloy steel permits 
user to pry under ice without 
stooping over. Iren and 
wooden handle types. 

Write for circular and prices. 
GIFFORD-WOOD COMPANY 
Main Office & Works: 7 Hill St., 
Hudson, N. Y. 

NewYork, Chicago, Boston, Pittsburgh 































Happy New Year 


And may it be prosperous, too! 


The large volume of business given 
us by our many friends during 1925 
is sincerely appreciated and we wish 
you the same measure of prosperity 
for 1926. 


The Fulton Line 


In some cases a little lower in most 
cases much better. 


PATENT NOVELTY CO., INC. 
FULTON, ILL. 
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Let the Next Fencing 
Order Be Yours 


Where do your customers buy their iron fenc- 
ing and ornamental iron work? 

Perhaps you have overlooked this profitable 
market or haven’t considered it a part of the hard- 
ware business. 


Stewart’s Iron Fence and Iron Work 


will give you greater opportunities to increase 
your sales among builders and property owners. 
It will pay you to quote on the fencing being 
erected in your town. We will help you secure 
this trade without your investing a dollar in stock. 





All our products can be sold from our catalog 


and we make shipments direct to your customers. 


Let us send you full details of our complete 


line of Iron and Wire Fencing. 








TEWART beens “Wonsed OMPANY 


i CINCINNATI, OHto. U.S.A. i 
The Worlds Greatest Iron Fence Builders 























370 Atlantic Avenue 


Rubber 
Headed Nails 


are used as bumpers on pianos, 


closet seats, and to receive the 
thrusts of drawers, also to prevent 
noise and marring to such as they 
are attached. “i 

Stem Tips, made in thirteen sizes, 
especially designed for chair legs 
and prevent the scratching of 
floors. Absolutely noiseless. 

We make a large variety of rub- 
ber specialties. Send for catalog 
and prices. 


ELASTIC TIP CO. 


Boston, Mass. 














Potato Implement Co., Dept. 11 


Every 
Tool 
Guaranteed 


The large pon factory and our many 
years experience in learning how to 
properly design, and select the most 
suitable material for Hand Planters 
and Sprayers, make our facilities un- 
matched for supplying the kind of tools 
that bring business and hold trade. 


Make Steady Patrons 
Every ACME Tool is inspected, tested 
and guaranteed, You can say to your 
customer: “If it isn’t all right, bring 
it back.” We protect ACME dealers 
in making good this guarantee. Thou- 
sands of farmers know and respect the 


ACME line. 
Dealer Sales Helps 


In addition to our yearly advertising 
campaign in leading farm papers, we 
supply cur dealers free with attractive 
booklets, window signs and electros 
for local. newspaper advertising. 


A Complete Line from One House 
No shopping around. Stock easily and 
quickly replenished from one jobber con- 
veniently near you. Faster turnover on a 
smaller investment—larger profits. Write 
for complete dealer plan and name of 
nearest jobber. 











Traverse City, Mich. 
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BRUSHES 


assortment of different 
— and sizes. 


Send for Catalog covering a 
complete line of Brushes and 
Brooms especially made for 


the Hardware Trade. 
MILWAUKEE BRUSH MFG. CO. 


MILWAUKEE, WIS. 
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NATIONAL LEVELS 
eee es 


PERFECT—CORRECT—TRUE 


Our levels are manufactured by highly skilled me- 
chanics, and the best of material used. 

All levels are guaranteed against warping. 

Write us for our latest catalog and price list. 


NATIONAL LEVEL MFG. CO. 
6197 FIELD AVE. DETROIT, MICH. 




















Once Your Trade Knows— 


you are carrying the Detroit 
line in stock, you are assured 
of profitable sales and satisfied 
customers. 

The No. 36 is a good style and 
size to start with. It is well 
balanced and simple to operate 
—the popular one quart ca- 
pacity with pump in handle. 
Heavy polished brass_ tank. 
Burner of special design. 
Order from Jobber or write us. 


Detroit Torch & Mfg. Co. Detroit, Mich. 


New York Office: 45 Warren St.; Canadian Rep. George P. Fraser, 
39 Tyndale, Toronto; Kettmann & Ten Eyck Sales Co., 2131 DB. 
9th St., Los Angeles, Calif. 
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wS Russell Jennings 


Two styles 


——) 








Auger Bits 


Patented by 


Mr. Russell Jennings 
in 1855 






of shanks,— mn 
three threads for 
boring all woods 


Russell Jennings Mfg. Co. 


Chester, Conn. 

















COMBINATION 
SOLDERING AND TINNING FLUX 





It’s easier and more profitable to sell the best 





known products. Ruby fluid is preferred because 
it is non-corrosive, non-explosive and non-injurious. 
Feature and sell Ruby fluid. 


Order from your jobber or write to 


The RUBY CHEMICAL COMPANY 


Free Sample 

and our latest 

prices sent on 
request. 





68 MeDowell St. Colambus, Ohio 














Two NECESSITIES In Every Garage 
; Garage Door Bolt 


Specially designed for 
garages, factories, ware- 
houses and fire doors. 
Locks and unlocks top 
and bottom bolt with 
one turn of handle. 





Garage 








Prevents accidents, broken headlights 
bent up fenders. Operates by 
hano of ‘our 
For prices and further information 
write today to 
Phenix Mfg. Co 
032 Center Street Milwaukee, Wis. 








. ) ee 1 
No. 50 Holder No. 52 














The 


_H.B.Ives Co. 


P New Haven, Conn. 
U. S. A. 


Established 1876 
Incorporated 1900 







Manufacturers 


BUILDERS’ HARDWARE 
HIGH GRADE WINDOW AND DOOR 
SPECIALTIES 


WRITE FOR ILLUSTRATED FOLDER 
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Shs} 0 prov storage facilities for 
SS shelf stock—to make it accessible and con 
venient for clerks and stock men to handle with 


absolute safety—to insure quick service for whole 
sale or retail trade — install one or more 
MYERS NOISELESS CUSHION 


’ Deep tread steps, full length hand grips, rubber tires, 
overhead track system, firm construction throughout, 
eliminate vibration and noise and produce a ladder 
of ample strength for safety, convenience and : 
efficiency One style only—neat of - 
Zi attractively finished ~any height — 
4, easily 
“7 wvequirements. Circular 
on request. 





SESH AIO- 
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Screw Plate Sets 


“The Line That oa oving”’ 


It takes steam to make the engine ‘‘Go’’ and it takes more than good 

materials to keep tools moving. 

We've built ‘‘Go’’ as well as Quality into the complete line of ‘‘Threadwell’’ 
ls. Get the Catalog. 


The THREADWELL TOOL CO., Greenfield, Mass. 


New York City 
396 Broadway 


Philadelphia Ps noe Cleveland San Francisco 
809 Harrison 300 Wrigley 135 ‘St. Clair 604 Mission St. 
Bldg. Bldg. Ave. N.E. 





M. S. BROOKS & SONS 


Chester, Conn. 





Manufacturers of 


SCREW EYES 


AND 


All kinds of Bright Iron 
and Brass Wire Goods 








Try Us on Special Wire Work 
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FREE—One Beisser Machine to Anyone Who Can 
Prove There Is Another Machine Like the 


BEISSER KEY MACHINE 


That Can Cut ALL Types of Keys Complete 


Eliminate hand filing and cut bitted and double-bitted keys 
as well as all other types including first keys in one minute with 
a Beisser Key Machine. Install a key department and add profits 
to your store. 


No skilled labor required. 


Make first keys with- 
out taking locks 





Write 
today! 


Beisser Key 
Machine Co. 


407 East 
Fort St., 
Dept. H, 
Detroit, 

Mich. 











OUND Shank Screwdrivers that can’t 
turn in the handle. Forged lugs lock 
shank securely in wood without pinning. 
Ferrule crimped—can't loosen. Strong, 
easy-gripping tools of the right width, 
thickness and taper. 
See our Catalog 
Tue VicuHek Toot Co. Cleveland, Ohio 
EASY TO SAY VELCHEK 


VLCHEK TOOLS 


MADE BY THE WORLDS LARGEST PRODUCERS OF TOOL KITS 


VLCHEK 
SCREW- 
DRIVERS 





Advertised 
26 years 


Used in Millions of Homes 


Moore Push-Pins 


Glass Heads - Steel Points 














2 sizes 


Moore Push-less Hangers 
Scientifically Constructed for Strength 










Constant Demand 
for These Dependable Articles in 
Attractive Counter Displays 

Ask Your Jobber 


.Moore Push-Pin Co (*7"*) Philadelphia, Pa. 
Originators of ‘‘Devices for Hanging up Things” 





TRADE-MARK 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX,and SACHEM BRANDS 
Clothes Lines, Masons’ Lines, Shade Cord 


Awning Line, Dumb Waiter Rope, etc. 


Send for catalog and samples 


BRAIDED CORDS - COTTON TWINES 











Belt Punches Arch Punches 
Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Alse: Leather 
a Trimmers’ and Upholsterers’ and Plumbers’ Tools of superior 
quality. 


The above tools will please your customers, as well as our famous Round 
and Oval Punches. 

Remember we have had 99 years’ of successful manufacturing experiences, 
employ only skilled workmen and use the finest quality of materials in 
making our products 


We oa back of every tool we make. Write for Cataleg 
and Prices 


Try us. 


Cc. 8. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 




















Wherever Cases and Barrels 
Are Opened, It Sells— 
“Red Devil’’ Giant Nail Puller 


The box chisel and strap cutter on the long 
jaw cut wood or iron hoops at one stroke. 
This puller makes a neat, time-saving job of 
pulling nails. Releases box or barrel covers 
intact, instead of splitting and splintering the 
wood. No springs—no pinching—no rolling. 
Use it yourself and you'll recommend it to 
your customers. Ask your jobber. 


SMITH & HEMENWAY CO., Inc. 
Mfrs. of “Red Devil” Tools, Irvington, N. J. 


Branches: 
San Francisco, 


a 6IYX CHISEL AND STRAP CUTTER 





New York, Chicago, London, Eng. 
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MADE RIGHT— 


TO WORK RIGHT Over 3000 Dealers 


are selling the 






















if: 
The “ALWAYS RELIABLE” furnaces Y nationally advertised 
Ww -—¥ vues | live up to oe pean / 
ey will stand any amount of use, : 
: sas bene, und aut olan cane eam Silver Lake Sash Cord Packages 
ae ers the kind of service that they havea Y 
al right to expect. se 4 They make short-length sales 
/ ; 4 profitable. Full illustrated direc- 
Jobbers sell at factory prices, 4 tions on back. Free dealer 
4 helps. 
4 PATENTED. TT f 
No. 14 PUMP O O BERNZ COo., INC. ¢ O d f, Y WA | I 
y No. 13 BULB NEWARK, N. J. / rader rrom our otesaier 
J , Offices in New York City, Chicago, Fort Worth, ¥ Silver Lake Co. Newtonville, Mass. 
J WRITB FOR COM- Denver, Helena, Mont.; San Francisco, Los ¥, ’ ; 
é PLETE CATALOG. Angeles, Seattle and St. Thomas, Ont. , Manufacturers of Solid Braided Cordage 
f 
LVS VBSIEITITITSABSESsSss 388% VALS ASSSSSSESEESTESTSS 





IWAN SNOW AND BARN SCRAPERS 


These good tools for barn, poultry house and sidewalk 
use are good sellers wherever seen. 7x18 inch blade, 
5 ft. handle. 

Attractively finished with durable blue enamel. 


Order a trial dozen now from your jobber. 





A quick act- 
ing non-cor- 
rosive sol- j 
dering paste. 





> 
Iwan Bros., South Bend, Ind. 


Mfrs. of IWAN Post Hole Augers and Diggers, 
Hay Knives, Revolving Chimney Tops, etc. 


Send for Sample and try it yourself. Get prices. 


Special Chemicals Co. Highland Park, Ill. 


4 


Fly Screen Cloth 














A Faster Selling Mop Offers More 
. Attractive finish, durable 
Profit and Quicker Turnover— quality. We can fill your 
orders promptly. 


Write for prices. 


Convince yourself by sell- Br 
ing SQUEEZ-EZY. The , and Copper Spargo Wire Co., Rome, N. Y. 


mop that wrings by a twist 
of the handle. Keeps hands 
out of water. Saves time 
and back-bending. 


SQUEEZ-EZY 
MOP CO., INC. 


New Orleans, La. 


TAPLIN 


Double Dasher Beaters 
Dover Egg Beaters 
NEW CAN OPENERS. 
STAINLESS STEEL AND 
OTHERS. Write today 


for particulars. 


















HACK “FLEX NOX” saws 
acon CAD onion 








“The Tools in Lhe Plaid Bac” 
AMERICAN SAW & MFG. CO. SPRINGFIELD. MASS. | 


HACK SAWS - BAND SAWS — SCREW ORIVERS - GLASS CUTTERS 



























— BOLT 
“VICTOR” cLiprER 


Send for Catalog 
ROBERTS MFG. CO. Somerville Station, BOSTON, MASS. 











~ o 
Says this advertiser,— 
“We are pleased to advise that we have succeeded 
in getting compilers from the advertisement we 
ran in your publication, and we give it as our 
opinion that for anything connected with the hard- 
ware business, Harpware AGE is, without a doubt, 
the best medium for advertising.”—J. H. Yewdale 2 
& Sons Co., Milwaukee. S 


THE TAPLIN MFG. CO. 
It pays to use the Classified Opportunities Sec- 


New Britain, Conn. tion of Harpwarg AGE. 
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Sporting Goods 


Manufacturers 4 





How Far Are You ‘ ee 
From Your Goal? —_/ 





Every year sees 
an increase in 
la the number of 
SH ff. hardware deal- 
/f, ers who sell 
: sporting goods. 
‘/ | Suecessful 
/ hardware mer- 
j chants are push- 
é ing this line 
/ hard—and with 
inecgreasing 
profits. 
Your sales mes- 
sage in Hard- 
ware Age will 
place your prod- 
ucts before the 
eyes of every 
worthwhile 
dealer. To 
‘Buck the Line’”’ 
of competition 
you must do 
more than make 
a good product. Seamed 
You’ve got to 
tell the dealers 
how good it is. 




















The Improved air duct increases the heating 
capacity about 30 per cent in our 


WASHINGTON 








“No—This is not 
a Victrola” 


Patent No. 


12494 


HOME FURNACE 


Placed above the floor, hence saves 
the cost of digging cellar. 


Produces circulating, moist heat for 
five to seven rooms. Only stove or 
furnace ever built without name plate 
or advertisement on the outside. 


(Name is molded on the inside of 
front door.) 


Beautiful grained mahogany finish 
harmonises with finest mahogany fur- 
niture. (Also in plain finish for one- 
third less.) Made in the same plant 
in which we manufacture 100,000 
Washington Stoves and Ranges an- 
nually. Can ship promptly, as we 
now manufacture fifty furnaces per 
day. 


Hot Blast Fire Box 


Correct location of water pan. Most 
beautiful and most expensively con- 
structed furnace now on the market. 


Gives the consumer an excellent value 
and the retailer a handsome profit. 


Write today for exclusive agency 
plan; your district may be open. 


Gray & Dudley Company 


NASHVILLE, TENN. 


*“*We melt more than 100,000 unds of 
Southern pig iron per day.’ 

















ROOF GUTTER SUPPORTS 


This illustration shows, unassembled, one of the many styles of 
eaves trough hangers made by us which may be adjusted every 
eighth of an 
inch for 
drainage in 
the gutter. 
These hangers are 
widely used through- 
out the United States. 






— l 


Write for catalog No. 
27, which also illus- 
trates and describes 






Ft 






=e 


















conductor hooks and ©] ead is 
fasteners. ¢ 
m 


S@z 





Free sample glady 
furnished. 


L. D. BERGER COMPANY 


51 N. 2d St., Philadelphia, Pa. 


UN ae 
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A Winner for You! 


Graffco 









Note the BACK! 


It Lies co 
; FLAT ° 
Picture Hangers 
Against the 


earn good profits for the dealer 
who stocks them. To make sure 
of sales, he needs simply display 
these unique hangers, and remind 
customers that Graffco Hangers have 
these features—1!, nail stays in, can- 
not fall out; 2, back lies flat against 
wall; 3, nail is tool- tempered steel; 
4, three sizes, holding up to 100 Ibs., 
5, retail 10c. packet, any size. Write 
for good offer and sample. 


GRAFF-UNDERWOOD CO. 


Sole Mfrs. Craffo Vise Signals, Vise Clips, 


ise Index Tabs 


16 Beacon St., Somerville, Boston, 42, Mass. 


Wall! 






NO. 























_ he Reqson J 


. THE TUBE WITH A SENSIBLE GUARANTEE |pygus 











ACOOD Tis; 





ARTE 


are the factors which made Supertron the 
foremost Independent Tube in America!!! 


The Public buy and enjoy Supertrons because they are 
assured of satisfaction by a serial numbered guarantee on each 
tube for their protection—at their own price; the public de- 


mand price—two dollars. 


The best dealers sell Supertrons because they give the most 
satisfaction; the best profit and a permanent good will. 

The jobbers who practice their purposes sincerely carry 
Supertrons to serve their dealers better because Supertron facts 
are beyond dispute. 
Backed by a rigid policy; substantal organization and clean 


merchandising. 


Canada $2.75 


ALL $2? .00 EACH 
TYPES 


Branch Offices in principal cities thruout the United States 


SUPERTRON MFG. CO., Inc., 


Export Department, 220 Broadway, New York 


SUPERTRON_ 





Hoboken, New Jersey 





A SERIUAL 


NUMBER 


GUARANTEE . 





: 


4 
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BUSINESS OPPORTUNITIES 


FOR SALE—BEST ELECTRICAL APPLIANCE and Contracting 
business in town, has best location on main business thoroughfare. Can 
also be used for hardware store. Building also for sale. Reason for 
a ill health, EMIL HARTMANN, 9308 Jamaica Ave., Woodhaven, 








CALIFORNIA COMPANY MANUFACTURING FASTEST selling 
tool on the market has an opening for a capable executive to take charge 
of eastern headquarters just opening. Well established with jobbers nation- 
ally. Jobbers’ orders now running far ahead of production; $25,000 invest- 
ment required. Address P. O. Box 235, Station F, Oakland, California. 





DIES FOR SALE for the manufacture of a brass ring lawn sprinkler 
and also children’s steel garden sets) KEYSTONE MFG. COMPANY, 


288 A Street, Boston, Mass. 





HARDWARE STORE, WARREN FIXTURES, es. 30 
years u West Side New York Ci a... 8, ear lease; terms 
arranged. Address Box G-907, care of anpware A ew York. 





WILL PURCHASE SMALL MANUFACTURING BUSINESS making 
staple article sold to hardware trade. Address Box G-916, care of Harp- 
ware Acg, New York. 





HELP WANTED 





WANTED—A-1 SALESMAN, COVERING ANY or all of the follow- 
ing States: Ohio, Indiana, Michigan, Missouri, Minnesota, Wisconsin, 
Iowa, Nebraska, North D Dakota, South Dakota. On commission basis, to 
sell an old established line (well and favorably known) of hardware to 
first class retail hardware trade, as well as department stores in towns or 
cities of population 10,000 or over. Reply advising lines now carrying, 
experience, etc. Address Box G- 906, care of Harpware Acz, New York. 





WE ARE ANXIOUS TO SECURE the services of two competent build- 
ers’ hardware men. Must be sober and industrious. State age and refer- 
ences; aso whether married or single. Must be able to take off plans and 
make up schedules. Good salaries for right parties. Address Box G-911, 
care of Harpware Ace, New York. 





WANTED—LIVE WIRE SIDE-LINE SALESMAN, who will work, 
calling on retail hardware and drug trade, to represent large clock house, 
also Ingersoll Watches, on a commission —_— for Southern States, New 
York and Pennsylvania. Name territory. High grade references required. 
Give full particulars in first letter. INTERNATIONAL CLOCK & 
WATCH CO., 93 Federal St., Boston, Mass. 








HARDWARE MEN—IN THE METROPOLITAN DISTRICT there 
must be men of the aggressive and intellectual type who are now situated 
in the retail field. To train retail hardware men who have the appearance 
and personality to later become salesmen our firm offers inside positions 
with a course of training leading to outside sellin positions. Write 
President, MASBACK HARDWARE CO., 82 Warren % New York wind 


WANTFED—YOUNG MAN, NOT OVER THIRTY-FIVE years ot 
age, with knowledge of hardware business and known to wholesale trade in 
Alabama, Tennessee, Georgia, Louisiana, Mississippi and Florida to repre- 
sent established <ales organization. Address, giving experience and refer- 
ence. Box G-858, care of Harpware Acgz, New York. 











SALESMAN WANTED—OLD ESTABLISHED HARDWARE FIRM 
wants man to represent it in New England States. Headquarters perma- 
nently in Boston. Please give complete details in first letter if application 
~ to - ‘7 consideration. Address Box G-917, care of Harpware AGE, 

ew Yor 





WANTED—EXPERIENCED BUILDERS’ HARDWARE MAN for 
position with a firm located near Chicago. Must be capable of estimating 
all jobs. References required. Good permanent and responsible position 
for the right man. Address Box G-914, care of Harpware Ace, New York. 





MEN WANTED TO REPRESENT a well known cutlery line in all 
parts of the United States. Part or whole time. Commission basis only. 
rood opportunity for live wires. References. Apply MITCHELL MOGAL, 
122 Fifth Ave., New York City. 





WANTED—A SALESMAN FOR WHOLESALE hardware house to 
~ tal guatecamma District. Address Box G-918, care of Harpware Ace, 
ew York. 





SALESMAN WANTED TO CALL on retail hardware stores in Metro- 
— District. WEINSTEIN & LEVINE, INC., 86 Warren Street, 
ew York City. 


HELP WANTED 








! WE WANT YOUNG MAN 


Twenty-five to forty years of age, thoroughly reliable, 
good worker, and well posted on retail hardware, will- 
ing, if investigation warranted, to buy about $5,000 in 
stock of company and to assume direction of selling end 
in retail store. Business located in live New England 
town of about 3,000, sales about $100,000 a year which 
can be considerably increased under proper direction. 
For right party there is future opportunity of controlling 
business. Connection to take effect February 1, 1926. 
) Address Box G-864, care of Harpware Ace, New York. 














ENAMELWARE AND ALUMINUM SALESMEN pares to sell —_ 
grade lines direct to dealers. Good commission, also full commission 
repeat orders. Give experience and territory fully in first letter. Address 
Box G-852, care of Harpwarge Acgr, New York. 





HUSTLING SALESMEN wanted to sell on liberal commission basis 
our ular line of labor saving Magic Weeder Hoes to hardware trade. 
REICHARD MFG. CO., Bangor, Pa. 





SHIPPING CLERK WANTED—Man experienced in the hardware job- 
bing business wanted by New York jobber. Good opportunity for ire right 
man. Underhill, Clinch & Co., 84 ite Street, New York, N 


POSITIONS WANTED 











\ CATALOG MAN IS OPEN FOR POSITION 


with well established growing firm; capable of managing catalog 
and advertising department. Seventeen years’ experience, fourteen 
years with hardware jobbers, three years with large printer; excep- 
tional ability; best references. Address Box G-921, care of 
( Hardware Age, New York City. 


etl i a i dt 














MERCHANDISE EXECUTIVE DESIRES TO CHECK HIS LVF 
TUNITIES. SUCCESSFUL FIFTEEN YEAR RECORD, MERCH 
DISING SPORTING GOODS, CUTLERY, ELECTRICAL GOODS ‘AND. 
RADIO FOR ONE OF THE COUNTRY’S LARGEST MERCHANDIS- 
ING INSTITUTIONS WITH WHOM STILL EMPLOYED AC- 
QUAINTED FACTORY SOURCES; EXTENSIVE TRAINING IN 
ADVERTISING AND MANAGEMENT. AGE 38; GENTILE; MAR- 
a Address Box 7142-A, care of HarpWwarE ‘Acg, Otis Building, 
Chicago. 


POSITION WANTED—AS SALESMAN OR BUYER’S ASSISTANT. 
TWENTY YEARS EXPERIENCE IN THE FOLLOWING LINES: 
STOVES, HOUS EFURNI SHINGS, REFRIGERATORS, CHINA 

LASSWARE. TWELVE YEARS WITH ONE 
FIRM. T REFERENCES. AGE 41 YEARS. MARRIED. GIVE 
DETAILS IN FIRST LETTER. ADDRESS BOX G-883, CARE OF 
HARDWARB AGE, NEW YORK. 
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SALES MANAGER—I CAN SHOW A LONG successful record with 
two nationally known organizations; have made only two changes in twenty- 
five years; both were voluntary; have wide acquaintance from Atlantic to 
Pacitic coast and good standing with steel and hardware trade. I am 
seeking connection with responsible company having Eastern headquarters, 
preferably in or near New York City. Only high class connection will be 
considered. Address Box G-902, care of Harpware Ace, New York. 





DO YOU WISH A NORTHERN AND CENTRAL CALIFORNIA 
SALESMAN? Experienced hardware salesman eg yn acq 
with merchants and jobbers in above named territory, 10 years 
with hardware firms, live in San Francisco and own car to travel with. 
Give full particulars, references exchanged. Address Box G-881, care of 
Harpwarge Acz, New York. 





ARE YOU THAT CONCERN? YOUNG MAN, 28 years of age, 
excellent salesman, now employed and doing a great business for —————— 
Polish Co., knows and has many friends in the New England hardware 
trade, wants to take over a line that will not limit ability and offers better 
opportunities. Address Box G-915, care of Harpware Ace, 425 Park 
Square Bldg., Boston, Mass. 





SALESMAN WANTED, WITH CAR PREFERRED, for the retail 
hardware and department store trade in Illinois and Indiana. Salary. 
Offers excellent future for ambitious, single young man, willing to start 
on moderate salary with growing concern manufacturing popular line of 
housewares. Address Box G-875, care of Harpware Acr, New York. 





WANTED—BY A CAPABLE HARDWARE MAN 44 years old, single, 


position as traveling salesman, or outside salesman in big city, for manu- 


facturer of most any hardware, paint or kindred line or for big builders’ 
supply house, jobber. At present working inside. Address Box G-919, 


care of HAarpware AcE, New York. 
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Classified Opportunities 





SALES ACCOUNTS WANTED 


ATTENTION—MANUFACTURERS OF HARDWARE OR AUTO- 
MOTIVE EQUIPMENT: I will contract with a manufacturer to keep 
his factory busy. Goods must be staple, repeating line salable to hardware 
or automotive equipment jobbers, or to manufacturers of automobiles. 
‘Can handle either total output or just middle western sales; preferably the 
former. Commission basis. Have customers and the very best connections 
all over the world. Years of experience as sales agent. Address H. W. 
WEBBER, 320 Wrigley Building, Chicago, Illinois. 


EXPERIENCED AND SUCCESSFUL HARDWARE MAN, 40 years 
of age, connected with one of best hardware jobbers in Middle West for 
24 years, would like to secure number of high grade lines to present 
to ardware, drug and department stores in Kansas, Oklahoma and 
Arkansas. Connections effective April or May, 1926. Record of 20 years’ 
successful selling in this territory. Details of valuable background and 
sales experience for your products will be gladly given. Address Box 
44-888, care of Harpware AGE, New York. 











MANUFACTURER’S AGENT, covering territory from New York State 
to Salina, Kansas, and Louisville, Ky., to Duluth, calling on hardware 
jobbers, a. supply houses, wholesale grocers, etc., has place for 
one good line on commission basis. Same must have prospects of volume 
and repeat business. Address Box G-920, care of Harpware Acz, New 

ork. 


ADDITIONAL LINE WANTED—REPRESENTATIVE a a 
New York State, oy Metropolitan District, Northern _s -&- 
and ee for PO nny 8 years, thoroughly acquainted wi em 
ware trade, r and retailer, desires to ad = or 
&% commission Sool References furnish y igh- e lines con- 
sidered. Address Box G-889, care of HARDWARE Acs, New York. 


ESTABLISHED CHICAGO MANUFACTURER’S REPRESENTA- 
TIVE with high grade clientele in States of = Iowa, Minnesota, Wis- 
-consin, Missouri, calling on the larger electri ware, radio, plumbing 
senor and department stores, desires one or two live additional lines. 

aintains office and telephone connection in Chicago loop district. Address 
Box G-909, care of Harpware Acgz, New York. 








ao. 








Let US Help You Word Your “Want.” 





SALES REPRESENTATIVES WANTED 


OLD ESTABLISHBD FIRM NEW YORK IMPORTERS require 

representative on Pacific Coast to sell well known line Sheffield cutlery 

also other imported and American lines cutlery and light hardware. State 

age and experience. Good opp . aaey | for young man with knowledge of 

— to 7“ up paying business. ddress Box G-901, care of Harnpwars 
cE, New Yor 


MANUFACTURERS’ AGENTS OR SALESMEN WANTED to repre- 
sent us in different parts of the United States and Canada to sell high grade 
line of tools. Splendid propositions for the right men. Will only consider 
experienced hardware or mill supplies salesmen. State fully age selling 
experience and territory you cover. Address Box G-905, care of HARDWARE 
Acg, New York. 











MANUFACTURERS of full line household specialties want local _repre- 
sentatives in all important cities to handle line on commission. Depart- 
ment houses, premium concerns, are all big users. State experience, lines 
handled and territory covered. We want none but those who can “make 
good.”’ For such our proposition is an excellent ome. Address “S, H.,”’ 
care of HarpwareE Acs, New York. 





MANUFACTURERS’ REPRESENTATIVES AND SALESMEN eall- 
ing regularly on retail hardware, automotive and machinery supply dealer 
trade, to sell our complete line of Sturdibilt Tool Grinders on commission 
basis. Several good territories open. Exclusive territory. State fully “a 
ing experience, trade visited and territory covered in first letter. PRAIK 
DU CHIEN TOOL COMPANY, PRAIRIE DU CHIEN, WIS. 





SALES REPRESENTATIVE WANTED TO COVER New Eagiand 
and New York State, to sell well known brand Sheffield Cutle also other 
imported and American lines cutlery and light hardware. Reply stating 
- A a experience. Address Box G-900, care of Harpware Acz, New 





SALESMEN WANTED—EASY MONEY FOR aggressive salesmen 
with established trade calling on hardware, farm implement and country 
store trade. Side line pays good commission. Well advertised in leadi 
farm papers. Write for particulars and give references. W. 
GLECKNER & SONS CO., pt. “H,” Canton, Pa. 


SALESMAN COVERING HARDWARE JOBBERS to carry radio tube 
line on commission basis; territory open all over country. Call or phone 


KAYESS MFG. CO., 512 Main St., East Orange, N. J 











Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. ___, 


9 Jones Street Rochester, N. ig 








<: 





Better Machine Screws 
for the Hardware Trade 

































Feathurweitht lee Ice Creeper 
a, a - BS will ft lumber- 
« man’s over- 
ts ladies’ 
i ae — 
5 per pair 
‘ORDER’ Pi PROM YOUR JOBBER 


Charchill Mfg. Co., Inc.,287 Thorndike St., Lewell, 


& 
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American Can Compan 


American Can ; 


Oil, Molasses and 
Dairy Gates 
Perfection Pattern. 
Made in All Styles. 


Syracuse Stamping 








Syracuse, New York 




















} “They Have a 
Bull ~~ 





Sales 
| 1015 Union Bank Bilao.” Pittsburgh, Pa. 





Waltham, Mass. 
Tubular and Bifurcated 


—Seveate— 


J. L. THOMPSON MFG. CO. 





SCYTHES 


Scythes since 1812, Axes since 1800 


RIXFORD ‘Fc. co. 











Taintor Positive Saw Set 
~~. All steel. Fully 
Guaranteed. Send 
for Free Book. 





AINTOR MFG. CO. 


N. Y. City 


anufactured b 
U. S. er. Pin » , Montpelier, Ve. 
113 guacainan St. 








ELEVATORS 
DUMBWAITERS 


Write for our catalog 
Energy Elevator Co. 
211 New St. Philade!phia Barre 








Easily first in the manufacture of 
Tools for Stone-Working 
Send for our Catalogue—FREE 

TROW & HOLDEN CO. 


Vermont 











YERDON CAST 
BRASS HOSE BANDS 
give JUST THE SERVICE 


ae want Hose Bands for 
on All Hose Connections. 
A trial will convince. 


WILLIAM YERDON, Box 102, Fort Plain, N. Y. 











Economy 
Hose Attachments 
For connecting hose to smooth 
faucets. Slips on and off easily. 
Economy Mfg. Co. 
6850 Germa 
Philadelphia, Pa. 


LUMBER 


CRAYONS 
STANDARD CRAYON CO. 


A 
a Denver, Sheen. 
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WINSLOW'S 
Skates 


The Samuel Winslow Skate Mfg. Company 





CRECOITE 


Tools You Can Sell 
With Confidence 
Write for Catalog H 


Marion Tool Works, Inc. 
Marion, Indiana 







Half Hatchet 











| 














Worcester, Mass. 
Plain or enameled in 


STRATTO = 
HANDLES 


Fer ee! Tools, Utensils, Electrical Goods. Ete. 
nameling, both bahed and air dried 


senaT res MFG. CO. Besmeen. Maine 


Robertson “Horse Shoe Magnet” Hammers 


eee ors a a 
e n position for driv- 7 i0i¢ — 
ima. Awarded the Silver Medal a 
(the higheet offered) at the Panama-Pacific Exposition. 
dood profit. Write for price Kat. 

Seme and design trade marks registered U. 8. Pat. Off. 


ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 

















Q. Lindemann & Co. 


Manufacturers of 


BIRD DS 
CAGES ZS isss 


35-37 Wooster Street, New York 









Ask Your Jobber About Heimerdinger 
Grass Shears 
These shears sell and sell 
well when you let the 
customer get hold of one. 
Try a few and be con- 
vinced. 











W. C. HEIMERDINGER CO.., 114 W. Market St., Louisville, Ky. 











Donley Screen Door Guards 


Prevent bulging and sagging. 
Add to the life of the door. Five 
sizes to fit any door. Retails at 
75 cents and $1.00. 


The Donley Manufacturing Co. 
10585 Quincy Ave., Cleveland, Ohio 








“dhe Fragrance of Flowers— Not the Odor of Oils.” 


for Furniture Floors and Woodwork 


Bouquet-Brownson Co..Ine. 











THE INFLUENCE OF MILLIONS 


of attractive advertisements yearly which create demand for Lorain 
Oil Burner Steves should mean greater profit for you. Get 
acquainted with the supremely good 1926 Lorain Burner. Oonsider 
the sales continually made by satisfied users and the wonderful 
reputation of the manufacturer. Only by selling Oil Cook Stoves 
equipped with the Lorain High Speed Burner can you share these 
profits. 


AMERICAN STOVE COMPANY St. Louis, Mo. 


Handy Craft 


The New Steel Building 
Toy for Boys 
Retails for 75 Cents 
THE HART & COOLEY CO., New Britain, Conn. 














SO BOSS The Improved Cow Hobble 


Selling fast wherever cows are 
milked. The So Boss Com- 
bination Hobble and Tail 
ll retails at 75c¢c. with 

co for the dealer. 
Packed in individual cartons 
—unit packages of six in- 
eludes display © eet 











imonsen Iron Works 








Sioux Rapids, Iowa 


THE FOWLER & UNION 
HORSE NAIL CO. 
HORSE SHOE NAILS 
OF HIGHEST GRADE 


Plast ef 
1000 MILITARY RD., BUFFALO, N. Y. 








SEYMOUR — PRUNING SHEARS 


A Full and Complete 
Line of Pruning Shears 
and Tree Pruners. 

ABSOLUTELY 

GUARANTEED 

Write for New 
Illustrated Catalogue 





Vineyard Pattern 


nufactured 


Ma by 
SEYMOUR SMITH & SON, INC., ‘Oakville. Conn. 
Sales Representatives: John H. Graham & Co., 113 Chambers St., New York. 











THE GENUINE 


HUNTER’S SIFTER 






Imitated But 


' The Fred J. Meyers Mfg. Co. 
Never Equalled 


Hamilton, Ohio 


The Standard of the World Since 
1880 

















Welding Compound is best by every 
test. Makes welding of any steel as 
easy as Iron. Stock it and increase 
your sales. 


Made only by 


ANTI-Borax ComPpounp Co. 
Fort Wayne, Ind. 





@nt MAY 87. 1908 
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INDEX TO ADVERTISERS 


THE ADVERTISERS INDEX is published as a convenience and mot as a part of the advertising contract. Every care wil] be taken te index correctly. 


Ne allowance will be made for errors or failure te insert. 





Gifford-Wocd Co. 

Goodell-Prait Co. 

Gould Preducts Co. 

Graff-Underwced Co. 

Gray & Dudley Co. 

Greenfield ee : & Die Corp. 
Co. 


SP eenevedees eo eeese € Oe 6 6 oe @ 


Absorene Mfg. Co. 


Shee Sees Cee@woveee 2 8 9's 
seseeanavpeceoeoovooeoe Ces eoeene @ 


esaesoeoevevpsue eee ee @ 


Allith Prouty Co. 

American Bolt & Screw Case Co. ........ 122 
American Can Co. 
American Saw & Mfg. Co. 
American Screw 
American Shearer Mfg. Co. 
American Steel & Wire Co. .............- 
American Stove Co. 
Anti-Borax Compound Co. 


eeseeveeveev eevee eveeeeeeveeseee@ 
Seba Seanaeaneeecesd ees eseess © 


eeeeeveveve ev eoeeeveeneee@ 


Hanover Wire Cloth Co. 
Hart & Cooley Co., The 


Heimerdinger Co., Ww. Cc. 
cS 


Hubbell, me Beever TEPEEESELEEE LETTE 


“eee eeenervreveeeeeeeeweeeeeeene 


Automatic jou EC. Co. 


Independent Lock Co. 
Indiana i B. Wire Co. 


*oeeeeeveeeeeeeeevreeeveeeeeeenene 


Beisser Key Machine Co. .............--- 127 | Jndependent Lock Co. ........cccccceces 
i tie a wa 66 6 6oNee 

Boller Machine Wks., Peter 

Bommer Spring Hinge Co. 
Bouquet-Brownson 
Bowen Products Co. 
Brooks Sons Co., M. S. 
Brown & es ws Mfg. Co. 





Jennings Mfg. Co., Russell 


oeeeeeeeevneeeneeeneene 
eoeeseeeeeeveeeeeneneeeenene 


oer eeeev eee eeeneneee 
“er evreeeweeereeeeeeeeeeeeeeee 


Keil & Son, Inc., Francis 
Kelly Axe & Tool C 


Kimball Bros. Co. 


“eee @eeeeeveeeeaeveenee 
oseeeeee eee eeveeeeeenee 
*eeeeevreveeeevreeveevpeeeeeeee 
see eevee eeeeeeevr eee eeneene 
*oerereeeeeeeeeeeeneenenee 


oeeepeeneeeeeeeneeenve 


Lalance & Grosjean Mfg. 


Chicago Spring Hinge Co. 


eeeteaeoeveeeeeeeveevee 


Lowell Specialty Co. 
Ludlow-Saylor Wire Co. 


oereevevreeeeeenevreeeeeeeeene 


eeeeeeeeeeeeeneneneene ee xe £+$§$}j~  £ £=°*>@°M7 TS if BRFEFLLSESSE FF AAWe «ee eee eee ew anwnwreeee ee 


Cleveland Wire Spring Co. 
Columbia Tire & Rubber Co. a or ee 
Congoleum-Nairn, 
Consolidated Electric Lamp Co. 
Continental Wood Screw Co. 


eeeeeeaeeeeeeeeeeeeene 


Marion Tool Works 
Maydole Hammer Co., David 
Meyers, Fred J., Mfg. 
Milbradt Mfg. Company 
Millers Falls Company 
Milwaukee Brush Mfg. Co. 
Milwaukee Corrugating Co. 
Moore Push Pin Co. 


Murphy’s Sons Co., 
Myers & Brother Co., F. E. 


Corbin Screw Corp. 
Crescent Tool Co. 


eee eeeeeeveeeeeeeeeeneenenee 


Dazey Churn & Mfg. 
De Laval Separator Co. 


The 
Detroit Torch - Mfg. 


Dietzgen| on Eugene 
Disston & Sons, Inc., Henry 
Dixon Crucible Co., Joseph 


eee eevee eevee eeeeeneesr 


DuPont de Nemours & Co., E. I. 


National Brass Co. 
National Carbon Co. 
National Level a 


*eeeteeeereeeeeeeeeneneene 


New Britain Machine Co. ee 
New Jersey Safety Razor Blade Mfg. Co. 
Niagara Metal Stamping Corp. 


oe “a ith tek ieee enw eed ets 
re i oi eke enébene bebe 
F Osborne & Company, C. 8. 
lee ii Mi i SO NIB TAR He sara cena 
Favorite Stove ~ a Co., The 


Panco hh wo 


Peck, Stow & "Wilcox Co. 
Peerless Electric Co. 
Pennsylvania & Atlantic Seaboard Hard- 

ware Assoc., Inc. ...... Kerevearvecéeeeos 


SCevee~eeDea eons 6 668.860 0600604 


Co. 
General Fireproofing Building Products.. 








Penn. Lawn Mower Works .............. 23 
rr ee, oc veeeceseeeseee 1:7 
EC -c veecdeteeoeesees 1. 
io 06 Os oie ee ead Gee 10% 
Pease: Bes Ge ik ccccscccccvcecsiac 165 
R 
rr ne) Ce. ede teseeewes 97 
re tte seeeewseenes 120 
ES 122 
BeecmemtGsewe meee BIS. CO. .nccccccccccees 55 
oo os oye’ ob wale ake beee 131 
a ahead es 128 
NR SS ee 132 
RS a ge eneebbawansen 126 
S 
I, SN awe neeuws 120 
Samson Cordage Works ...............e- 127 
en ae ED gg ccccccccsceseees 83 
EE Ee eee 60 
Segal Lock & Hardware Co. ............ 117 
ES ee 121 
Shapleigh Hardware Co. ................ 136 
i. 2. Tf. cu peecesceus 121 
Silver Lake Company ........cccccccces 128 
Simonsen Iron Works .............ecee0- 132 
Smith & Hemenway Co., Inc. ........... 127 
Smith & Son, Inc., Seymour ............ 132 
Snap-On Wrench Company ............. 135. 
A i ee it eee ns eee 128 
Special Chemicals Co. .......cccccccccce 128. 
Mi ..  ccawedbeocenceese 128 
Standard Crayon Mfg. Co. .............. 131 
Starrett Company, L. S. ....cccccccccece 15 
i ef SS” eee 91 
Sterling Wheelbarrow IDS inti dtlne auie a mietee 129 
Stewart Iron Works Co. ................ 123 
oe a ee ceéensebesic 132 
Superior Laboratories, Inc. ............. 107 
SG, UL ME om co ccceoeedeodeeces 129 
Syracuse Stamping Co., The ............ 131 
T 
ee Be En so vc bccecdtebdvesecece 131 
Taplin Mig. Compamy ...ccccccccccccecce 128 
EY SS |. cs ce cuancceuece 33 
Thomson Mfg. Co., Judson L. ........... 131 
Threadwell Tool Co., The ............... 127 
ee Me is B Te io kcccccccccccecen 117 
Toledo Wheelbarrow Co. ................ 73 
Trimont Mfg. pneu ee en eee 12-13 
r, << = |) repre 100 
Trow & Helder Co. ethnbhhnedeweetwes 131 
Tubular Rivet & Stud Co. .............. 11? 
U. S. Clothes Pin EE have cb dendcas 131 
Vaughan velty — Rb seseccesceces 126 
eee WOU Ws. HEE acccccccoceccecsccee 127 
Ww 
Walden-Worcester Co., Inc. ............. 103 
ee Es a TN, ccc cccccevccocces 99 
We I Ev ccccccccccocececccces 35. 
Western Importing Co. ................. 119 
White Company, L. & I. J. ............. 119 
White Mountain Freezer Co., Inc. ....... 89 
WO Gs, WHEE vc cccccccsececccoce 115 
IN a ot cpus cknusd ooudeceoe es 81 
Williams & Company, J. H. ............ 16 
Winslow Skate Mfg. Co., Samuel ....... 132 
En . cncccsnnwaniioe cecee 113 
Wright Steel & Wire Co., G. F. ........ 124 
Dae Ge Wwe Meee GO ccccccccctoccces 67 
TN cnbndedsdeeéedoesebadesces 131 














ELECTRICAL GOODS SECTION 








Friedlander, Oscar O. 
Gold Seal Products Co. 
Gainaday Electric Co. 
Graybar Electric Co. 
Grigsby-Grunow and Hinds Co. 
Hart Parr Company 
Hoover Company 
Horton Manufacturing Co. 
Kaylite Manufacturing Co. .............. 
Knapp Electric Co. 


Ajax Electrical Specialty Co. 
Atwater Kent Manufacturing Co. 
Brandes Products C i 
Comtery Tectrie Oe. .cccccccccccccccces 58, 69 
Clements Manufacturing Co. 74 





DI ARIE oe atin 


*eeev eevee eeeee eae eeane 


r . 
Connewey Electric Laboratories Co. 
Dayton Fan and Motor Co 
Edison Electric Appliance Co. 
Electric Vacuum Cleaner Co 
Eureka Vacuum Cleaner Co. 


*eeeeeeeeeneeeeeeeeeeeee 


Lindemann Hoverson Co. 
Ann Murphy Studio 


Faries Manufacturing 








* 
2 
3 
vs 
NG 
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National Carbon Co., Radio Batteries.... 11 


National Carbon Co., Flashlights......... 49 
Peastemes ESRD WEES cccceccccecccecces 41 
EE ee 73 
Radio Corporation of America ........... 2 
eo cc eedaceneeeoose 68 
i en Me sé cscecbeesoocecewe 56 
i) Cr thos bea ceehgaeneseues 55 
ee Gs es SS a a ce ccaceverececeseue 68 
Stewart Warner Gatmaabion neeeeeeeceos 61 
Televocal Corporation ........cccccccecs 72 
A bck ca eeneeseseossoneees 72 
Utal Radio Products Co. ................ 10 
Warner Novelty and Shade Co. ......... 57 
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“INTERLOCK” CONDUCTOR PIPES 
THEY stand the gaff! That is why more Milcor “Interlock” 


Conductor Pipes and Trimmings are used than any other 
kind. Sheet Metal men who sell Milcor Products exclusively 
find that it pays. So will you. Try it this year! 


All Milcor Products can now be secured in 


We recommend TWENTY- 1 Also furnished in Galv. Steel, 
EIGHT GAUGE or heavier Galv. “‘Coppered Metal”’, 
for all outside work. Pure Copper and Pure Zinc. 
Ingot Iron 
MILWAUKEE CorRUGATING Company, Milwaukee, Wis. 


Chicago, Illinois Kansas City, Missouri La Crosse, Wis. 
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There are close to twenty million automobiles 
now running. 


Mostly owned by men who, in order to keep 
down expense, must do more or less of their 
own repair work. 


Many are your regular customers. 


To do this work right and save much hard 
labor, they need more and better tools than 
they now have. 


Mechanics who work on cars for a living must 
have the best tools, and practically all of them 
use Snap-On Wrenches. 


6 
7 


10 





HARDWARE AGE 


ITH the opening of the New Year we invite you to use the 
following facts because of the great help they will be to 
you in your plans for a bigger tool business in 1926: 


But there are a hundred car owners to every 
mechanic. 


Representing a tremendous tool market with 
which you are in daily touch. 


The Snap-On Display Cabinet makes it easy 
for you to serve the tool needs of car owners 
in a better way than they have ever been 


served before. 


Snap-On service will’ win many friends for 
your store—as it has for more than five thou- 
sand other leading hardware stores. 


The initial investment is very small. 


Write for details now! 


Snap-On Wrench Company 


Manufacturers 


Milwaukee 


Motor Tool Specialty Company 


Sole Distributors 


14 E. Jackson Blvd., Chicago, Ill. 


Distributing Branches in Seventeen Principal Jobbing Centers 
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In this issue— 


Why not sell lamps by the rules that win with other kinds of 
merchandise—Demonstration kitchen near the appliance 
stock helps sales—Importance of Radio International Week 
to the dealer—Sell laundry appliances by practical talk 














Radiola 28, cight- tube 
uni- control Super- 
Heterodyne, extremely 
selective. It gives vol- 
ume on dry batteries, 


tu 


or.can be used with the 
Mode. 104 Loudspeak- 
er (with an adapter), 
without batteries. With 
8 Radiotrons 


$260 





Permanent 
features of 


the RCA line 


Uni-control 
super-heteroaynes 


Power loudspeakers 
AC. drive 


These — backed by an advertising campaign greater 
than ever before — promise continuing profits in ra- 
dio to the merchants who qualify as Authorized RCA 
Dealers. 

RADIO CORPORATION OF AMERICA 


New York San Francisco 








Radiola 20, an en- 
tirely new an en 
tuned radio frequen- 
cy set, with regener- 
ation. Antenna type, 
with the new dry bat- 
tery power Radio- 
tron. Without acces- 
sories $102.50 
With 5 Radiotrons 
3 $115 







Chicago 





-Radiola Lipdepesian: 
Model 104, has amazin 

volume and acoustical fi- 
delity. With Radiolas 25 
or 28, it operates the set 
without batteries, from 
60 cycle, 110 vole A.C. . 
lighting circuit. : all 










Radiola 25, a six- 
tube uni -control Su- 
per-Hererodyne, that 
uses the new power 
tube. It has space in 
the cabinet for dry 
batteries, but can be 
used (with an adapt- 
er) with Loudspeaker 
Model 104: without 
batteries. With 6 
Radiotrons . $165 














OG RTE a a a” 


aia 


8 ER Mt ie ae j & A 


\diola 


MAKERS + O -RADILOTRONS 














“ 











ec ao 1 





i mio ot Zz. —_ 





ail 












































AGLI TE Porcelain 


Cw Sat S| Enamel Units 











You Sell Health 
When You Sell 
Aglites 


and make a mighty good profit besides. 
Aglite’s glistening, smooth surface, en- 
tirely free from dust-catching screws, 
enables them to head the list of mod- 
ern electrical equipment designed to 
promote sanitation and health. 


























Thousands of women, whose first con- 
sideration for the home is perfect light 
and absolute cleanliness, have installed 
Aglites in their bathrooms, kitchens, 
laundries, nurseries, etc. Thousands 
more will follow suit, if you display 
Aglites in your shop. 


Besides being easy to clean, Aglite’s 
permanent porcelain enamel finish is 
guaranteed not to check, peel, tarnish 
or discolor. And they cost no more 
than the old style units. A post card 
will bring complete information con- 
cerning our co-operative sales plan for 
dealers and literature describing Ag- 
lites in detail. You will not be obli- 
gated. 





Aglite Prices 


Ceiling Type 
No. A722 Keyless - - - $2.75 
No. A723 Pull Chain - : $3.60 
Standard Package—Carton of 4 


Wall Type 
No. A724 Keyless : - : $2.75 
No. A725 Pull Chain : - $3.60 
Wall Type With Plug Receptacle 
No. A729 Keyless - . $4.10 
No. A730 Pull Chain - - 95 


$4.9! 
Standard Package—Carton of 4 











She FpWwin FE. Guia Company 


DESIGNERS: ENGINEERS-MANUFACTURERS 


Lighting Equipment. . 





2625 Washington Avenue | St. Louis, Mo. 
BRANCH OFFICES (Salés and Service) In Principal Cities 
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Full Automatic [ime 
and Temperature 
Controls 


Both are automatic features 
of LG@H Electrics Ranges— 
easy to operate and absolutely 
dependable. The Time Con- 
trol is much simpler than a 
clock. Accurate and unfail- 
ing, you set it at the time you 
want your cooking to start 
and stop. The Temperature 
Control regulates and main- 
tains even heat, automati- 
cally stopping and starting 
current so that temperature 

not vary. Save 60% of 
current. 
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FLECTRICS 


Wo La 
Boost Sales and Profits 


SIDE from the unusual beauty of L &H Electrics 

Ranges and great variety of models, the advantages 

of Full Automatic Time and Temperature Controls and 

other superior features are tremendous factors in winning 
consumer interest. 

The splendid model pictured is a combination electric 
range with a built-in kitchen heater. This last feature is 
obviously superior to the usual equipment of its kind be- 
cause of its double flue heat radiation which can be quickly 
and impressively demonstrated. 


There are L & H Electrics models not only in full white 
and gray porcelain enamel finish but also semi-porcelain 
finished ranges, in styles and sizes to suit every home need. 
You can see the possibilities for added volume and bigger 
profits. The best jobbers handle L & H Electrics Ranges 


and Appliances—or write us for facts at once. 


Manufactured by 
A. J. LINDEMANN & HOVERSON CO. 
435-437 Cleveland Ave., Milwaukee, Wis. 


Long Beach Building L&H Building 1636 14th Street 715 Bryant St. 
New York, N. Y. Chicago, III. Denver, Col. San Francisco, Cal. 


{ L& H Electrics Appliances 


g 

Include: 
Reflector Heaters Heating Pads 
Turnsit Toasters Hot Plates 
Curling Irons Irons 
Waffle Irons Testing Ovens 
Table Stoves Urn Heaters 
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1920-1925 


During the five-year peri- 
od, Horton sales increased 
50% faster than the average 
of all makes. 


HNN 
































HUH 8 


Horton All Makes 


1925 


In 1925, Horton’s sales in- 
crease was 500% that of the 
average for the industry. 
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This New Trend Means 
More Profit for Retailers 


ORE and more, people are buying 
washing machines from stores. 


At first, this change in buying habit 
was slow. Now it has accellerated 
sharply. 

Since this Company is the pioneer 
and leading exponent of selling through 
the stores of responsible, established 
dealers, the Horton sales record shows 
this trend strikingly. 


During the last five years, Horton 
sales have increased half again as fast, 
on the average, as those of all makers 
of washing machines. During the last 
year of this period, Horton salesincreased 
five times as fastas the whole industry. 


Jobber distribution and store selling 
of Washers and Ironers, is gaining faster 
and faster a larger and larger share of 
the business. 

With the greatly augmented co- 
operation we have planned for 1926, the 
New Year will set a new profit record 
for Horton dealers. 


HORTON MANUFACTURING CO. + 1024 Fry Street, Fort Wayne, Ind. 














‘This washer ¢ easier 
lo sell and makes more 
money for me because~ 











“‘The open tub instantly appeals to every woman who sees 


it—no center post for the clothes to wrap about—big vacuum 

H AR a P ARR cups built right in the hinged cover which does not have to 
| be lifted off. The only washer of its type that has these two 

important advantages. And the tub turns continuously in 


one direction bringing every article in the wash under the 


VACUUM ELECTRIC cleansing action of the cups,’’ declare Morley Brothers of 
Saginaw, Mich., dealers with a wide experience in electrical 
W. appliances. 
“It washes thoroughly ‘and it’s simple—no fuss nor muss. 
Every feature that a woman looks at spells ‘Cleaner Clothes 
with Greater Ease’ for her. 
“The profits for the dealer are really extraordinary—a splen- 
did margin with attractive discounts, and without the usual 
service expense afterward.”’ 
This statement is only one of the many received from Hart- 
Parr Dealers but is indicative of the way they feel about the 
Hart-Parr Washer. If there is no Hart-Parr dealer 


in your territory, write or wire for full particulars 
of the attractive Hart-Parr deal. ites 


HART~ =PARR- ‘COMPANY 


= 





CHARLES CITY, IOWA <— 


vi of Labor ‘Saving | Machinery for 
a Qua atter. Cenlury* |B 





Cleaner Clothes with _ 
Greater Ease aul “a — — i les cet = fol tn ia tiaras aE tss:ca3h SPs —— 


=t 





















































Over 250,000 Eurekas 


Actually Sold to Consumers 
in 1925 


{ Not Merely Shipped from Factory } 








This—the largest number of electric vacuum 
cleaners ever sold by any manufacturer in any 
one year—represents the average sale of one 
Eureka for every 25 resident users of electricity 
in the United States who did not own an elec- 
tric cleaner January Ist, 1925. 









These amazing figures clearly indicate that the 
Eureka Vacuum Cleaner Company is maintain- 
ing its enviable position as the largest producer 
of electric vacuum cleaner units in the world. 





‘To Dealers in the 
Major Home Appliances: 


Only by handling the world’s fast- 
est selling electric vacuum cleaner 
can you reasonably expect maxi- 
mum volume, most rapid turn-over, 
easiest selling and greatest profit. 
Write or wire the factory for an im- 
mediate interview with our nearest 
sales manager. 





EureEKA VacuuM CLEANER Company, Detroit, U. S. A. 
Largest producer of Electric Vacuum Cleaner U/nits in the world 


- Canadian Factory, Kitchener, Ont. 
Foreign Branches: 8 Fisher St., Holborn, London, W. C. 1, Eng.; 58-60 Margaret St., Sydney, Australia 


(256) 


CUR CLEANER 7 


“IT GETS THE DIRT” 
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Dealers -7his is the Opening ofa Tremendous Campaign 
Io Help You Sell Hotpoint Super-Irons 





THE SATURDAY EVENING POST January 23.1926 
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The patented Calrod heating element is the greatest improvement made 
in the 22 years since the first Hotpoint electric iron was introduced. 


Since its development, Hotpoint Calrod heating element has been 
used for several years in the most strenuous service known: In the 
high speed, heavy service electric ranges, etc., as used in the kitchens 
of the most modern hotels and restaurants; in commercial laundry 
irons, where each year’s use is equal to over 20 years in the average 


household; and in other severe applications of electric heat, where 
unfailing service must be rendered. 


And now patented Calrod element is being used in the Hotpoint 
Super-Iron. For although ironing requires a temperature of only 
550°, occasionally ordinary irons are overheated or dropped or 
otherwise injured so that they give out just when needed. In 

the new Hotpoint Super-Iron the Calrod element is molded 
in solid cast iron. It is forever sealed in and protected. 
When you buy a Hotpoint Super-Iron, or other Hotpoint 
product—or Edison heavy duty cooking equipment 
—you have an assurance of maximum service, econ- 
element of the Hotpoint ™, omy and dependability. 
renal at 2250° Fahren- 


heit. O 
The face that Calrod 
stands this terrific heat 
without damage is the 
best indication that it will 
not be harmed by the 
most extreme tempera- 
ture condition arising in 
service. 





Casting the Calrod heating 
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The New Super-Iron is also being advertised in the ladies Home Journal 


Good Housekeeping. Womans Home Companion and Sunset Magazine 





THE SATURDAY EVENING POST 
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~ TJhe Hotpoint Super-Iron 
With The New Calrod Element } 
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Other cAdvantages 
of the Hotpoint Iron 













In, this box on dealers’ 


shelves — 
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This newest Hotpoint is a real SUPER Iron. In it are incorporated all the fea- 
tures that have made Hotpoint Irons the standard of the world, plus the patented 
Hotpoint Calrod heating element. 


The new Hotpoint Super-Iron heats with surprising rapidity. This makes it very 
economical to use. Its large heat storage capacity will delight you—in the speed 
with which you can iron even damp, heavy articles. 


With the Hotpoint Super-Iron, just an easy, guiding, gliding motion is all that 
is required. You do not need to exert pressure. The adequate heat, the six 
pounds of weight and the highly nickeled, mirror-smooth ironing surface do 
the work without your needing to bear weight on it. It saves strength and 
reduces ironing time. 

The tapered, hot point fits perfectly into gathers and corners. The large, 
comfortable handle is always cool and rigid. In every detail the Hot- 
point Super-Iron is made to give greatest ironing ease, to keep its 
handsome appearance and to give everlasting, dependable service. 


Insist on a Hotpoint. Sold by best dealers everywhere. 
EDISON ELECTRIC APPLIANCE CO., Inc. 
Chicago Boston 


ow York . Asiente . ) ee 
Fra 
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In Canada: Ganniion General Electric Co., Led., Toronto 
World's Largest Manufacturer of Electric Heating and Cooking Equipment 
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“Send 1 for ‘FREE Tie-up material and make PROFITS 


Electrical Goods Section 9 












P * aL) ee 
Pe Beng SOR: § ‘ 
: Re TE haben 20 e 














Hotpoint’s 
Patented 
Thumb Rest 


made even for left-handed 


ou iron, ¢ pes swings 


the connections in the plug. 
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You Hit the “Bull’s-Eye” 
when you Guarantee UTAH 





. —_ No other manufacturer makes 
uperflex such guarantee 


Reg. U. S. Pat. Of. 






Utah 
Standard 






/ > S 
GUARANTEE 


Buy a Utah and use it 
for two weeks. Compare 
its tone with the best the 
others are able to produce. 
If the Utah does not 
give better recep: 
tion return it to your 
dealer and he will re- 
fund your money. 



















Utah 
Phonospeaker 
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Utah Supreme 
Reg. U. 8. Pat. Off. 











Handsomely finished in black 
rubber. F rni hec I as 


she with as 
on turntable of talking 
r without. 


Fi 
mal 
est both eye a ear. easures 
chin 101%x8x7%. Weight 8 Ibs 
Packed 1 in a carton, 3 in : 
with stand ' manny ae ” 


$25 


without stand 


$9.5 
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Trade MarkRegistered 


UTAH RADIO PRODUCTS CO., 1427 So. Michigan Ave., Chicago, III. 
We are Manufacturers—not Assemblers 
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Facts and figures to prove that Eveready 
Batteries are the most economical 





| i 


B’ batteries that arc too small in capacity 
for their receivers That is not econom 
ical. Et makes you buy ‘B’ bagteries twice 
as often as necessary. Fit the right size 
Evercadys to your st and add a ‘C” bat- 
tery,” sf you haven't one, and you’! get 





4 These Eveready Batterres are the correct’ 
size for your set. With average use they will last i! ; 
you a year or longer / 


"You have been one of the many who use battery will last a year or longer. On sets 
uf four and five tubes. the larger Heavy 2? 
Duty Fvercady Batteries used with a “C 
battery will last eight months or more 
Here is the secret of 
faction and ecunomy: 


“WHoith sete of from | te 4 thes, ure 





' With sets of 4 or more tubes, use either 

of the heavy duty batterics, No. 770 or 

B” battery satis the even longer-lived Eveready Layerbstt 
No. 486. 


Tuesday night means 
Eveready Hour—9 
p. m., Eastern Stand- 





maximum service af minimum coset.” 
The life of your Evercady “B" Battery 
depends on its Capacity in relation tu yout 
set and how much you listen in. We 
know, through a careful investigation, 
that the average year-round use of a set 
is two hours a day. Taking that average 
we have proved aver and over that on 
sets of one ta three tubes the No, 772 
Eveready “B” Battery used with a “C” 
*Note: In addition tu the invreseed lite which an 
sell seas aie 


were ady attery gives te your “RB” barreries, « 
wll add 2 qisiity of reeepnon anabtainabdle withour 51 








Radio Batteries | {2}. 220" st 


-they last longer Baa ast RIOR RS AY 


ard Time, through the 

following stations: 
WEAF—New York 
WwJAR—Providence 


Right Radia Batteries,” which we will be 

giad to send you upon request. This booklet 

alse: tells ahout the proper battery equipment 
et tubes, 


NATION ul ARRON « SM PAN ¥, Es: WEE:—Boston 
» York . Son Fran wTtaG— Worcester 
5a wri—Philadelphia 

6 eighteen idadie wcRk-Buffalo 


bso or coms an «the Er WCAE—Pittsburgh 

WSAI—Cincinnati 
wwi—Detroit 

woc—Davenport 











WEAR-—Cleveland 
WGN-—Chicago 
Ksp—-St. Louis 

wcco—Minneapolis, St.Paul 

















THIS year will see the most specific, attention- 
compelling and convincing advertising ever 
done on batteries. Actual facts and figures will 
be used in the national advertising of Eveready 
Radio Batteries, irrefutable proof that they do 
last longer. There’s a mighty appeal to the 
pocketbook in this campaign. “Fit the large 
Evereadys, such as No. 772, to one to three 
tubes, and they will last a year or longer. Use 
Eveready No. 770 or Eveready Layerbilt No. 
486 on four or more tubes, and get at least 
eight months’ service.” This campaign com- 
bines news, education and selling. Its effect 
will be tremendous, far exceeding anything 
ever before accomplished for battery sales by 
advertising. This year Eveready Radio Bat- 
teries take a great step forward. It will pay 
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you to march in the procession with them. 
Watch for the advertisement reproduced above. 
It will appear in the January 9th issue of The 
Saturday Evening Post. Order Eveready Radio 
Batteries from your jobber. 


Manufactured and guaranteed by 


NATIONAL CARBON COMPANY, Inc. 
New York San Francisco 
Atlanta Chicago Dallas Kansas City Pittsburgh 


Canadian National Carbon Co., Limited, Toronto, Ontario 


EVEREADY 


Radio Batteries 


-they last longer 






































A constant, unvarying, trouble-free current supply. The Majestic 
A & B Current Supply really eliminates both the A & B batteries. 
Just plug in on your house current supply (alternating current) and 
turn ‘‘on”’ the switch. You can then operate your radio continuously 
24 hours each day for a week, month or a year if desired. This would 
not be possible with a battery and charger. 


34 722 without Tubes Majestic A-BCurrent Supply 
No more does your customer have the annoyance of 
batteries and their ills, chargers, hydrometers, acids, etc. 


All this is eliminated. 





Used With 
Any Radio 


The Majestic A & B Current Sup- 
ply can be used with Radio receiving 
sets using 201A or 199 type tubes. It 
gives uniformly excellent results on 
any circuit or combination of circuits. 





Majestic Reproducer 
ONE PROFIT - RADIO PRODUCTS 


Our Products Are Popularly Priced—Because 
We Do All the Work That Goes into Them 


There are no parts makers’ profits and overhead—or other outside costs to add to 
the price of Grigsby-Grunow-Hinds Radio Equipment. That's why we are able to sell 
our merchandise at considerable saving to you, and that’s why you, in turn, can meet 
the trade with attractive prices in any competition. 

Our own skilled craftsmen are all we need to rely upon for quality. They work 
under one great roof and are constantly under our exacting supervision—which insures Follow the Reasons: 


the very best that it is possible to build. The result is volume and tone unexcelled in 


the industry. 











1. Genuine Roxalin Horn hydrau- 
lically pressed. 


WE MAKE THEM—WE KNOW 
2. Bases beautifully finished in 
Manufactured by crystalline lacquer. 
3. Exclusive “formed” diaphragm. 


4. Sapratatte lever volume con- 
trol. 


GRIGSBY---GRUNOW--- HINDS Co. _|* ‘ts = = 


4556 Armitage Avenue, Chicago, Illimois | « permanency sertece sesssane, 


tion. 
Benjamin Electric Mfg. Co. of Canada, Ltd., Toronto 
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In Canada: 
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For 1926 


HIS being the first issue of 
| ELECTRICAL Goops for what 
promises to be the excellent 
business year of 1926, it might be 
supposed that we. would tell you of 
the great things that we are going 
to do this year. That would be a 
difficult task, for our heads are so 
full of plans that it is difficult to 
describe them. Putting these plans 
in type seems rather absurd. 

We think, however, for a youngs- 
ter that has not yet celebrated its 
first birthday, that ELECTRICAL 
GOODS is doing very well indeed, if 
we are permitted to judge by the 
response from our readers. We can 
assure you that we are going to 
continue printing a magazine that 
will be as helpful as possible to the 
merchants in this most rapidly grow- 
ing industry—an industry that is 
just finding its merchandising home. 

These few months have brought 
one thing home to us. It is this: 


HERE are many merchants who 

do not fully understand just what 
this electrical industry is and how 
closely it has become woven into the 
warp and woof of business. During 
this year, we will try to explain this 
situation. 

Also there is not a general under- 
standing, we find, of the merchandis- 
ing position of this industry. This 
exists both in the industry itself 
and in other business ranks. We 
think we can explain this. 

On Page 15 we have set forth some 
facts about the electrical industry 
that may serve as a basis of a better 
appreciation. We shall gather 
further facts of this sort. 

During 1926 we shall continue to 
publish a helpful, good looking and 
interesting ELECTRICAL GOODS 





























That The Hoover prac- 
tically always wins in 
competitive tests with 
other cleaners is con- 
clusive evidence of its 
manera 


THE HOOVER COMPANY, NORTH CANTON, OHIO 
The oldest and largest maker of electric cleaners 
































More Than Half of the Families are 
Electric Appliance Prospects 


wea T is difficult to understand the timidity with which some merchants ap- 
| proach the electrical appliance market. 


It is apparent that they have not caught the spirit of the great elec- 
trical industry which makes the appliance market possible. They have 
not read in the progress of this industry the modern version of Aladdin 
and his lamp and the wonders he performs by carrying—through light and power 
—a solution of the servant problem into thousands of homes each year. 


There seems to be a feeling among non-electrical people that the market for 
electrical labor-saving devices is a restricted one; that it is circumscribed in in- 
come or other artificial barrier. 

It is the contrary that is true, for electrically performed labor is economical la- 
bor, in the home as in the factory. 

The business is a necessity, soundly built and certain to progress. The year end 
figures of the National Electric Light Association show that more than seven and 
a quarter million dollars are invested in service stations and equipment. That is a 
far cry from the two plants opened in 1882; one in Pearl Street, New York City, 
the other a hydro-electric plant in Appleton, Wis. At the end of that year these 
two plants had capacity of 1800 incandescent lamp bulbs. 


That was only forty-three years ago. Since then the industry has wired 13,460,- 
000 homes. There remain 13,040,000 to be wired and electricity is available to 5,- 
214,000 of these. Last year 1,350,000 homes were wired. Main lines are being ex- 
tended to the other 7,826,000 as rapidly as possible. A special N. E. L. A. commit- 
tee is working out this problem. 


A marvelous spirit of progress has carried the industry from that 1882 point 
where one factory with a capacity of 30,000 incandescent bulbs a year was suffi- 
cient to a manufacture of 450,000,000 bulos last year. 


This is the beginning of an electrical age. The service companies have 14,745,- 
000 domestic customers, slightly more than one to a home. Each of these customers 
is a prospect for the sale of some appliances. The Society for Electrical Develop- 
ment estimates that at the year end the following appliances were in use: 

Irons, 10,200,000; Cleaners, 5,000,000; Toasters, 1,200,000; Percolators, 600,000; 
Ironers, 210,000; Dishwashers, 12,500. From the same source comes the informa- 
tion that this is the banner year for electric washers, 549,000 having been sold in 
the first nine months of the year and four and three-quarter million in use today. 

Subtract these numbers from the 14,745,000 domestic customers and you will 
see that the approach of the saturation point for original purchasers is still far 
distant. When that point is reached, the replacement market will be heavy enough 
to drive away business worries. Once work is electrified, no one goes back to old 
methods. 

What sales energy can do is well illustrated in irons and cleaners, both of which 
have been subject to intense sales campaigns. When the same energy is put behind 
other items, there will be a corresponding sale. 

The opportunity is wide open for the greatest and fastest growing market in 
the business world. 
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Why Not Sell Lamps by Rules 





PRICE ZONES Will Give 


By Mrs. Bernice Bowser 


\ | OW that 1925 is past and 
buyers are going into the mar- 
ket ready to start a clean 

year, it would seem to us important 
to consider the favorite quotation of 
the great merchant—Filene: ‘Peo- 
ple buy in groups, just as they live 
in groups and you can’t sell every- 
body.” 

If you believe this, and most mer- 
chants do, the obvious thing to de- 
cide is what class of people do you 
want to sell? 

That decided, you must determine 
upon your price range. If your busi- 
ness happens to be lamps, you must 
consider what price lamps tie-up with 
the merchandise that is selling in 
other parts of the store. 

If there is a leather goods depart- 
ment where bags are sold, you have 
probably known that a $2.95 bag ora 
$4.95 or a $10.00 bag is the best 
seller. You know that one of these 
prices can always bring in a big day’s 
business. If yours is a $2.95 bag 
house, you are not going to place 
your special lamp at $39.50. You 
may decide that your special price 
will be $6.95 for a simple iron lamp 
or $12.50 for an average type bridge. 
If yours is a $10 bag house, you may 
decide that your special lamp value 
will be $25. 

It is amazing to study lamp de- 
partments and see that the most sim- 
ple, most fundamental principles of 
merchandising have been ignored. 
Other lines of goods may be sold by 
scientific methods but these methods 
are disregarded completely when the 
lamps are purchased and sold. The 
Gift Shop, Hardware Store and Elec- 
trical Shop have floundered perhaps 
less than the furniture and depart- 
ment store. 

In the Gift Shop, the object is al- 
ways to show something novel, they 
are usually operating in a small way 
and buy in lots of a dozen or less, so 
that the errors they make do not 
show so clearly, as they do not re- 
peat on their orders. 

The market is so flooded with 

















There is a wide range in design both in lamps and shades. 


lamps, they can always buy some- 
thing different, and do not repeat on 
the errors. 

The Hardware Store lamp buying 
is usually done by a man buying 
hardware and other household items, 
who has a certain type of buying 
public in mind. He has a man’s 
point of view and is very apt to buy 
what would appeal to a man. He may 
not have reasoned it out consciously, 
but instinctively he stays close to 
hardware standards and is apt to 
tie-up his lamp prices and quality 
with his various novelties. 

He is safe as long as he sticks to 
practical lamps but loses his grip as 
soon as he ventures into silk and 
parchment shades where color and 
design are the big items. He loses 
his grip on values and buys too many 
lamps at too many prices. 

There is no question that lamps 
can be sold successfully in the hard- 
ware store, especially now that the 
wild, hectic buying of pink and blue 
shades seems to have lessened and 
the people in general are demanding 
better light. On all sides now, we 
find that, when people go to buy 
lamps, they have a rather definite 
idea of what they want the lamp for, 
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By pricing all 
these lamps at $25.00, the customer does not have to worry about the 
price and can concentrate on design 


where it is to be used, and what they 
want to gain by the light of the 
lamp. 

The hardware man may sell il- 
lumination very successfully and by 
rendering this service build up a 
steady, repeat business at a fixed 
price range, which encourages net 
profits of gratifying size. 

One of the replies sent by a hard- 
ware store to the Harvard Bureau of 
Business research would indicate 
that a new thought of this type 
might be welcome,—that letter 
reads: 

“Our profits are so small that it is 
humiliating for institutions of your 
capacity to ask me to hunt up the 
figures and give them to you. I am 
just getting by, working from ten 
to fifteen hours a day and watching 
the traveling men to see that they do 
not sell me more than I can pay for. 
If this statement is not clear enough 
for an accountant’s bureau, perhaps 
it will do for some historical so- 
ciety.” 

If there are many hardware stores 
working fifteen hours a day, they 
have plenty of hours at night to 
demonstrate well what good lighting 
means, and as lighting fixtures are 




















That Establish Other Merchandise? 


CHARACTER to Your Store 


used less and less, good lighting 
means good lamps. 

The Electrical Shop has always 
sold lamps more or less, and recently 
there seems to have been an active 
improvement in lamps shown by 
them. This may be partly due to the 
fact that business papers are at last 
giving lamps a little serious atten- 
tion. 

The Electrical Shop has not de- 
cided upon any price range, and in 
almost all cases carries a very cheap 
line of lamps, depending entirely 
upon the price appeal to sell them. 
The price appeal approach means the 
short profit exit to business usually. 

In no selling outlet is there more 
grevious lack of decision on a price 
range and merchandise tie-up ap- 
peal, than in the Furniture Store. 
Here is a background that is ideal. 
Salesmen, with at least a superficial 
knowledge of design and furniture, 
catering to a public that is buying 
to improve the appearance of their 
homes! Yet the opportunity is 
wasted. 

Women want lamps when they buy 
furniture. They would like to see 
lamps which harmonize in design 














and color with the furniture which 
they buy. If they do not buy lamps 
at the time, they will return and look 
at them again; often remaining to 
buy not only the lamps but other fur- 
niture. The lamp should bring the 
mean repeat business, yet furniture 
dealers think of lamps as a nuisance, 
and usually show them because they 
have to; sell them reluctantly, and 
show the worst possible taste in 
their selection of lamps. 

The few furniture stores who do 
the thing right are conspicuous. The 
average furniture store is evidence 
of failure to grasp a very potent op- 
portunity. 

We have seen a furniture man 
show a chair for $165, explain its 
value rather intelligently and close 
the sale. When madame asked to see 
a lamp to use with it, he brought a 
tawdry, uninteresting floor lamp for 
$14.95. Of course the lamp was not 
purchased. The woman had much 
better lamp sense than the furniture 
man. A lamp to be consistent with 
a $165 chair should cost from $50 
to $100, depending upon the type. 

The Department Store buyer 
throughout the country looks as if he 
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There might have been ten different prices on these lamps, which include 


carved wood, metal with or without marble 


base and an unusual shade 


assortment, yet the wise merchant marked them, “Your Choice for $50.00” 
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was trying to prove to his merchan- 
dise man that he has carefully 
bought from every lamp manufac- 
turer on the market. He evidently 
buys every color and size, and the 
re ult is a most uninviting mass of 
confusion. 

We believe that we are not exag- 
gerating when we say that not more 
than a dozen department stores in 
the country have established defi- 
nitely a lamp price range and made 
the decision operative. 

If you were to ask the price range 
of the men’s clothing of any of their 
ready -to- wear departments, you 
would receive instantly a definite an- 
swer. 

Many stores feature a “Dolly 
Varden Frock at $29.50” and sell 
thousands. 

Did you ever hear of a store mak- 
ing a special of a $29.50 lamp, going 
out into the market and saying to 
the manufacturers: 

“We are going to feature the best 
lamp made in the country for $29.50, 
do you want to submit your best 
handiwork ?” 

No, this has not been done. The 
buyers ask for the cheapest lamp; 
get in many samples and always try 
to get the Jamp cheaper. They have 
not set a price; let the manufacturer 
work on that; then given the busi- 
ness to*the best man. There have 
been no accepted values in lamp 
sales. 

The store catering to the shawl 
trade has sold the. same lamp as the 
store catering to the exclusive lim- 
ousine trade. This is of course the 
fault of the manufacturer as much 
as the buyer—and it hurts them 
both. 

The store that decides upon a price 
range for one year may find that it 
is necessary to raise or lower some 
standards, but will certainly find, at 
the end of the year, a cleaner stock 
and, if the department is handled 
with average intelligence, there will 
be not only an increased business 
with increased profit, bvt a less 
harassed, more efficient group of 
sales people and a more satisfied 


public. (Continued on page 62) 











Advisory Kitchen a Sales Accelerator 


When hesitant customer sees demonstrator use the appliance 
in proper setting, she usually buys without delay 


SHOPPER in Gilchrist’s de- 
A partment store of Boston who 

was browsing around the 
sixth floor household appliance sec- 
tion happened to see an electrically 
operated utensil which pleased her. 
The salesgirl approached and asked 
if she could help. 

“No,” said the shopper. “I’m just 
looking around. But may I ask what 
is the price of this article?” 

The salesgirl told her. It was $6. 

“Guess, Ill wait until another 
time. I like it but—well, I am just 
gazing around today.” 

The salesgirl, as a final remark, 
asked the shopper if she had seen 
this appliance in use in the Advisory 
Kitchen, on the same floor. The 
customer hadn’t. The salesgirl took 


her over and introduced her to Mrs. 
May Myers, the directress. 


Mrs. 












By Proctor P. Lincoln 


Myers demonstrated the appliance. 

The shopper was so pleased that 
she returned to the counter and 
bought the article. 

Gilchrist’s Advisory Kitchen has 
made many sales just like that. It 
turns sales hesitancy on the part of 
the shopper into a sale. And not 
only that but it shows housewives, 
who wander about the department, 
just what a model kitchen should be 
like, just what it should contain to 
be up-to-the-minute and creates a 
lasting friendship in place of a “‘one- 
day shopper.” 

The role the Advisory Kitchen is 
playing in Gilchrist’s can be noted 
when newlyweds, or engaged couples, 
wandering about the department to 
see what is necessary for their home, 
or future home, spy the Advisory 
Kitchen electric sign, above the 
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door, or smell the sweetened odor of 
baking cakes, and come in to look 
around. Mrs. Myers tells them that 
they can have an estimate made for 
their kitchen, according to the 
amount they wish to spend. 

She makes out the list and sub- 
mits it to them then and there. They 
are at liberty to make their pur- 
chases in the department and several 
kitchens have been outfitted complete 
because there was a centralized Ad- 
visory Kitchen to act as counsellor. 








All the utensils and kitchen appli- 
| ances used by the Herald Test 
Kitchen in its Cooking Lectures 
are furnished by Gilchrist Co. 


ADVISORY 
KITCHEN 





fully, 
i | SIXTH FLOOR 


es 


~ GILCHRISTCO 


Where your cooking problems and.other questions will 
be answered by our expert Adviser—Mrs. May Myers. 
A modern kitchen complete in every way with utensils 
and equipment of the sort that every woman may have 
in her own kitchen are here arranged And demonstrated 
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From the appli- 
ance sales floor 
the customer 
gets this view of 
the kitchen. 
The kitchen has 
proved a good 
advertising sub- 


ject 





































Mrs. Myers 
ready to tell 
newlyweds and 
kitchen veterans 
about new ap- 
pliances 
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Now-—-An Advisory Kitchen i 





Where Your Kitchen Problems 
Will Be Answered by Our Advisor 


\ HY do my preserves turn dark when I cook 
them?’ Answer? 

How can L get better results from my oil stove oven? 

Anawer? 

liow can [ test the refrigerating qualities of my ice 

box? Answer! 

What shall | serve at my child's party’ Answer? 


How ean I reduce my gas bit Answer? 
These aré but a few of the questions that are asked 
every day aral answered by the expert advisor in charge 


Yetual demonstrations of improved methods of cooking and 
preparing vegetables and fruits as well as the most modern 
Ways of canning will be given. 
A modern kitchen complete in every way with 
ntensils and equipment of the sort that every woman 
may have in her own kitchen are here arwinged and 
demonstrated fully, 


You cannot fail to benefit by 
this timely exhubit. . 


Mrs. Myers, Consultant and Advisor, is in charge 

















SIXTH FLOOR 
e] 
P } 


cr ee 





bn SHI 








The Advisory Kitchen is situated 
to the rear of the household appli- 
ance section but it is near one of the 
elevator rows. It can be seen from 
all angles of the section, being in the 
form of an exterior of a bungalow- 
type home with an extra wide door 
which leads into the kitchen. The 
windows are curtained, while before 
each one—there are two facing the 
department—is a flower stand. Some 
days, to vary it, a canary sings in 
its cage placed at the doorway. One 
step leads into the kitchen. There is 
also a window to let in the sunlight. 

Everything that an _ up-to-date 
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kitchen should have is there and 
everything in the kitchen can be 
duplicated in the store, whether it 
is the appliances or the furnishings. 
Price tags are found on every article 
but nothing is sold in the kitchen, 
Mrs. Myers takes no orders. 

If a shopper is interested she re- 
fers her to a salesperson. The main 
department and the kitchen are in 
close cooperation. 

“I treat every shopper who enters 
exactly as if she was a guest com- 
ing into my own home, who likes the 
arrangements of things and the large 
number of useful appliances. Never 
do I mention a price or suggest that 
she buy this or that. She is a 
guest. 

“Practically every day we have 
over one hundred shoppers step into 
the kitchen. Of course, some days 
there are more and some days less 
but that strikes a fair average. Any 
kitchen problem which worries them 
I try to straighten out. If they wish 
to have a recipe made up I will do it 
for them.” 

Mrs. Myers has a large number of 
her own tried recipes, typewritten on 
cards, with the name of Gilchrist’s 
Advisory Kitchen upon each one, as 
well as her own name. These she 
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distributes when asked—again the 
guest idea. 

Ordinarily each day is given over 
to the demonstration of a different 
appliance—one day the electric fire- 
less cooker, another the waterless 
cooker, another for the electric re- 
frigerator, and so on. If a certain 
appliance is asked to be demonstrated 
by a customer and is not on that 
day’s schedule Mrs. Myers makes an 
appointment with the customer and 
demonstrates at the named time. 

Mrs. Myers declares that she be- 
lieves one reason why she has had 
success with the Advisory Kitchen is 
because she is “‘sold’”’ on every article 
of household appliance in the kitchen. 
By personal experience she knows 
their value so she finds it easier to 
“sell” her ideas to the shoppers. 

Every day she bakes various kinds 
of foods, cakes today, a pudding to- 
morrow and bread, perhaps, the next 
day. Although the kitchen is not 
self-sustaining and was not so estab- 
lished, being a sort of suggestive 
selling “booth,” it could be made to 
pay its overhead as salespeople of 
the department have the habit of 
coming over to the kitchen to sample 
the various delicacies. These are sold 


(Continued on page 62) 








Show windows have proven invaluable to Baird-Swannell 


line. 








Hardware Co., in attracting the public’s attention to their 


Sets and accessories are displayed together. 


Handicapping Radio Sales 


Technical knowledge on part of salesmen makes for dis- 

cussion and waste of time, say Illinois Hardware dealers, 

and working on this theory brought success to Baird- 
Swannell 


By D. M. 


T a recent meeting of hardware 

A dealers in southern Illinois 

the question arose, as it usu- 

ally does at these gatherings, as to 

the advisability of hardware retail- 
ers handling radio. 

One dealer present, who had never 
sold radio, voiced his objection to it 
by stating that it required a tech- 
nical knowledge to properly merchan- 
dise it—a knowledge that was im- 
possible in a store carrying such a 
diversified stock as the average hard- 
ware—and that it should be left to 
the electrical shops. 

This line of argument was prompt- 
ly and emphatically refuted by more 
than half of the 73 dealers present 
who were selling radio successfully, 
and none admitted to having more 
than a rough practical working 
knowledge. 

One hardware man said that he 
would not want a man in his employ 
with a technical knowledge of radio, 
for he was sure that that man would 
spend the greater share of his time 
in useless argument with other radio 
“nuts” instead of selling merchan- 
dise. 

The idea that it is unnecessary, 
and even undesirable, to have an ex- 
acting or professional knowledge of 
radio in order to sell it is also held 
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by Z. Buckler, manager of the radio 
department of the Baird-Swannell 
Hardware Co., Kankakee, IIl. 

The store handles manufactured 
sets rather than parts, and all sales- 
men in the store are expressly for- 
bidden from opening any of the sets 
and attempting to make any adjust- 
ments or repairs. If an outfit will 
not work properly through any fault 
of the receiving set itself, it is 
promptly sent back to the manufac- 
turer, and in that way the responsi- 
bility is wholly his. , 

The store handles five lines of sets, 
thus offering a very complete range 
of prices and types. These lines were 
all selected after much careful con- 
sideration and comparison in order 
that the firm could supply the best 
possible values for the money ex- 
pended by the customers. 

Naturally, salesmen from other 
manufacturers are continually call- 
ing at the store in an endeavor to 
place their particular sets in the 
stock, and it is Mr. Buckler’s policy 
to request that a sample set be left 
for a two or three weeks’ tryout. He 
states that he does not care to carry 
more than five lines, but he is will- 
ing to replace any of his present lines 
if he can be convinced that he is of- 
fered something really superior. 
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RADIO DEPARTMENT 


BAIRD-SWANNELL, INC. 


286-298 E. Court St. 
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This slip carefully filled out when 
the sale is completed supplies the in- 
formation required for service or 
adjustments and for accessory sales 
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The stock will average about 
$2,000, with $3,000 as the high mark, 
and consists, as has already been 
stated, of manufactured sets, to- 
gether with accessories such as bat- 
teries, loud speakers, tubes, aerials 
and the like. 

Last year, which was really the 
first year that the store maintained 
a definite department, the total radio 
sales ran a trifle better than $26,000, 
75 per cent of which came during 
the four winter months of Novem- 
ber, December, January and Febru- 
ary. The most expensive set handled 
proved to be the best seller, 178 sets 
being sold for $12,000 of the total. 

That this year will be even a bet- 
ter year in point of sales is already 
being demonstrated, the last Satur- 
day in October showing a sales 
volume on sets of over $1,000, and 
Mr. Buckler is confident that this 
volume for the year will run well in 
excess of $40,000. 

Much of the success of the store 
in radio can be laid to the absolutely 
honest sales talk and demonstrations 
in which the prospect is discouraged 
from expecting any miracles of re- 
ception from any set he may pur- 
chase. Unfavorable weather condi- 
tions, static and all the other dis- 
agreeable but unavoidable things 
that may interfere with perfect per- 
formance in a radio set are clearly 
pointed out. 

This phase of radio selling has 





been greatly - helped by the local 
newspapers in Kankakee which, at 
the instigation of Mr. Buckler, have 
started daily radio columns. Each 
morning the reporters from the pa- 
pers call at the store and are given 
the latest radio news, with particu- 
lar stress being put upon any ele- 
ment which might cause a general 
interference in radio reception. 

As a result of this newspaper pro- 
gram, any recent purchaser of a set 
who experiences one of the several 
possible interferences is readily rec- 
onciled to the fact when his news- 
paper tells him that it was a prevail- 
ing condition and not a fault in his 
particular set. 

It is opposed to the Baird-Swannell 
policy to let any sets out of the store 
until they are actually sold. All dem- 
onstrations are made at the store, 
most of them after regular store 
hours, by appointment, when either 
Mr. Buckler or one of the other 
salesmen gladly spend considerable 
time in helping the prospect deter- 
mine exactly the set he wants. Nat- 
urally, these evening demonstrations 
are tree from interruptions, and 
rarely does the salesman spend his 
“overtime” in vain. 

Every set sold is installed, and as- 
surance made that it is in proper 
working order. Whenever such in- 
stallation necessitates the erecting 
of an “outside” aerial, an additional 
charge of $12 is added, otherwise 
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the work of installing is compara- 
tively easy and no charge is made. 
With each set sold is the firm’s guar- 
antee, coupled with three free ser- 
vice trips, which may be had at any 
time. 

Mr. Buckler has found that this 
free service more than pays for it- 
self in the sale of necessary re- 
placement parts, such as tubes and 
batteries. 

In order to facilitate the handling 
of the guarantee and service of each 
set, a complete history of the sale is 
filled out on an appropriate blank 
and carefully filed. This blank gives 
the names of both the customer and 
salesman, the name, type, serial and 
price of the set and the numbers and 
price of all accessories, a record of 
payments ana a record with the dates 
of any free service trips. 

The majority of the sets are sold 
on the partial payment plan, under 
which 10 per cent is added to the 
cash resale price of the outfit, a down 
payment of at least $25 is required, 
and the balance is divided into equal 
monthly installments, covering a 
vear’s time. 

According to Mr. Buckler, farm- 
ers are by far the best prospects for 
radio sales, and he mails advertis- 
ing matter to practically every 
farmer in the country at frequent 
intervals with surprisingly good re- 
sults. 
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This neatly furnished radio parlor is always ready for demonstration purposes and most of the stock is kept here. 
The price range of machines is available here for customer inspection at all times 
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F course, it is self-evident 
QO that electric washers are all- 

year-round necessities and not 
seasonable merchandise, but there 
are times when the appeal can be 
made a little stronger than at others, 
and at such times special selling 
campaigns are very helpful. 

In the midst of zero weather it is 
pleasant to think of summer's 
warmth, so let us imagine ourselves 
sweltering through the days of 
August, and consider a campaign 
adapted to that time of year. 


In our store, when anyone hears 
of a prospect for any particular ar- 
ticle, the name is given to me and I 
make out a “prospect card’ some- 
thing like this: 

1925. 

John Jones, Mechanic at 
Brown’s Garage. 

142 Blueberry Street. 

Electric Washer. 

If any additional information 
which would be of use in following 
up the prospect is given, I put that 
on the card too. These cards, I might 
add, are blue, and are filed in a small 
cabinet on my desk. The cabinet 
also contains white cards on which 
are written the names of customers 
and the articles purchased. 

As sales are made, the blue cards 
are taken out and white ones substi- 
tuted. One drawer contains pros- 
pects and customers with Fremont 
as their post office; another, those 
in nearby towns. 


Before a washer campaign is be- 
gun, I remove all cards for washer 
prospects and prepare a series of let- 
ters. At our regular store meeting 
the manager of the house furnish- 
ings department explains that we 
are about to conduct a washer cam- 
paign, and suggests that every sales- 
man talk washing machines to his 
cuslumers, emphasizing the ease with 
which the subject can be mentioned 
as goods are being wrapped or the 
customer passes near the washer 
display. 

If there are any on the force who 
are not acquainted with the plan to 
be followed, he outlines it briefly, 
enumerating the talking points of 
our particular washer. 

While the house furnishings man 
is usually given first chance at such 
prospects, the other salesmen are 
sufficiently familiar with the mer- 
chandise to handle the situation ex- 
cept in difficult cases. 

The man in charge estimates the 
number of machines to be moved, 
sees that his order is placed in plenty 
of time, and arranges the washers 
already in stock near the front of the 
sales room, making his display as 
attractive as possible. 

I prepare to send out my first let- 
ter the day his first advertisement is 
run in our paper. If the list is not 
too large, I write personal letters, 
making the appeal in each adapted to 
the home to which the letter is sent. 
Occasionally, where we feel such let- 
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a 
SHLLING a 


By Miss Pearl Holloway 


Stenographer and Letter Writer 
L. F. Holloway Hardware Co., 
Fremont, Neb. 


ters will be effective, I write them in 
addition to those sent to the larger 
list. 

In the case of the large list, I use 
no personal salutation, duplicating 
the letters and endeavoring to make 
the first word interest compelling. 
For example: 


WAsH DAY! 


Don’t the dirty clothes pile up fast 
this hot weather? And isn’t wash day 
the worst day in the whole week? 
Wouldn’t you welcome anything which 
would take it out of the calendar? 

Try a worryless wash day. Let us 
show you how easy it is to have plenty 
of clean clothes without the weight of 
work and worry. The inclosed booklet 
will answer some of the questions you 
may thik of concerning our machine, 
and we will be glad to demonstrate it 
any time. Come in and let us show 
you the Washer, first aid in 
evils of wash day. 

Yours for worryless washings, 


L. F. HOLLOWAY HARDWARE CO. 


In order to bring women into the 
store, we have some special attrac- 
tion early in the campaign. At one 
time, we gave a rubber apron to 
every woman who would give us the 
name of a possible electric washer 
prospect. 

Although we prefer conducting 
such campaigns ourselves, occasion- 
ally the factory representative is 
with us for a few days, in which in- 
stance we make a special price for a 
brief period and endeavor to have 
him demonstrate the machine to as 
many people as possible. 


We feel that our force has an ad- 
vantage over outside salesmen in 
that they know the people with whom 
they are working. 


In addition to that, they live in 
the town and their interest extends 
further than the sale itself. 


The second letter reads: 


Vacations are ending! The various 
members of the family are straggling 
in, each one bringing a plentiful supply 
of soiled clothing. 

These hot days and nights seem to 
multiply the table and bed linen that 
must be laundered. The dust settles in 
the curtains, and they join the ever 























Worryless Washday BY AZATL 


A Rapid Fire of Letters, Setting Forth the Advantages of Washing the New Way Starts 
the Day the First Advertisements Appear and by Careful Coordination with 
Lists on Which the Men Are Calling, Team Work and Sales Result 


increasing pile in the laundry room. 
Wash day becomes a nightmare. 

Doesn’t that describe your feelings? 
Don’t let it be that way any longer. 
Telephone us and let us bring a 
Washer to your home for a demonstra- 
tion. You will be surprised at the way 
your wash day troubles vanish. The 
cost of operation is remarkably low, 
and the machine soon pays for itself 
in the saving of time and energy, to 
say nothing of the wear and tear on 
your clothes. 

Our number is “92,” and we will be 
very glad to come any time you say. 
By the way, “Do it now” is an excellent 
motto. Try it in this case, and call us 
today. You will never regret it. 

Yours for genuine comfort, 


L. F. HOLLOWAY HARDWARE CO. 


When the campaign lasts only a 
few days, we use telephone calls 
largely. Of course, personal calls 
are made whenever an inquiry comes 
in or a woman indicates she would 
appreciate one. 

In all our work, we endeavor to 
give facts as they are, not merely 
boast about the wonders: of our 
washer. We assume that every 
prospect is possessed of common 
sense and the average amount of 
human intelligence, and we realize 
that no machine will accomplish the 
impossible. 

Wash day will always be wash 
day, and children’s clothing as well 
as neck bands and cuffs for men’s 
shirts will always have to have spe- 
cial attention. It is worse than fool- 
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ish to say anything else, for a dissat- 
isfied customer is the worst enemy 
a business can have, and the woman 
who has purchased a machine on the 
strength of the salesman’s promise 
that she can have clean clothes by 
simply dumping the weekly washing 
into a tub of hot suds and turning 
the button is bound to raise a dis- 
turbance when she finds that this is 
not the case. 

Even though the campaign may 
have closed before the first week of 
school, the third letter is sent to the 
entire list of prospects. It reads: 

School has begun and hot weather 
continues! 

You may have noticed it yourself. 
We are sure you have noticed how the 
dust blows in all the cracks and crev- 
ices, and the clothes appear soiled after 
being worn once or twice. 

And we are equally sure you do not 


enjoy working over a tub of steaming 
suds or running a hand power machine 


‘when the thermometer is saying un- 


utterable things. 
Just telephone us—our number is 















“92”—and let us bring a Washer 
to your home. The largest washing 
will take a comparatively short time 
the way, and you can rest dur- 
ing the heat of the day, happy in the 
knowledge that your clothes are white 
and clean with the least possible effort 
on your part. 

Remember, we can come any day. 

Yours for comfortable cleanliness, 


L. F. HOLLOWAY HARDWARE CO. 


It is almost impossible to say just 
what percentage of sales are made 
on the strength of the letters, for 
when an entire organization is co- 
operating for one purpose, credit for 
results can not be properly distrib- 
uted. Some prospects are attracted 
by letters, some by newspaper ad- 
vertising, some by window displays, 
some by personal calls—but with a 
combination of all these methods re- 
sults are sure to be seen, sales are 
made and friendships formed for 
the L. F. Holloway Hardware Com- 








pany. 


The L. F. Holloway Hardware 
Co. building in Fremont, 
Neb., and typical windows, 
showing a washing machine 
display such as accompanies 
these sales campaigns and 
are part of the coordinated 
effort of the entire organiza- 
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OST customers who come to 
ML the store of The Peck Co., 
at St. Johnsbury, Vt., did 
not know the practical difference be- 
tween electric lamp bulbs of the dif- 
ferent wattage. This was confusing, 
and as the easiest way out of the 
dilemma people bought the lower 
priced bulbs. Often this did not sup- 
ply sufficient light, and that cus- 
tomer was more or less disappointed. 
So Howard Ford, manager of the 
electrical department of this hard- 
ware store, planned a demonstration 
board. He designed an eight-point 
star and on each point he placed a 
lamp—10, 25, 40, 50, 60, 75, 100 and 
150 watts. This board was placed 
where the light from the lamp could 
be appreciated. 

This demonstration board is one 
of the steps by Mr. Ford for the 
elimination of mystery from the elec- 
trical supplies and appliances he 
sells. In this work he has been sup- 
ported in every detail by C. E. Peck, 
president of the company, whose be- 
lief it is that a hardware store must 
keep its lines up to date. 

Lighting and cooking equipment 
is just as legitimate a part of the 
hardware line now as it was when 
flame utensils were used, is Mr. 
Peck’s belief. In order to sell this 
equipment, the mystery must be re- 
placed by understanding. 

In all lamp se’es an effort is made 


Showing the 
Light 
Increases the 


LAMP SALES 


By R. T. Albee 


C. E. Peck 
President and 
Treasurer of The 
Peck Co. was a 
traveling salesman 
before he became 

a merchant 


Howard Ford 
Manager of _ the 
electrical depart- 
ment, believes in 
taking all mystery 
from his merchan- 


dise 


to learn the use to which the lamp 
will be put. The difference in the 
amount of light required for a bed- 
room, bathroom and living room is 
explained and illustrated. 

The blue-tinted lamps illustrated 
the need for this demonstration. 
Women who had never used them in 
their homes liked the appearance. 
They asked for them, and it was thus 
explained how the colored glass cut 
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Wiring diagram for the lamp bulb demon- 
stration stand which shows each lamp 
im use 
down the actual amount of light 
available, also that these lamps had a 
technical use where business re- 
quired that materials be shown in as 

nearly daylight colors as possible. 
The demonstration board makes 
possible much conversation that 
would not be permissible if the lamp 
was not shown. Any hesitancy on 
the part of the customer in deciding 
between a 25 and 49-watt lamp bulb, 
or between a frosted and clear glass 
bulb is the occasion for turning the 
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switch to the lamp under discussion. 

This more or less technical con- 
versation then opens the way for the 
suggestion that a carton of six lamps 
be taken home, so there will not be 
dismay or a hurried trip out when 
a lamp bulb fails. 

The demonstration board also 
serves a purpose for the sale of 
bulbs to industrial concerns, and The 
Peck Co. has most of this trade for 
the community. Among these cus- 
tomers are the Cary Maple Sugar Co. 
and the Fairbanks Scale factory, 
both the largest of the kind. 

“Lamp bulbs,” says Mr. Peck, “‘are 
staple in household and shop use. By 
using our franchise as Hygrade lamp 
distributors to sell light satisfaction 
to many people, we build our gen- 
eral business as no other one item 
would do it.” 

Accompanying the demonstration 
board is a placard which gives the 
cost of lamp operation on the St. 
Johnsbury residential rate, 12 cents. 
The figures presented are: 


Watt. Hours for One Cent 
Re a ee oe ae 9 
ee 6 
ee ee 41/3 
NG Ata a walt Gia & 2 1/6 
a ere ee 1 2/3 
ee eee eee 11/2 

Gas Filled 
Gs 8555.06 oN ee oewnn 11/6 
605s 4e Ree ee Sees 5/6 
er 5/9 
ae ae 5/12 
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little flyer we send out in 

every letter and statement 
this month, ‘Light for Sight.’ I 
went to lunch one day last month 
and read a sign in our oculist’s win- 
dow, ‘Use our glasses for defective 
worn out eyes.’ 

“T got to thinking about that sign 
and when I got back I made a win- 
dow display of a new desk lamp I 
had just got in and put this sign 
over it, 


‘USE THIS LIGHT AND SAVE 
YOUR SIGHT.’ 


“In two hours I sold three desk 
lamps and before the end of the week 
I had to wire a repeat order. Of 
course I don’t know, but. judging 
from the number of desk lamps I 
sold, I think my Hardware Store sold 
more preventives than the optician 
sold spectacles.” 


66 [: sending you a copy of the 





From the open spaces of the West 
where we are told women are gov- 
ernors and cigars are a nickel apiece, 
we receive this spontaneous bit of 
encouragement, for which we render 
sincere thanks. 

“Lamp Editor ELECTRICAL GOODS: 

“I want to thank you for your 
suggestions and help on lighting and 
merchandising of lamps. I took a 
course last year in illuminating en- 
gineering and I’ve read all the books 
I could find that I thought would be 
helpful, but I think your pictures 
and articles help more than any- 
thing. 

“It has resulted in promotion and 
an increase in salary, for which I’m 
thankful, but also I have a different 
attitude about my work. It has al- 
ways been just a means of bread and 
butter but it is now to me an inter- 
esting business. 

“Our principle competitor has a 
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From One Lamp Buyer to Another 


Methods That Brought Signal Successes Are Described for 
the Benefit of Others 


By Mrs. Bernice Bowser 


one way method of selling, his ad- 
vertising always reads, ‘A beautiful 
blue shade with an artistically 
modeled classic base, at the low price 
of $14.98.’ 

“With the help I have received 
from my course and your articles I 
have tackled the job from a differ- 
ent angle. In a great many cases I 
have made personal trips to the 
houses and have worked out a light- 
ing scheme to fit that particular 
case. 

“Instead of harping on a round 
blue shade or a square pink shade 
and the immense popularity of the 
King Tut designs, I have got my 
customer’s interest in the quality of 
light. I have tried to steer them 
away from conspicuous glary fixtures 
to see that they had plenty of con- 
venience outlets and I have been able 
in this way to increase the use and 
sale of portable lamps. 

“I find that people like personal 
attention. If I can work out a 
pleasant, homey living room for 
them, they come back to me to fit 
up the kitchen and the bedrooms. 
And really the biggest thing of all is 
that I am interested and like my 
work. 

“I realize that selling lamps is 
really an important and useful occu- 
pation and that just knowing the 
mark on a price tag is a mighty 
small understanding of selling one 
of the most important commodities 
in the world today. 

“If you have any other selling 
suggestions as good as those you 
have been giving us, send them along. 

“Signed JOHN A. D.” 

Again we say, thanks, John,—we’ll 
pass the tips along as fast as we 
can, and if you want any special in- 
formation, ask us, and if we can’t 
answer, we will dig up someone who 
can. 





“We do business in a town that’s 
old, and sleepy and comfortable, we 
know everybody by their first name 
and we know who pay their bills on 
the first of the month and we have 
no chance of high pressure selling. 
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“Our people won’t stand for it and 
to tell the truth we aren’t anxious 
to gain the reputation of applying 
Yankee sales methods. However, we 
had to sell more electrical appliances. 
House to house canvassing was out 
of the question with us. 

“We had more space than we knew 
what to do with in our store, so we 
decided to let our girl clerks who 
gossip with everybody in town any- 
way, do a little selling along with 
the afternoon gossiping. We took 
a section of our store, away from 
the heavier hardware and put down a 
12 x 15 rug, bought a few pieces 
of comfortable furniture, including 
a footstool for the baby, and put in 
an electrical sideboard. 

“We had everything operated by 
electricity; percolator, toaster, hot 





water, grill, waffle iron and every 
afternoon between 4 and 5 we let our 
girls serve tea and coffee. 

‘(Down our way people drink coffee 
without cream or sugar and it didn’t 
cost us much, but the number of 
women who would come in for a free 
cup of tea was amazing. They came 
in, and the girls kept them waiting 
while they got the tea and crackers 
ready, or toast, or on cool days, 
waffles, and while they fussed with 
the electrical appliances these women 
were talking and watching them. 

“The first week that we tried it out 
we sold four waffle irons, three per- 
colators and six toasters in appli- 
ances, and five of the lamps that we 

(Continued on page 66) 
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Every woman knows that it is necessary to soap collars 
and other badly soiled parts of clothing 


HILE a recent electrical show was in progress 

V \ I attended it several times, always accompanied 

by some one of my friends. They welcomed 
this opportunity to familiarize themselves with the 
various makes and types of household electrical devices 
and I welcomed the opportunity to note their reactions 
and hear their comments. 

Each trip proved far more amusing and educational 
than I had hoped. Many things of interest occurred 
to delight and also discourage me. I saw evidences of 
perfectly wonderful salesmanship, but the opposite pre- 
vailed particularly among the men. And in the light 
of my experience I renew my plea, this time more loudly 
and fervently—for more and still more saleswomen 
and feminine demonstrators of household electrical 
labor savers. Particularly saleswomen who have at 








She must be careful putting clothing into ae wringer 
or broken buttons are the heavy t 
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Things to Remember 


When Selling 


An Analysis of Sales and Demonstration 
Talks with Some Compliments and 
More Objections 


least some comprehension of the maidless housewife’s 
problem. 

By this I do not mean to imply men cannot sell house- 
hold labor savers, but I do mean they will not be a 
howling success at it until they learn that the average 
housewife is pretty “hard-boiled”? when it comes to her 
spending money for electrical appliances, for which she 
has at least several other equally important uses. 

Washing is an old story to most of us—and we are 
only interested to know whether your make of washer 
will answer our need—and to know whether or not 
it will do this, you must know what our need is, which 
is about the least thing we would attempt to tell the 
average salesman. 

Firstly, his sex is against him, and, secondly, we do 
not have a particularly high opinion of the average 
man’s knowledge of household matters, unless he is 
clever enough to make it his business to impress us at 
the outset with his comprehension of housekeeping— 
not by pretending to know—but really knowing. 

A salesman friend of mine does this remarkably well. 
He is married and has two children. His wife is his 
partner in everything. Together they run their home 
and his business. They undertake all sorts of experi- 
ments which will help him in talking with his women 
customers. Thus he knows every branch of housekeep- 
ing and particularly washing and ironing, with and 
without electrical aid, which helps him most in the 
sale of the electric washer and ironer. 

From experience he has learned the electric washer 
will rarely wash out grease and fruit stains, soiled cuffs 
and collars of shirts unless they are given extra soaping 
or a little rubbing afterwards. And he doesn’t hesitate 
to tell this to his customers, working on the theory that 
a pleased customer means more business, while one even 
slightly disappointed means loss of trade. 

The result is that he is successful far beyond the 
average. 

The majority of salesmen we encountered at the show 
were anything but good. Some even lacked ordinary 
sales diplomacy, while others knew little or nothing 
about their product and less about the mental processes 
of their feminine prospects. 

The women demonstrators made a far better showing, 
probably because they were women and could therefore 
better appreciate the prospect’s point of view. 

For the benefit of those salesmen and women who 
have not the opportunity to experiment with the electric 
washer and ironer on their own I am writing the re- 
sults of experience with these appliances in the hope 
they may be better able to present their product to the 




















Laundry Aids 


By Mrs. Ethel Wan-Ressel Chantler 
“What Every Woman Knows’ 


millions of housewives who are only waiting to be 
convinced that the electric washer and ironer are really 
the wonder workers they thought them to be. 


Electric Washer Hints 


The first disappointment most beginners experience 
in operating the electric washer is the ripping of 
buttons off clothing. This can be easily overcome by 
folding the piece so the buttons are protected inside 
of the fold. 

Next comes the ruining of many socks and stockings 
by washing them loosely with other clothing. They 
become tangled and in sorting the clothes are pulled out 
of shape and suffer runs. They will last longer and 
wash better if put in a pillow case or bag and tied. 
The same thing applies to fine laces, curtains, and, in 
fact, all really fine pieces. 

Strings and ribbons should be tied for otherwise they 
become tangled up with other pieces, are pulled out and 
sometimes tear the garment in the pulling. 

Blankets and all other woolens are best when washed 
in lukewarm, soapy water and rinsed in water about 
the same temperature as that in the washer. 

It will save much time and effort if one uses a good 
soap blueing in the washing water. Contrary to the 
general opinion this does not yellow the clothes, in 
fact, it bleaches them without harming them. 

Every purchaser of the electric washing machine 
should be informed about properly installing the washer, 
about permanent and temporary drain pipe connection, 
and the simplest way to fill the washer. For permanent 
connection of washer to drain pipe a metal piping is 
used, but if the washer may be moved at some future 
time rubber hose is used and the outlet in the drain pipe 
is controlled by a valve which closes the opening when 
the washer is removed and enables the wash tubs to 
drain without any trouble. The next tenant may then 
attach another washer to the same opening. 

Show the purchaser how to clean and oil the washer 
and how to connect it properly to an electric outlet or 
lampsocket. In using the lampsocket the screw part 
of the separable plug of the washer cord should be 
screwed into the lampsocket first and the knife-blade 
part then is inserted. 

As a general rule women do not like to be told not 
to soak clothes, as they have always done this. That 
this is not always necessary, except with very dirty 
wash, is true, but habit is strong; so why create un- 
necessary sales resistance? 

As for boiling the clothes that too is a matter of 
personal preference. I have found that while some 
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With the modern ironers, fussy clothing can be ironed 
but it takes care and some skill 


pieces are thoroughly satisfactory without boiling, 
such others as dish towels, table linen and the like, 
look their best when boiled once every three or four 
washings. The boiling of other clothes depends a 
great deal on the kind of water that is available. If 
it is hard the clothes will eventually turn yellow unless 
they are boiled occasionally in thoroughly softened 
water. But if the water is soft and clean there is little 
reason for boiling. 

I have found the washer particularly useful for dyeing 
things. I do not know if it can be done as well in all 
makes of washers, although mine does wonders. I 
have dyed curtains, bedspreads, clothes and always 
with very good results. Everything, however, depends 
upon proper preparation of the dye and the dye bath. 


(Continued on page 71) 





The surprising feature is how many articles unexpec- 
tedly take their place im the flat work 
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“Instructions for Use” Tags Help 
‘Cut Down Repairs 


elements: 
current switched on when no cook- 


rections and warnings on cards 

which accompany most electri- 
cal appliances, salespeople have a 
real opportunity to help customers 
find more satisfaction in using their 
purchases. 

Likewise, this is an opportunity 
to cut down needless returns of ap- 
pliances for repairs. Many mer- 
chants have found that three-quar- 
ters of the troubles which develop 
with electrical appliances are trace- 
able directly to lack of knowledge 
of owners on how to use them. 

In proceeding to educate custom- 
ers on the “use and care,” the sales- 
man’s first step is to read carefully 
all cards and tags accompanying 
appliances on sale in his store. The 
next is in the selling—referring to 
the cards and reading them to the 
customer, point by point, and ask- 
ing her to follow the directions 
carefully. 

Because about 75 per cent of the 
calls for electrical repairs are due 
to cord and plug troubles, it is ad- 
visable for salesmen to carefully 
instruct customers on the method of 
attaching and detaching. 

To this subject, Landers, Frary 
& Clark devote an entire card 


[° calling attention to the di- 


which accompanies their iron. The 
card reads, “Be sure voltage is ap- 
proximately the same as_ that 
stamped on appliance. Pull apart 
round plug on heater cord and 
screw threaded end into electrical 
outlet. Join again and turn on cur- 
rent. 

“Always disconnect at appliance 
end of cord. Always place hot iron 
on stand provided, to prevent in- 
jury to table or cloth. Don’t leave 
iron without pulling plug at the ap- 
pliance.” 

Another warning on the care of 
plug and cord is given by The 
Swartzbaugh Manufacturing Com- 
pany: “Do not get the cord or plug 
wet, as this will ruin them.” 

This company also goes to some 
length in warning owners against 
tampering with heating elements. 
On a card accompanying its cooker 
it warns, “Do not abuse or tamper 
with the heating elements of this 
appliance, or remove them for use 
on other appliances. Duplicate 
elements may be purchased from 
your dealer at nominal cost.” 

On a tag accompanying its 
waffle iron, the Wells Manufactur- 
ing Company gives another warn- 
ing as to the protection of heating 









With Proper Care Will Last For ¥ 

Mos! Practical Pescolator For Every Day Sse 
Do not put percolator in water. 
To clean outside surface wipe 
with damp cloth. 

Do not leave current on without 
having water in percolator. Never 
let the percolator boil dry, and 
see that it contains water when 
current is turned on. 

Occasional percolating with spoon 
of baking soda in water will 
















ater is injurious to electrical heating elements. 
sure not to allow the base of the percolator which contains 
the heating element to become wet or immersed in water. 
© so may cause burnout and free repairs will not be made if 
he percolator has been misused in this way. 


INSTRUCTIONS FOR ELECTRIC PERCOLATORS 
_ Be Sure and Read Before Using Percolator. 


In cleaning 


To 


e first time a percolator is used there is likely to be a little 
moke or odor due to the newness of the heating element. 
ot become alarmed. The oil soon burng off and thig 
ill not occur again. 


Do 


smoking 








the 
| USE on TRAY, PAD or PLATE 
(See ovmer side) 


thoroughly clean pot and improve 
coffee. 





WAFFLE IRON 





oo 


INSTRUCTIONS 





It is only necessary to do this once. 
su 
waffles will be much more cris 
Never put the waffle iron in. water. 
Do not leave current on when not in use 


No tray 
base will catch any batter that may run over. 
The tibre feet keep the table coo] 


6 Reade St.. New York 








Before baking waffles in this fron connect it to the socket, and as soon as 
the. iron is warm enough, melt some parafine wax in the bottom part of iron, 
being sure that all parts of the surface are touched by the melted wax. Pour 
off the melted wax, turn the waffle iron upside down, and repeat the operation 
in the upper iron. This will prevent the waffles from ever sticking to the iron. 


re that the iron is real hot before pouring in the batter, as the 
when baked in 2 hot iron. 
is necessary under the WAAGE WAFFLE IRON as the large 


WAAGE ELECTRIC CO. 
12 So. Jefferson St., Chicago 


<> 


ELECTRICAL 


HOUSEHOLD 
APPLIANCES 


TO CLEAN — Use damp 
cloth with cleanser. 

CAUTION— Never place 
in water. Always diecon- 
nect when not in use. 





“Do not leave electric 
ing is being done. This will ruin 
the iron.” 

Most manufacturers warn appli- 
ance owners against dipping appli- 
ances in water. The Metal Ware 
Corporation, for instance, directs, 
“To clean, use damp cloth with 
cleaner. Cauticn—never place in 
water.” 

With its percolator, the Waage 
Electric Company attaches the fol- 
lowing directions: “Do not put 
percolator in water. To clean out- 
side surface, wipe with damp cloth. 
Do not leave current on without 
having water in percolator. Never 
let percolator boil dry, and see that 
it contains water when current is 
turned on. Occasional percolating 
with baking soda will clean pot. 

Although salespeople should be 
careful not to create fear in the 
minds of customers, it is well to 
give warnings as to safety. For in- 
stance, with its curling iron, the 
Russell Electric Company gives the 
following complete warnings: 

“Any electrical device should be 
kept dry and should never be used 
where there is any danger of it be- 
coming wet, such as with wet hands, 
or when any part of the body is in 
the bath tub or immersed in water 
or wet, and in contact with metal 
of any sort, or plumbing, such as 
water, sewer or gas pipes, gas fix- 
tures or radiators in a bath room 
or elsewhere. 

“Avoid using it when standing on 
a damp or wet floor or during elec- 
trical storms. Any deviation from 
this rule is likely to result in dam- 
age to the apparatus and may lead 
to an unpleasant or in rare instance 
even a severe electrical shock to 
person operating.” 

In order to cut down the number 
of useless returns for repairs, the 
Edison Electric Appliance Company, 
Inc., in its “Service Manual,” ad- 
vises, “Before returning an appli- 
ance as defective, examine and test 
the cord. The conductor wires 
sometimes break near the contact 
plug, although the cord covering 
may be intact. If possible, test the 
appliance with another cord.” 




















The Farmer as Appliance Customer 


An Experiment Extending Over One Year Shows Buying at Rate 


DEFINITE test of farmers as 
A electrical household and tarm 
equipment appliance buyers 
had reached the end of the first year 
in the country near Sioux Falls, S. D. 
The result is an average purchase 
of $316.50 per family during 
the year. The items bought 
covered a wide range and 
indicate that there will be a 
heavy sale for some time to 
come until the average family 
ownership of electric labor 
savers is balanced. 

It is interesting to note the 
popular items. At the end of 
the first year 16 electric irons 
were reported and 15 toasters. 
Eleven washing machines 
made third place in the house- 
hold appliances, followed by 
6 curling irons and 4 refrig- 
erators. Two marcel wavers 
might be added to the curling 
iron list, both of these were 
owned by families having curl- 
ing irons, 

Pumps led the list in the 
farm equipment list, with mo- 
tors second. In several in- 
stances two pumps were used 
on the same farm, one for 
high pressure installation. 

The motors were used for 
individual machines and for 
driving line shafting. It is 
evident by reading the inven- 
tory by farms that in a num- 
ber of cases motors have been pur- 
chased to replace gasoline engines. 

Electric lighting is used by all of 
the 17 farms. There was an average 
use of 33 and a fraction incandescent 
lamps per farm and the report just 
made public remarks “several 300 
watt yard lamps are to be found in 
use.” 

The report is made public by the 
C. R. E. A. Bulletin, which is edited 
by E. A. White, Director of the Com- 
mittee on the Relation of Electricity 
to Agriculture. G. A. Reitz, senior 
electrical engineer of the South 
Dakota State College, has been field 
man on the work. 

This line of eight miles was estab- 
lished as an experiment by Northern 
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Mrs. C. F. 


of $316.50 Per Farm 


States Power Co., and is being made 
the basis of much experimental work. 
By closely checking the developments 
on this line it is hoped to establish 
data for the extension of lines into 
farm communities in other sections 





line, receives her ice by wire. 


of the country. This line chiefly 
reaches dairy farms. The National 
Electric Light Association is directly 
interested in this work. 

The 17 farms on the line agreed to 
pay a fixed charge to cover interest 
on the cost of building the line and 
the depreciation. This charge 
amounts to $8 per month per farm. 
Each farmer paid the cost of the 
line running from the main line on 
the highway to his house. This line 
and the wiring for the house and 
barn averaged $166 per farm. 

The report says that some of this 
work was too cheap in price and 
quality and the price should have 
been slightly higher. 

Aside from the lighting equipment, 
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Eggers, wife of a farmer on the country 


no effort was made to install appli- 
ances, other than that made by sales- 
men from the. nearby merchants. 
Three months after the line was com- 
pleted, it was found that 26 motors 
were in use. Nine months later 49 
were in use. This listing in- 
cludes several items in the 
tabulated inventory appear- 
ing later, as some of the mo- 
tors are listed as pumps and 
some under other headings. 
Those listed as motors are 
those used to drive line shaft 
drivers for the shops on the 
farms. 

Through the arrangement 
by which this line was _ in- 
stalled, Prof. Reitz is prepar- 
ing some accurate data as to 
costs of many operations. 
These operations will include 
the grinding of feed, sawing 
of wood, pumping water, sepa- 
rating cream and other op- 
erations of the farm. 

It is interesting to note 
that a number of the farmers 
quickly discarded small motors 
and installed larger ones— 
several 5 horsepower being in 
operation at the end of the 
year. The inventory of the 
equipment of the various farm 
families at the end of the year 
provided this list: 


cis inca gribcceiw alee 3 
NS oink on tac temo 1 
eb ect deee a deed einen es 19 
i ie ah ene ctr hin eee 4 
EEE 8 POO TP Ee 5 
EE EE ee 2 
i cee wae eae eo wed 6 
Sewing machines ................ 1 
ede k-o's aie area he MeN 12 
ai ie eich a tite ei Se he OK eS 3 
ES 1 
ES TES I Re ps ee RCE 1 
ko i ea ee oh ek eae 2 
COMME GOPOTOUOTS 2... nc ccccccccces 4 
Milking machines ................ 11 
Ne a is eg his ol 16 
oe ee ae re 11 
eee Pe eee eee ee 15 
AE ere re 8 


This work is being carried on with 
the aid and approval of the National 
Electric Light Association as a part 
of the plan of extending main lines 
to all possible homes. 
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Added Sales 
Easy When You 
Know the Stock 


HERE is one lesson that every 
counter salesman should get 

out of the holiday experience. 
It is this: 


The ability to make buying 
suggestions to a customer great- 
ly increases the number of added 
sales; that is sales in addition 
to those the customer intended 
to make. This in turn adds 
much to the value of the sales- 
man to the store and is certain 
to bring an increase in pay and 
likely a promotion. 


The holiday situation is not en- 
tirely unique. It is just exagger- 
ated. All year persons are coming 
to your counter with a determina- 
tion to make one purchase but with 
ability and willingness to make sev- 
eral purchases if the right item is 
brought to their attention. 

Before Christmas some _ people 
are rather desperate in their deter- 
mination to spend money. They have 
the money; they know for whom 
they are going to purchase a gift, 
but they do not know what to pur- 
chase. 

They come to your counter, make 
one purchase and then linger. They 
perhaps will say they “are just look- 
ing.”” That expression is a good one. 
They are looking more or less help- 
lessly, and properly made sugges- 
tions bring immediate results. 

The counter or floor salesman who 
studied these people and offered 
suggestions was the one who made 
the record during the pre-holiday 
season. 

The same thing is true all year. 
Especially is it true with stocks of 
electric appliances. There are few 
women who have all the appliances 
she wants or needs. There are 
mighty few women who can name 
all of the ordinary appliances. 

Today and tomorrow there will be 





Where Was the Mistake? 


$20 for those who point out errors 


ing sets and apparently had selected one of price and 

style that suited her. She had asked the usual ques- 
tions about the set being complete and seemed about to close 
the purchase, when she asked the salesman: 


“What about the reception in my home, and what stations can 
we hear?” 

“Lady, there is no question about the reception of this set in 
your home because it is equipped with three tollycoids whose pri- 
maries are wound with No. 18 double silk covered wire and the 
secondaries with 22 single cotton covered wire which are in turn 
joined with the three S. L. F. insalitate 00025 condensers. This is 
of the finest construction and there is no doubt of it getting all 
the broadcasting that is in the air, and the tuning knobs of gen- 
uine bascolite construction with micronometer adjustment so that 


HOUSEWIFELY woman was looking at radio receiv- 


get her attention. 
There is one major error. 


you can get any station that you want at any time.” 
The woman looked bewildered and then asked if the set 
was good for distant stations. 


A frequent one. 
son actively engaged in selling who supplies the best expla- 
nation of the fault, ELECTRICAL GoopDs will pay $15. For the 
five next best answers, $1 each will be paid. The editors of 
ELECTRICAL GOODS will be the judges. 
ber of answers received, it will be necessary to consider 
only those who state connection with a retail store. 


Address Sales Contest, ELECTRICAL GoopDs, 239 West 39th 
St., New York City. Competition closes Jan. 20. 


The salesman did not again 


To the per- 


Because of the num- 











women at your counter to buy a per- 
colator who do not know that elec- 
tric tea pots are available. Such a 
suggestion will be in order. 

Recently a large store made a spe- 
cial exhibition of electric appliances 
and to the surprise of all concerned, 
many women admitted on seeing a 
demonstration of a waffle iron that 
they did not know that waffles could 
be made without grease or smoke. 
More do not know that an electric 
griddle for hot cakes is made. 

The line of electric appliances is 
not so long that the salesman cannot 
memorize this list and have a spe- 
cial point to emphasize about each 
of them. When the customer lin- 
gers, the opportunity is waiting for 
a suggestion. It is entirely probable 
that the sale will not be made at that 
time, but the suggestion then planted 
is likely to bring about a sale at a 
later visit. 
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Many women who are today buy- 
ing electric appliances are pioneer- 
ing. They know in a general way 
about appliances, but they have had 
little experience with them and real- 
ly do not know their worth. 

It is to these women that a sug- 
gestion is of the greatest value and 
will bear the best fruit. 

A young man who sold appliances 
at a comparatively small store dur- 
ing the holiday season made —to 
him—a very interesting discovery. 
This youth was very young and did 
not look like a married man. In his 
early experience in this line he told 
women of the use of appliances in 
his own home. It did not get him 
anywhere. He had a number of ap- 
pliances in his own home and knew 
all about getting breakfast with a 
percolator and a table stove. 

After several older women had 

(Continued on page 66) 














by better JAevmen 


All Salesmen 
Should Know 


Service Rate 


HE “Where Was the Mistake?” 
problem in the December issue 
was different from others in 
that it required for an answer a bit 
of fundamental knowledge of the 
electric appliance selling business, 
rather than something of the general 
theory of selling. 

And, we regret to say, the an- 
swers fell off sharply in numbers. 
The average of quality of the an- 
swers remains high. Those who re- 
plied seemed to know the require- 
ments, but, again we say it with 
regrets, none stated the exact for- 
mula for obtaining the cost of opera- 
tion. 

In the July, 1925, Electrical Goods 
the following explanation was print- 
ed. We believe that all who replied 
with a solution of this problem knew 
these facts, but they did not so state 
definitely. The directions given 
were: 

To figure the exact cost of operating 
electrical appliances, one has only to look 
on the nameplate where there will be 
seen the volts, and either the amps. (am- 
peres) or the watts. 

If the volts and amps, are given, mul- 
tiply the volts by the amps. to get the 
watts. For example, 110 volts x 6 amps. 


equals 660 watts. 
Any appliance using 660 watts will con- 


sume in one hour 660 watt-hr. or 0.66 
kw-hr., since a kw-hr. equals 1000 
watts. 

At 10 cents per kw-hr., 0.66 kw-hr. 


will cost 6.6 cents; at 5 cents per kKw-hr., 
3.3 cents, etc., according to the electric 
service company’s rates in the locality. 


The awards made this month are: 

Paul Jones, Hardware Depart- 
ment, Brown & Jones House Furn- 
ishing Co., Zeigler, III. 

Mrs. Elizabeth Martin, The Jones 
Store Co., Kansas City, Mo. 

Fred Bateman, Charles Oglivy, 
Ltd., Ottawa, Ont., Canada. 

Mrs. A. Witt, W. LD. Hardy & Co., 
Muskegon, Mich. 

Mrs. A. J. Burgess, Burgess Hard- 
ware, 6609 Tenth Avenue, Seattle, 
Wash. 

Mr. Jones says in part: 

“The salesman showed an extreme 
weakness when he failed to answer 
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ing appliances. 





The Problem 


N elderly couple were looking at various electrical cook- 
They asked many questions, indicat- 
ing that they were seeking to reduce living expenses in their 
housekeeping. The economy of maintenance was strong. 
Finally they asked the clerk: 


“How much will it cost to operate this table stove?” 
“About 4 cents an hour,” replied the salesman. 
*‘And how much for the toaster?” 

“About 5 cents an hour,” was the reply. 


Within the shopping radius of this store there were at 
least three rates for electrical current. 
man was repeating figures as to cost of operating appli- 
ances that he had read in some general literature. 


HUT 





yi Wil 
SUDTLUT ETH 


Obviously this sales- 








his customer’s question with mani- 
fest interest and accuracy. 

“His knowing, or failing to know, 
that there were three different cur- 
rent rates in effect in the store’s 
selling radius did not alter the case. 
He should have had all such informa- 
tion and many additional authentic 
facts concerning his goods and sur- 
roundings. He could easily have 
known how much current the appli- 
ances would consume, for those facts 
are marked on the product. 

“He should have been able and 
willing to answer the question, not 
only in cents per hour but cents per 
meal, and to have quickly set these 
facts against the relative cost and 
convenience of the older method of 
cooking to which they were accus- 
tomed. 

“This clerk overlooked a very im- 
portant fact which he had gained, or 
which had been forced upon him. It 
is evident that the prospects were 
vitally interested. . The sales- 
man’s inaccuracy or lack of in- 
terest destroyed this. In any sale, 
a lively interest, such as is shown 
here, is a vital factor and one that 
is usually difficult to attain.” 

Mrs. Burgess says in part: 

“The salesman should have known 
all the rates for current within the 
shopping radius of the store. He 
should have known from the address 
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which rate the couple used and have 
learned whether they used their min- 
imum. . . He should have known 
about how long a toaster or stove 
is used for preparing a single meal. 

. Besides, elderly people, espe- 
cially, should receive deferential at- 
tention.” 

Mrs. Martin suggests: 

“The question of economy in main- 
tenance being of particular interest, 
the salesman should have suggested 
the economy of buying the table 
stove instead of the toaster, as the 
table stove serves as a toaster as 
well as for other purposes.”’ 

Mr. Bateman grants that a sales- 
man might not be familiar with all 
current rates but says that he should 
have ascertained the address and 
then used the telephone to get the 
rate and have given a positive an- 
swer. The use of the phone, Mr. 
Bateman thinks, would have count- 
eracted the bad influence of his ig- 
norance. 

Mrs. Witt suggests: 


“Economy of maintenance is an 
item to consider in the purchase of 
any electric appliance, but there are 
other economies equally important, 
such as time, labor, space, etc.” 

All true, but this seems to me to 
be a special case. The element of 
time probably did not enter much 


(Continued on page 72) 
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It is the experience of merchants who use 
The merchants who 
object to them are merchants who do not use them. 
It is a good merchandising sign that their use by mer- 
chants is increasing. 


Merely Old Friends 


PEAKING before the National Hardware Associa- 
tion, George A. Hughes of the Edison Electric Ap- 
pliance Co., said: 

“In last analysis, electric appliances are simply 
standard hardware, electrified. The electric flat iron 
replaces the old sad iron, the percolator is only a coffee 
pot, the vacuum cleaner is the successor of the old carpet 
sweeper.” 

Again in this same address Mr. Hughes, in comment- 
ing on the number of old line stores that had failed to 
sell the electrified hardware, remarked; “Some have 
been handicapped by a mental hazard, the mystery of 
the word ‘electric’.” Further on, he spoke of another 
mental handicap which, he explained, was the attitude 
of the old time salesman or merchant who did not care 
to acquire knowledge of new lines. 

Mr. Hughes did not draw the contrasting picture, 
probably because it is so very obvious. This is an elec- 
tric age and the merchant or salesman who does not 
admit it, is in the discard. Every business man today 
uses the telegraph, telephone, the automobile, the trolley 
car, the electrified train and other modern conveniences, 
which are as much electric as the toaster or washing 
machine. 

Today when more than 50 per cent of the families in 
this country are prospects for the sale of electric ap- 
pliances and the percentage is increasing rapidly, it 
would seem that the merchant who sells house furnish- 
ings or kitchen ware and who declines to sell electrical 
equipment, is soon to be missing the bulk of the trade. 





A penny still has buying power if spent for elec- 
trical energy. 





Dealer Helps 


SMALL dealer was asked why he did not use the 
L dealer helps for a line of appliances that he car- 
ried practically complete. He said that he did not 
believe in these things and implied that the best stores 
did not use them. 

As an example, he named a large store in his com- 
munity. In the conversation that followed, it was 
pointed out to him that the larger store stocked several 
lines of appliances and also radio; that this store also 
employed a card writer and while dealer help cards sup- 
plied by the manufacturers were not used, that many 
similar cards, prepared especially for the store by its 
own artist, were used. 

This dealer happened at that time to have a window 
display of a particular line of goods and he was per- 
suaded to put into this window a display card sent out 
by the manufacturer. He admitted that the card 
brightened up the window and did much toward iden- 
tifying the line of goods with national advertising. 

Dealer helps prepared by the manufacturer are, of 
course, not perfect, but in the main they are much 
better than anything the average merchant can do for 
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himself. 
them that they promote sales. 





A penny will run an electric cleaner for approxi- 
mately 40 minutes. 





A penny will heat a waffle iron long enough to 
cook 20 waffles. 


Banking Plans 


EVERAL of the radio receiving set manufacturers 
are making provisional contracts with commercial 
bankers for carrying the paper for installment sales. It 
is quite encouraging that at least some of these arrange- 
ments leave the collection of the monthly installments in 
the hands of the dealers. 

The plan, briefly, is that if the dealer will sell a set 
for one-fourth down, balance to be paid in eight or less 
monthly installments, the banker will buy the notes and 
pay cash for them, less a sum slightly greater than a 
single installment. The notes will then be sent back 
to the dealer when due and he will collect them and for- 
ward the amount to the banker until the last payment. 

This plan maintains a contact between the dealer and 
the purchaser and offers to the merchant the opportun- 
ity of making this purchaser into a regular customer. 
It must be remembered by dealers that there is a con- 
siderable “after market” to a radio set in the way of 
accessories and replacement batteries. 

Manufacturers who make such an arrangement and 
dealers who accept the plan whereby the customer keeps 
calling at the store, are to be congratulated. The only 
better plan is to sell for cash or sell on open credit— 
the latter plan if the customer is a good risk. The 
department or hardware store that permits a commer- 
cial banker to become owner of customers’ notes to the 
extent of making its own collections, is running a great 
risk of having some collector make an enemy of a 
buyer, instead of a customer. 





A penny will operate an electric washing ma- 
chine for approximately 50 minutes. 





A penny will keep warm a heating pad from 3 
to 6 hours. 





Cleaning Up 

RCHANTS handling a more or less general stock 

are apt to say that the specialty store has a better 

opportunity to introduce a new item to the community. 

The argument is that the specialty store man has fewer 

items to consider and more time to give to the special 
article. 

Recently we heard of a merchant who has a consid- 

erable number of lines in his store who apparently has 
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made a record second to none in a specialty article. Ten 
years ago he decided that electric cleaners would be 
good merchandise in his community. He selected a 
cleaner that proved satisfactory and still is satisfactory. 
A few days ago he sold his 1000th cleaner and his town 
is rated at 15,000 people, or 4000 families. 

This man did not give his entire time to cleaner sales. 
When he started selling the cleaner he employed a young 
salesman, who is still with him. This young man’s 
energy, aided by the merchant’s experience and wisdom, 
has made for the right kind of sales. It is not an un- 
common experience for this merchant to sell a cleaner 
“over the counter.” The young man has developed into 
a first rate department manager and handles other lines 
than cleaners. Because of the intelligence put behind 
this development, the cleaner business now gets prac- 
tically no attention from the merchant. In fact, because 
of his wise selection of an assistant in the beginning, 
he has never given much attention to it. He supplied 


capital and experience. 





A penny will heat a 6-pound iron for approxi- 
mately 25 minutes. 





A penny will run an electric sewing machine for 
approximately 3 hours. 





Selecting a Line 


ECENTLY a merchant who sells household heating 
equipment told how he selected the units that he 
retails to the people of his community. 

He tries them out first. 

This year this merchant is heating his place of busi- 
ness with a combination electric-oil heater. It is an 
oil fuel furnace and the feeding of the oil is controlled 
electrically. Rather a complicated device for a com- 
munity where a generation or so ago wood stoves were 
the only heating unit generally used. All of this winter 
this merchant will tell his customers about this heating 
apparatus and let them step down in the basement to 
look it over. 

If the equipment proves worthy, he will sell some 
of them next summer and perhaps for many years 
thereafter. 

This same man recently had occasion to add another 
line of electric irons to his stock. He decided upon the 
iron in his own mind, bought one in a nearby city and 
had his wife use it for several weeks before he bought 
for stock. 

In fact, practically every electric appliance this man 
sells has been tried out in his own home and the homes 
of some of the store staff before it is put into stock. 

After the item is stocked, he is not afraid to demon- 
strate it. Every person in this store knows how to put 
any electric appliance item in stock into service. 

It is hardly necessary to add that he is successful in 


selling appliances. 





A penny will heat a toaster long enough to toast 
16 slices of bread. 
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Capitalizing Complaints 
E regard every complaint that comes to us as an 
opportunity to make a friend—said the executive 
of a large and successful public utility. He added: 

“This opportunity we seek to capitalize in the way 
the complaint is received and adjusted.” 

The writer later put this complaint bureau to a test. 
Pretending to be very indignant, he called the company 
and tried to get the person who answered the phone 
excited, but she insisted upon being agreeable and on 
referring the inquiry to the proper person. That per- 
son, too, refused to get excited and said “probably you 
are right, but let’s first find out what it is you are right 
about. We cannot correct a wrong until we know what 
it is.” 

It would have been a very unusually determined per- 
son who could have remained angry through the adjust- 
ment process. 

A very different picture resulted from the return of 
an article of merchandise to a small store. The com- 
plaining customer was not angry and found later that 
the merchandise was not wrong, all that was needed 
was an explanation of its use. But the merchant made 
the customer angry by saying, “That stuff never was 
good, the company is a fake.” 

“Then why do you sell it” naturally asked the cus- 
tomer. 

Perhaps this merchant is still wailing. The customer 
left, angry and never returned to the store. He found 
in another store the explanation that set him right. 
The second store capitalized the complaint against the 
first and made a customer. The first store capitalized 
a complaint to make an enemy. 





A penny will brew 5 cups of coffee in a per- 
colator. 





A penny will operate a vibrator for a 20 minute 
treatment daily for 11 days. 





Red Seal ‘Saws Manual 


rHXNHOSE who are interested in the Red Seal Electric 

Home campaign should provide themselves with a 
copy of the “Red Seal Manual” recently issued by the 
Society for Electrical Development. 

This manual describes the plan for the organization 
of Red Seal Home campaigns in communities. The Red 
Seal Home is one in which electrical appliances and aids 
in homekeeping can be used with convenience. It raises 
a standard for the wiring of a home to meet modern 
conditions. It is only natural that the person who lives 
in such a home should become an excellent customer for 
those who have electrical appliances for sale. 

In this case, as in most others, the after market be- 
comes more important than the immediate market. The 
Red Seal Home was planned primarily by those who are 
interested in the wiring and construction details. Yet 
sale of the appliances to be used in this home will be 
a larger market than the preparing of the home. 
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Don’t Rush Into Radio Clearances 
Even Though It Is January 


International Radio Week, Coming at the End of This Month, 
Should Automatically Prolong Your Regular Selling 
Season If You Play Along With the Big Mer- 
chandising Idea Back of This Event 


By Arthur Sinsheimer, Radio Editor 


who can think of this first 

month of the year without 
associating with it the customary 
“clearance sales” that have 
been featured at this time 
for so many years back that 
I doubt if anyone can recall 
just when or why the whole 
thing was started. But re- 
member that it doesn’t 
necessarily affect radio, at 
least not this year. 

Now let’s take a minute 
or two and analyze these 
January Clearance Sales so 
as to better understand just 
why they are the usual sell- 
ing events at this time and 
then we’ll show you why the 
International Radio Week 
should offset the cut-price 
selling of radio this month. 

Department store mer- 
chants need no introduction 
to or reasons why for Janu- 
ary Clearance Sales, but I’m 
not quite sure that hardware 
merchants couldn’t take a little of 
this practical merchandising data 
from their department store breth- 
ren and profit considerably there- 
from. 

In the first place, there is the left- 
over merchandise from Christmas 
selling with which something must 
be done. It can be either stored 
away until next year or it must be 
disposed of in some other way. 

Every keen merchant knows that 
there are three hazards in packing 
away goods of any kind. It costs 
money for storage space no matter 
where it is located—in the cellar, on 
the roof or in any other storage 
place. Style goods go out of date, 
perishable goods wither, crushable 
goods mash and even iron and steel 


‘or is with us again and 
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rust, any or all of which renders 
that merchandise unsalable at regu- 
lar prices next season when you 
attempt to bring it out of its hiding 





This is one of the designs 
prepared by the International 
Radio Week Committee for 
promoting this event. It can 
be used as a frame for local 
for groups 
of advertisements or by a 
single advertiser. The draw- 
ing is of sufficient size that 
it can be reproduced for a 
full newspaper page. 














place and offer it to the public. 

And then there is the cost of hav- 
ing capital tied up in such dead stock 
which is very disastrous in the fin- 
ancing or any active business. All 
three of these hazards fall in the 
category of bad merchandising 
policy and we most earnestly make 
the suggestion that you do not allow 
your business to fall down in this 
respect. 

You can readily see from all this 
that quickly disposing of left-over 
holiday goods and also end-of-the- 
season style merchandise—and in 
terms of the hardware business we 
simply translate “style” merchandise 
into “season” merchandise—is not 
only the logical conclusion but it is 
also the accepted policy from the 
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“box office” or money standpoint. 

There you have the basic reasons 
for the January Clearance Sales 
which are all right for disposing of 
late season left-overs and 
this would ordinarily include 
radio merchandise, as was 
aptly demonstrated last year 
by the slashing sales which 
took place in January—not 
ot merchants’ left-overs, but 
of manufacturers’ over-pro- 
duction which, to the cus- 
tomer, is the same thing— 
but this year you can easily 
prolong your selling all this 
month without resorting to 
the proverbial January 
Clearance Sales—and here’s 
how. 

Feature the International 
Radio Week for all it’s 
worth. Make every prospect 
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|\jue= on your list a customer by 


explaining how every person 
in this country, no matter 
where he on she may be 
located, has just as good a 
chance as the other fellow of getting 
some “strains” of a European sta- 
tion any night during this eventful 
week and then be able to talk about 
it for the rest of their lives. Every- 
body will be buzzing about these 
foreign broadcasting tests and surely 
you can manage to interest your best 
prospects enough to sell some of 
them on such a thrill. 

Remember that it is slackening of 
demand that causes reduction of 
price to move slow sellers, and the 
whole idea back of this event which 
is set for the last week this month 
is to force an increased demand for 
radio merchandise so that you 
actually get a four weeks longer 
selling season. 

(Continued on page 72) 














Flashlights in the Electrical News 
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Slightly more than half a century ago this was probably the largest staff of any. firm engaged in the electrical 

supply manufacture. It was the staff of Gray and Barton, forerunners of the Western Electric Co. Prof. Elisha 

Gray, whose name figured prominently in invention of the telephone, is in the middle of the front row, holding 

a model of an electric printing machine. Jan. 1, the name of this pioneer firm was revived by a separation 

of the supply business of the Western Electric in a $15,000,000 company to be known as the Graybar Electric 
Co. 





This washing machine starts and stops at a wave of the 
hand. It was exhibited in the Wanamaker store in New 
York. The control is a combination of the photoelectric 
cell and a radio tube. The operation of waving a hand 
over the photoelectric cell caused a shadow to fall in such a 
way that the electrical energy is started and communicated 
to the radio tube and the circuit closed. The device is the 
invention of V. W. Zworykin, a Russian 





The first aviator’s flashing beacon erected by a civilian organization to aid night 

flying. It is on the 22-story Atlantic Building in Philadelphia, to mark the 

path of the New York-Washington nighi :oute. It is known as a B.B.T. beacon 
and flashes five seconds light and is dark an equal period 
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omance in Home Lighting for Newlyweds, 


Mrs. Newlywed was 
always afraid she 
“looked a_ fright” 
because the light in 
the bedroom made 
the dressing table 
glass entirely unre- 
liable. 


Lamps and an addi- 
tional drop gave as- 
surance that the self 
criticism at the glass 
was accurate and 
the new light re- 
vealed the beauties 
of the fittings. 
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Slightly more than half a century ago this was probably the largest staff of any firm engaged in the electrical 
supply manufacture. It was the staff of Gray and Barton, forerunners of the Western Electric Co. Prof. Elisha 
Gray, whose name figured prominently in invention of the telephone, is in the middle of the front row, holding 
a model of an electric printing machine. Jan. 1, the name of this pioneer firm was revived by a separation 
of the supply business of the Western Electric in a $15,000,000 company to be known as the Graybar Electric 
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This washing machine starts and stops at a wave of the 
hand. It was exhibited in the Wanamaker store in New 
York. The control is a combination of the photoelectric 
cell and a radio tube. The operation of waving a hand 
over the photoelectric cell caused a shadow to fall in such a 
way that the electrical energy is started and communicated 
‘fed to the radio tube and the circuit closed. The device is the 
he invention of V..W. Zworykin, a Russian 





The first aviator’s flashing beacon erected by a civilian organization to aid night 

flying. It is on the 22-story Atlantic Building in: Philadelphia, to mark the 

path of the New York-Washingten night route. It is known as a B.B.T. beacon 
and flashes five seconds light and is dark an equal period 
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omance in Home Lighting for Newlyweds: 


Mrs. Newlywed was 
always afraid she 
“looked a_ fright”’ 
because the light in 
the bedroom made 
the dressing table 
glass entirely unre- 
liable. 


Lamps and an addi- 
tional drop gave as- 
surance that the self 
criticism at the glass 
was accurate and 
the new light re- 
vealed the beauties 
of the fittings. 





Told in Equally Timed Photographs 


Uncomfortable  eve- 
nings and eye strain 
irritation seemed 
likely to wreck this 
romance, before 
either knew the 
beauties of the new 
home. 
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After dinner com- 
fort soon cleared 
the atmosphere and 
Mr. and Mrs. Newly 
wed invited friends 
to drop in and see 
the beauties of their 
honeymoon nest 








THE TRADE MARK KNOWN IN EVERY HOME 















LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 





The Only Pad That 
Is Truly 3-Heat 


The only pad which 
positively maintains 
any one of three dis- 
tinct heats without 
variation. “Low” or 
“Medium” Heat can- 
not advance to 
‘*High,’ unless 
wanted A patented 
Switch and four 
Thermostats by auto- 
matic action give posi- 
tive control. 






A Convenient ¥ 
Switch Easily » 
Operated Even bea 
inthe Dark | /#x% 
Lf 


, 4 





$ | T Ti M k 4 Comforting Heat Always Ready 
e S O he ar e No more need to wait for the old-fash- 
ioned hot-water bottle with its ever-present 

hat . ever ersol danger of leaking and scalding. Just a turn 


of the switch and the Universal Electric 
Hleating Pad responds instantly with sooth- 


ing, comforting heat—three degrees of heat, 
in fact. The switch is easily controlled by a touch of the finger, even in 













the dark, or when ill or sleepy. 

The Universal Pad is light, soft, and flexible; comfortable to use on any part of the 
body; sure, safe and guaranteed. Possessing exclusive advantages, and priced very 
moderately for its merit and quality, it sells well, and profitably for the merchant. 
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\ So ERG LANDERS, FRARY & CLARK 


New Britain, Conn. 
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Told in Equally Timed Photographs 


Uncomfortable  eve- 
nings and eye strain 
irritation seemed 
likely to wreck this 
romance, before 
either knew the 
beauties of the new 
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Loiee i So 


fae 








After dinner com- 
fort soon cleared 
the atmosphere and 
Mr. and Mrs. Newly- 
wed invited friends 
to drop in and see 
the beauties of their 
honeymoon nest. 
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The only pad which 
positively maintains 
any one of three dis- 
tinct heats without 
variation. “Low” or 
“Medium” Heat can- 
not advance to 
‘“*High,”’ unless 
wanted A patented 
Switch and four 
Thermostats by auto- 
matic action give posi- 
tive control. 
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in the Dark f 
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CellsTo The Ma rket No more need to wait for the old-fash- 


ioned hot-water bottle with its ever-present 

That Never Oversold danger of leaking and scalding. Just a turn 
of the switch and the Universal Electric 

: . fleating Pad responds instantly with sooth- 

ing, comforting heat—three degrees of heat, 

in fact. The switch is easily controlled by a touch of the finger, even in 









the dark, or when ill or sleepy. 

The Universal Pad is light, soft, and flexible; comfortable to use on any part of the 4 
body; sure, safe and guaranteed. Possessing exclusive advantages, and priced very 

moderately for its merit and quality, it sells well, and profitably for the merchant. 
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THE TRADE MARK KNOWN _IN EVERY HOME 
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ELECTRIE WASHER 


MADE By 


ANDERS 
NEW BRE RARY & LARK 


TAIN . CONN, 












UNIVERSAL 


Cleaner 





The Universal Vac- 
uum Cleaner, with its 
Thread - and - Lint-Pick- 
ing Nozzle and extra 
powerful suction, gets 
all surface litter and 
even deeply embedded, tracked-in dirt. 
No belts to break—no dirty brush to 
clean. Fully guaranteed. 

The Universal Washer combines a 
the advantages of the oscillating and cylinder principles. It is quick, thorough and 
gentle. Quick, because its dip-lift-squeeze-turn-push action cleanses neckbands and 
cuffs in fifteen minutes. It is thorough, because it cleanses even heavy blankets. — It 
is gentle, because it safely washes the daintiest garments—georgettes and filmy lace. 
Self-lubricating ; reliable Sediment Zone; and equipped with every 
safety feature. Five Year Triple Guarantee. 























LANDERS, FRARY & CLARK 


New Britain, Conn. 
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N adding these pictures to the series of best 
uses of lamps, we call attention to the upper 
room: Italian influence is prominent; pottery 
lamps with rich parchment shades carry out the 
fireplace decoration and facilities for reading 


comfort. 

William Hodge has shown excellent taste in 
the lamp decoration of his lodge, shown below. 
Old lanterns are used on the ceiling and walls. 
A fine metal lamp with art glass shade, Italian 
candlesticks, an iron bridge lamp with pleated 
chintz shade, Italian peasant lamp and early 
American cut glass candlesticks, make six light- 

ing styles harmoniously combined. 
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UNIVERSAL 
Cleaner 





The Universal Vac- 
uum Cleaner, with its 
Thread - and - Lint- Pick- 
ing Nozzle and extra 
powerful suction, gets 
all surface litter and 
even deeply embedded, tracked-in dirt. 
No belts to break—no dirty brush to 
clean. Fully guaranteed. 

The Universal Washer combines 
the advantages of the oscillating and cylinder principles. It is quick, thorough and 
gentle. Quick, because its dip-lift-squeeze-turn-push action cleanses neckbands and 
cuffs in fifteen minutes. It is thorough, because it cleanses even heavy blankets. — It 
is gentle, because it safely washes the daintiest garments—georgettes and filmy lace. 
Self-lubricating; reliable Sediment Zone; and equipped with every 
safety feature. Five Year Triple (suarantee. 
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N adding these pictures to the series of best 
uses of lamps, we call attention to the upper 
room: Italian influence is prominent; pottery 
lamps with rich parchment shades carry out the 
fireplace decoration and facilities for reading 


comfort. 

William Hodge has shown excellent taste in 
the lamp decoration of his lodge, shown below. 
Old lanterns are used on the ceiling and walls. 
A fine metal lamp with art glass shade, Italian 
candlesticks, an iron bridge lamp with pleated 
chintz shade, Italian peasant lamp and early 
American cut glass candlesticks, make six light- 

ing styles harmoniously combined. 
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HIS 28-page book, attractively 

printed in four colors, is being 
mailed this month to all National 
Mazpa lamp agents. It 
contains many extremely 
helpful sales suggestions 
and will be highly valued 
by all who get it. 























uto Lamp 


Improvements 


HE new corrugated bulbof all National 

Mazpa auto headlight lamps breaks up 
the filament reflections in the bulb which, 
in the old, plain bulb, produced glare. 


The new Mazpa Headlight Lamp No. 1110 
has two filaments. One throws a concen- 
trated beam far ahead for driving and the 
other gives a short, depressed beam for 
city driving and passing other cars. 
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New Lamps 


HESE five new National Mazpa 
lamps replace forty-five of the 
common types of lamps of 100 
watts and under. 

They are frosted inside, 
give excellent light dif- 
fusion, absorb — scarcely 
any light, are unusually 
rugged, pleasing in ap- 
pearance andeasy to keep 
clean. Stock them! 
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~and New 
40+5% 


(Discounts on Auto 
amps 


HEN you buy National Mazpa 

auto lamps you now receive 40% 
off for a quantity of 50 or more lamps in 
unit packages. And if you sign and 
qualify on an RD agreement you get an 
extra discount of 5%. It pays to sell the 
well advertised National Mazpa auto 
lamps these days! 
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MAZDA LAMP 


A GENERAL ELECTRIC PRODUCT 
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Two 


Minute 


Study 
Lamp 


We believe that in the 


future many lamps for 


the home will be pur- 
chased because they 
have traceable lineage 
and may be used con- 
sistently with what- 
ever style of decora- 
tion may be employed 
in the room for which 
they are intended. 
We will accordingly 
show a series of “well 
bred’’ modern lamps, 
trace their ancestry 
and suggest selling 


displays 
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Courtesy of Silvray Company 


Twentieth Century 


‘6 ARK Here” lamp, as this is so aptly called, is perhaps the most modern of lamps and is 
typical of the day and age, which years hence will be referred to as the “Renaissance of 
the Lamp.” 

Our language is filled with expressive slang, so it is not strange that this lamp, with contour 
resembling the “Park Here” sign with which we are all familiar, should be so called. There is a 
world of suggestion in the name to the tired business man, especially if the lamp marks a com- 
fortable reading and lounging spot. yr i 

The type of lighting, indirect, is the last word in illumination and the only indirect lighting 
which can be used in a bridge lamp. More constantly, on all sides, we find an insistence upon 
illumination as well as lamps, which insures the popularity of this “Park Here” lamp. 

We suggest in our photograph a background against which this lamp may be shown effec- 
tively for window or shop display, although the lamp may be used with any style of interior dec- 
oration as a metal finish may be secured to harmonize with the most exacting surroundings and 
the parchment shade may be of any color or design. 

This modern lamp, although inoffensive in design, is frankly a utility lamp, made for serious 
work. In the words of the designer, “The ‘Park Here’ lamp was made to help preserve God’s 


most precious gift to men, eyesight.” 
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HIS 28-page book, attractively 

printed in four colors, is being 
mailed this month to all National 
Mazpa lamp agents. It 
contains many extremely 
helpful sales suggestions 
and will be highly valued 
by all who get it. 
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HE new corrugated bulb of all National 

Mazpa auto headlight lamps breaks up 
the filament reflections in the bulb which, 
in the old, plain bulb, produced glare. 


The new Mazpa Headlight Lamp No. 1110 
has two filaments. One throws a concen- 
trated beam far ahead for driving and the 
other gives a short, depressed beam for 
city driving and passing other cars. 
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watts and under. 
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clean. Stock them! 
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Courtesy of Silvray Company 


Twentieth Century 


Li rin Here” lamp, as this is so aptly called, is perhaps the most modern of lamps and is 
typical of the day and age, which years hence will be referred to as the “Renaissance of 
the Lamp.” 

Our language is filled with expressive slang, so it is not strange that this lamp, with contour 
resembling the “Park Here” sign with which we are all familiar, should be so called. There is a 
world of suggestion in the name to the tired business man, especially if the lamp marks a com- 
fortable reading and lounging spot. , 

The type of lighting, indirect, is the last word in illumination and the only indirect lighting 
which can be used in a bridge lamp. More constantly, on all sides, we find an insistence upon 
illumination as well as lamps, which insures the popularity of this “Park Here” lamp. 

We suggest in our photograph a background against which this lamp may be shown effec- 
tively for window or shop display, although the lamp may be used with any style of interior dec- 
oration as a metal finish may be secured to harmonize with the most exacting surroundings and 
the parchment shade may be of any color or design. 

This modern lamp, although inoffensive in design, is frankly a utility lamp, made for serious 
work. In the words of the designer, “The ‘Park Here’ lamp was made to help preserve God’s 
most precious gift to men, eyesight.” 
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What kind of company makes it?” 


VERY DAY, as the public gets 

wiser, do you not hear fewer and 
fewer customers ask, “W hat’s the price 
of that radio?” and more and more 
customers ask,“ What kind of company 
makes it?” 

If you are an Atwater Kent dealer, 
figuring where you stand at the begin- 
ning of this New Year, are you not 
firmer than ever in your conviction that 
the stability of your manufacturer is 
no mean asset! 


7 THAT the Atwater Kent sales campaign 
is supported by an unparalleled advertising 
campaign, reaching, in magazines and news- 
papers and on billboards, into every corner 
of the United States and Canada. 


8 THAT the new series of concerts by the 
Atwater Kent Radio Artists—the world’s 
best— specially benefit the Atwater Kent 
merchant, in increased sales. 


* *K K OK SF 
Nineteen Twenty-five was a wonder- 
ful Atwater Kent year. We wish to 
thank every one of you who helped to 
make it so. 

















k ok *k * * And please keep in mind that more 
. than ever they’ll be asking, “What kind 

The Atwater Kent dealer knows: : Saco 
of company makes it?” in 1926. | 
1 THAT behind the company with the strong- EVERY SUNDAY EVENING the Atwater Kent Radio 
est financial resources of any independent Hour brings you the stars of opera and concert in Radio's ‘ 
radio manufacturer stands the personal re- ey Hear it at 9.15 Eastern Time; 8.15 Central : 
sponsibility of a man who for twenty-five Time, through: i ai rae , 
TG, ae >: ididameaaaias | Po WEAF.... New Yor WFI . « » Philadelphia 
years has jealously guarded the quality of wen... Praline want alternating : 
every product that bears his name. WEEI . «+ Boston WCAR...« « Pittsburgh ae 
, : WCAP ... Washington WGRe es ee ee Buffalo : i 
2, THAT we have built the largest radio fac- WSAI ... « Cincinnati woe. . + Davenport sy 
tory in the world, and are putting on a large wae o.« deaaa oe —e ser e] 

171° . . . - of. ri : © © «© © © o OFe L,0UtS : a 
addition this winter,* because we are thinking mon... eid wr....... Yoram | | 


of tomorrow’s market as well as today’s. 


3 THAT the merchant is backed by a policy 


WLIB «wees 


Chicag 0 


Y . ‘ , ’ . pe 
Send for itlustrated booklet of atavater Kent Radio 








that safeguards his profit, and is not tempted | 
to throw his money away on job lots. ATWATER KENT MFG, COMPANY e 
; 4, Atwater Kent, President : fie. 

4 THAT he is handling the Radio which 4736 WissAHICKON AVE. PuiLapecpnta, Pa. 
requires minimum service and is therefore 
insured against needless worry and expense. 

; 


5 THAT Atwater Kent owners are satisfied 

with their receiving sets and radio speakers 
se and are always boosting them in making 
eo more sales. 


1. 6 THAT Atwater Kent is the make the great- 
ae est number of people intend to buy—or buy 
next, if they already have unsatisfactory sets. 
(Four surveys prove this. ) 









Prices slightly higher 
from the Rockies west, 
and in Canada 








* This addition covers 153 ,coo square feet. When it is com- 
pleted— probably in April—we shall havea fifteen acre factory. 
We are also using our old Germantown plant, which covers 
two acres, 


Radio Speaker 
Model H, $22 


Radio Speaker Model 20 Compact, 
Model L, $17 $80 
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66 HE fundamental fact to 
be remembered,” said Ed- 
ward E. Filene, the well- 

known Boston merchant, “is that 
installment buying has two sides. 
It can kill the goose that lays the 
golden egg. Unless handled from 
the standpoint of service to the 
consumer, it may be so overdone 
that the feeling against it will be 
like that which has been aroused 
against loan sharks.” 

In applying the test of “ser- 
vice to the consumer” in any 
particular case the following is a 
composite of the standards of 
judgment suggested by those who 
have studied the problem with 
eare. The article in question 
should be: 

1. In the class of necessaries 
rather than luxuries. 

2. Of sufficient value to be 
beyond the reach of the resources 
of the purchaser on the basis of 
cash or ordinary credit. 

3. Of sufficient permanence to 
outlast many times the period of 


payment. 
4. One which will not tax the 


purchaser beyond his resources 
for its upkeep. 


HE amazing growth of the 

time payment method of 
sales within recent years has 
divided merchants into two camps. 

No. 1 hails this method of sell- 
ing as the most wonderful de- 
velopment in distribution. 

No. 2 holds that the develop- 
ment of the chattel mortgage 
system has over-extended family 
credit to a point where it has 
become an economic danger and 
has developed an entirely fictitious 
standard of living. 

In this case, as in other instances 
where a controversy arises over a 
business method, the truth probably 
lies between the two extreme opin- 
ions. 

Many business men make the mis- 
take of assuming that this -method 
of selling is comparatively new. It 
is not. Pianos have been sold by 
this method for many years and 
long before automobile sales de- 
veloped the widespread popularity 
of chattel mortgage sales, finance 
companies had been organized to 
deal in piano paper where the sales 
went beyond the amount that the 
merchant could handle. 

In those days, as today, many 
banks did not care to have this paper 
used as a basis of bank credit. 

The great popularity of time pay- 
ment sales came with its adoption 
by the automobile merchants and 
this immediately brought into this 











Time Payments— 


A Credit System 


The conclusion that is inevitable from 
a study of successes and failures is: 


field selling distributors of the 
heavier and more costly electrical 
appliances. 

Then there came into existence 
many finance companies which were 
planned to handle as “bankers” 
the paper taken in these deals to 
supply the credit that had been re- 
fused by the local banks. Some of 
these companies were sound and 
used sound tactics; others were 
merely “loan sharks” and simply 


made their rates high enough to 


cover the risk involved and the cus- 
tomer had to pay in the end. 

As this method of sale extended, 
the amounts involved became so 
great that the regular bankers could 
no longer afford to ignore the 
situation. 

Then came a movement to or- 
ganize the better finance companies 
and bring about an understanding 
of the proper basis of credit. The 
first effort at organization resulted 
in local associations in several of 
the larger cities and out of these 
local associations grew The National 
Association of Finance Companies 
of which C. C. Hanch, for several 
years an outstanding figure in the 
automobile industry, is secretary- 
manager. 

The effort of this association is to 
put the time payment sales on a 
basis that the accumulated notes 
held by the dealer will be of suf- 
ficient worth to enable him to use 
them as bank collateral and thus 
extend the operations and remove 
from the business the demoralizing 
factor of repossessions, with its 
menace of second hand goods. The 
latter is a result of overselling. 

In a box accompanying this ar- 
ticle, Mr. Hanch is quoted as to the 
proper basiS of sales, a basis which 
will make the notes taken by a mer- 
chant a credit basis. In another 
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box are quoted some equally good 
suggestions made by Edward E. 
Filene, a notable merchant. 

Among the finance companies, 
there has always been a sharp dis- 
cussion as to the relative value of 
“recourse” and “non - recourse” 
paper. 

In the “‘non-recourse” paper, the 
merchant sells the article and turns 
the note over to the finance com- 
pany for collection. In this case, 
the merchant loses all contact with 
the customer and a surly or sharp 
speaking clerk in the finance com- 
pany can easily disgust the customer 
with buying anything from the 
store where he or she made the 
purchase. 

In many cases, it has been dem- 
onstrated that the owner of the 
property looks to the merchant for 
service and right treatment and 
that he does not understand exactly 
why he makes his payment at an- 
other office. 

In the case of recourse paper, 
the merchant holds the collection 
privilege and the customer comes to 
his store or remits to that store 
weekly or monthly as the case may 
be, and what pressure is brought 
to bear on this customer to force 
collections is within control of the 
merchant. 

Also, the merchant has every op- 
portunity to display goods before 
these customers on occasion of their 
calls at his store and perhaps to 
make follow up sales. 

The point as to the worth or prac- 
tical value of the merchandise is 
much less in the case of the elec- 
trical appliances than in almost any 
other line of goods that is sold by 
the time payment method. 

In the washing, ironing and 
cleaning appliances, there is usually 
a direct economic return in that the 
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Not a Sales Plan 


The merchant who uses time payments as a mod- 
ern credit plan, rather than as a means of fore- 
ing distribution of merchandise, will succeed. 


housewife is enabled to save the 
amount of the weekly payment out 
of her allowance for extra help or 
in case she does not hire help, the 
benefit comes to her directly in 
lessened time required and in the 
ability to do more work. 

The opponents of the time pay- 
ment system insist that families 
desiring to own the higher priced 
merchandise should save the amount 
necessary for the purchase before 
ordering the delivery of the goods. 
This reasoning presumes that the 
buyers have no money. 

Practice indicates differently. It 
has been shown time and again that 
many time payment purchasers have 
savings accounts and some property, 
but they buy by the payment plan, 
because they believe that they can 
assume these obligations and at the 
same time keep up their savings ac- 
counts or building association dues, 
or whatever method of saving they 
may follow. 

Some merchants who advocate 
that the family should have cash to 
pay down for all articles would, 
themselves, be in a bad way to get 
a full stock if the jobber would 
assume the same attitude toward 
their purchases. Those who defend 
time payment sales see a similarity 
in the running of a business and 
the running of a family, and see the 
same justification of credit in the 
domestic business as in the mer- 
chandising business. 

There are abuses of the time pay- 
ment system from both sides. In 
some cases merchants are guilty of 
sharp practice in boosting the 
eventual price to be paid by the 
buyer by adding interest and service 
charges in a way that escapes the 
attention of the buyer. 

On the other hand, there has de- 
veloped a class of buyers who are 
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keen to see opportunities in small 
down payments which enable them 
to obtain from merchants articles 
and use them over a period at a less 
cost than buying. 

There is small opportunity now of 
eliminating the time payment 
method of distributing merchandise 
and the merchant has before him the 
opportunity of going into this phase 
of selling on a business-like basis 
or letting it alone. In case he goes 
into time payment sales on a rea- 
sonable basis, he can develop a high- 
ly satisfactory trade with fair and 
honest people who see in their own 
financial methods a great benefit in 
buying on the payment plan. 

On the other hand, he can go into 
this business merely to extend his 
distribution operations and by loose 
credit, small down payment, turn- 
ing his notes over to a finance com- 
pany for collection and permit this 
company to make high service 
charges and eventually wreck his 
business. 

The difference between these two 
methods of business is to all prac- 
tical purposes the same as the dif- 
ference between dealing with a 
legitimate bank and a loan shark. 

In many stores where a regular 
monthly credit business is done, it 
has been found necessary to estab- 
lish a different credit bureau to pass 
on time payment sales. The basis of 
this credit is regarded as being en- 
tirely different from that of the 
open account credit. 

There is no question as to the 
abuse of the time payment plan and 
these abuses have brought the 
system into disrepute. Any person 
who has even slightly investigated 
this business has heard of families 
who are pledged to the full amount 
of the income and who cannot pos- 
sibly pay from month to month the 
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who sell chattels on time 

have in mind only the 
idea of sales promotion, without 
consideration of the economic 
aspects of the situation,” says 
C. C. Hanch, secretary-manager 
of The National Association of 
Finance Companies. “By this I 
mean the fundamental soundness 
of the transaction from the credit 
standpoint. 

“The security of any time sales 
transaction, where the article is 
relied on primarily as the basis 
of security, is dependent upon 
two things: 

“The purchaser must make a 
sufficiently large down payment 
so as to feel that he has a real 
equity in the article and is not 
merely a renter. 

“Secondly, the maturity of the 
deferred payment must be within 
a short enough time so that the 
depreciation of the article will 
not wipe out the security or 
equity of the purchaser before 
the last payment matures.” 

Some very successful time pay- 
ment merchants have made it a 
rule that the first payment shall 
cover the merchandising cost of 
the article, as this cost once paid 
can hardly be regained and does 
not attach to the second hand 
article. 
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amounts due. There are also the 
instances of the family that is buy- 
ing useless and wasteful luxuries. 

These instances, however, must be 
charged to abuses of the system 
rather than to the system itself. As 
Mr. Filene says, this method of 
selling must be on a basis of service. 

The abuses come from putting a 
strong-arm salesman, who gets his 
pay from the first payment, against 
a woman who craves more luxury 
than she can afford. 

A correction of this abuse is com- 
ing in the lately popular system of 
starting the payments on a very 
small sum and not delivering the 
articles until such a time as a suf- 
ficient sum for a worth-while down 
payment has been accumulated. In 
many cases, the down payment re- 
quired is much higher in case of the 
small weekly payment than in the 
case of those who could make a 
larger payment. 

This requirement has the maturity 
date under consideration, as should 
always be the case. 

An interesting experiment was 
tried in a Western city some time 
ago by several specialized lamp 
stores offering lamps on the pay- 
ment of 25 cents a week. The de- 
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How the S. E. D. Helps to Merchandise 
Electrical Appliances 


New Year, because we have 

just bid farewell to one that 
has been an outstanding success so 
far as the majority of department 
store and hardware merchants are 
concerned. While we should never 
be downcast by adversity or by a 
run of poor times, it certainly is 
easier to go forward with renewed 
enthusiasm after a prolonged pe- 
riod of profitable business. 

In stepping over the threshold of 
this New Year, we want to suggest 
that you take advantage of every 
force that will help in the progress 
of your business. We believe there 
are many things which are work- 
ing for you of which you have but 
little if any knowledge. 

These forces are going on all the 
time, and in addition to being cog- 
nizant of them, we should cooperate 
with them in every possible way, 
so their effectiveness may be in- 
creased and, further, we should, so 
far as we are able, assist in the 
continuance of such efforts by lend- 
ing them our financial support. 

In the columns of this publica- 
tion last year we frequently re- 
ferred to a number of the electrical 
organizations which are doing ef- 
fective work in breaking down sales 
resistance to products motivated by 
electric current and which bring so 
much of happiness, comfort and 
economy to the user. 

Among these organizations is one, 
The Society for Electrical Develop- 
ment, which carries on a work 
based on the word “cooperation” 
and whose major definite function 
is to broadcast the message, “Do It 
Electrically.” 

The work of this organization is 
supported by all branches of the 
electrical industry and it has just 
concluded a year of substantial 
progress. This progress is meas- 
urable by the practical way in 
which it has carried out its func- 
tions and the results achieved as 
indicated by greater interest in its 
work and in part by the increased 
use of electric service and electrical 
products. 


ik is an inspiration to start this 


This organization has aided in 
making your advertising on elec- 
trical things more effective by 
supplying to several hundred news- 
papers every week, without charge, 
interesting and informative items 
and articles on electrical products 
and the best ways and means to use 
them effectively and economically. 

Every month there has _ been 
available a series of merchandis- 
ing and advertising suggestions 
most helpful to those who capitalize 
on the ideas presented and incor- 
porate them in a well-planned activ- 
ity to increase the electrical side 
of their business. 

Manuals on specific subjects have 
been produced, which not only have 
visualized the market available, but 
have given practical aids for sell- 
ing the particular appliance writ- 
ten about. 

At seasonal times of the year, 
when the public’s thoughts turn to 
the purchase of gifts, such as for 
the Bride Week and at Christmas 
time, special series of window dis- 
play and merchandising helps have 
been produced and made available 
to merchants at cost. By reason of 
the fact that this material is or- 
dered inlarge . quantities, it is 
offered to the retailer at a low unit 
cost. 

The Society for Electrical De- 
velopment is going forward:in 1926 
with renewed energy and hope be- 
cause it sees its work bearing fruit 
and because the men of vision be- 
hind it, realizing its need, are will- 
ing to lend their time and effort to 
a continuance of a _ worthwhile 
cause. The plans as outlined for 
the ensuing year are enlarged in 
scope and the progress made dur- 
ing 1925 and the new interest 
brought into the movement will en- 
able these plans to be carried out 
with even greater effectiveness. 

Weekly, there will go out as here- 
tofore news releases to hundreds 
of newspapers designed to aid the 
newspaper proprietor in making his 
publication more instructive on 
electrical subjects and to influence 
the reader to be more receptive to 
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electrical appliance advertising. 

Manuals on such subjects as store 
layouts, fixture selling, window dis- 
plays, etc., etc., are included in the 
year’s budget. 

Plans are under way for coordi- 
nating the effort of manufacturers 
and others along special commodity 
lines so that waste will be elimi- 
nated and the promotional work 
done will gain in momentum and 
results. 

Much of the merchandising of 
electrical products today is effectea 
through the department and hard- 
ware stores and it is only by think- 
ing in terms of the electrical indus- 
try that the proprietors of these 
establishments can get the right 
viewpoint and achieve the greatest 
measure of success. 

The electrical industry welcomes 
into its fold merchants who realize 
their responsibility to this most 
progressive industry; conduct their 
businesses according to the highest 
ethics of that industry; appreciate 
the fact that they are performing a 
definite service for the public and 
are willing to support morally and 
financially the broad gage associa- 
tions which have been organized in 
the electrical industry to iron out 
its problems. 

We have particularized The So- 
ciety for Electrical Development be- 
cause it works for the whole indus- 
try; because it is a non-profit, non- 
partisan organization and because 
department and hardware _ stores 
are eligible for membership in it. 

The cost is not great—the bene- 
fits are far reaching. Tangible 
things come to you in the form of 
material mentioned previously, but 
greater by far than these are the 
intangible forces set in motion and 
which go on ceaselessly day and 
night in the interests of those earn- 
ing all or part of their daily living 
by reason of the advent of the elec- 
trical industry. 

Information in detail can be ob- 
tained from The Society for Elec- 
trical Development at 522 Fifth 
Avenue, New York, N. Y. 





















5 Other Selling Points 
1—IJt sells quickly! 


Its double-action efficiency, powerful suction and 
motor-driven brush—its ball bearing motor and 
brush which need no oiling and last a lifetime 


—make quick sales. 


2—It requires little servicing! 
3—It carries a generous trade-in allowance! 
4—It is part of a large sales-organization! 


5—It yields large profits! 
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ADVERTISING 
for 1926 


More ads—bigger ads—better ads in all the im- 
portant national magazines. Thirteen pages in 
the Saturday Evening Post—Two 2-color 
spreads and nine black and white sheets, page 
ads in Liberty, and striking displays in Good 
Housekeeping, Ladies’ Home Journal, Wom- 
an’s Home Companion, Pictorial Review, and 
Sunset. 


A GREATER NEWSPAPER 
SCHEDULE AND AN INCREASE 
IN BILLBOARDS! 


If you are not a Premier Duplex dealer already, 
start the year right—become one! Write to- 
day for full details on the valuable franchise 
which puts you in touch with the biggest prof- 
its in the electric vacuum cleaner market. 


Electric Vacuum Cleaner Co., Inc. 
CLEVELAND OHIO 
Manufactured and distributed in Can- 
ada by the Premier Vacuum Cleaner 
Company, Ltd., Toronto, and also dis- 
tributed by the Canadian General Elec- 
tric Company, Ltd., General Offices, 
Toronto. 
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New Goods to Sell 


Three-Way Plug 





Reynolds Spring Company, Jackson, 
Mich., manufacturers of the Reynolite 
Masterpiece line of hot molded elec- 
trical convenience fittings, are showing 
an exceptionally compact three-way 
plug known as the “Triolet.” Design 
and finish are exceptional and the ma- 
terial is tough and unaffected by at- 
mospheric conditions. Loosening a 
screw permits removal of the Editon 
screw member and instant conversion 
into pin type, as shown in the illustra- 
tion. 





Warning Signal 


A little device called the Bryant 
Memory Nudger is being brought out 
by the Bryant Electric Co., Bridgeport, 
Conn. This little warning signal is a 
glass jewel bull’s eye of ruby (stand- 








ard), green, amber, blue, clear or 
opalescent glass, fastened in the center 
of a flush plate, behind which is a small 
electric lamp in a special receptacle. 
The lamp is wired in multiple with the 
devices whose operation it indicates, 
and the brilliant spot of color is a re- 
minder when a light is left burning. 





Electric Vacuum Cleaner 


/ 


The new Gem, an electric vacuum 
cleaner, ruggedly built for good ser- 
vice, has been brought out by the 
United Electric Co., Canton, Ohio. Has 





1/5-hp. General Electric motor, is 
light in weight; nozzle and motor 
housing are of aluminum, bright silver- 
tone finish. Suction, efficient across en- 
tire width and at very ends of wide 
14-in. nozzle. The new Gem has 25-ft. 
cord, trigger switch, conveniently lo- 
cated near handle grip; swivel rear 
caster; soft tread wheels which will 
not mar; big capacity dust bag, wash- 
able, leak proof, easy to empty. Com- 
plete 7-piece set of attachments includ- 
ing 8 ft. flexible non-collapsible hose 
and suction and brush tools. 





Toggle Switches 





Harvey Hubbell, Inc., Bridgeport, 
Conn., has brought out a new line o 
square handle toggle switches equipped 
with a new simplified “lock and re- 
lease” mechanism. The handle of the 
switch operates directly on the “lock 
and release” movement instead of 
through a secondary member, resulting 
in smooth and positive action. Hub- 
bell square handle toggle switches are 
made in single and double pole and 
three and four-way types. The single 
and double pole switches have an in- 
dicating feature on the handle which 
indicates when the switch is “on” and 
when it is “off.” 


Cabinet Range 
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The Westinghouse Electric & Man- 
ufacturing Co., Mansfield, Ohio, has 
brought out a new electric range, a 
larger edition of the Junior cabinet. 
The Senior has four surface heating 
units, two of 1000 watts, one of 1500 
watts and one of 1800 watts. The 
oven has two units of 1800 watts each. 
In all other particulars the range is 
identical to the Junior model. 


4& 








Portable Bracket 


Under the trade-name Attachette, 
The F. W. Wakefield Brass Company 
of Vermilion, Ohio, is offering a new 





and attractive portable bracket which 
they claim “attaches anywhere, any 
way.” 

An ornamental clamp, having a felt- 
covered pad of sponge rubber, fastens 
by a wing nut firmly to the furniture, 
and holds a graceful bracket arm by 
means of a ball joint. This joint per- 
mits the Attachette to be installed on 
either side, top or bottom; the arm may 
be upright or pendant, and it is adjust- 
able at any angle. Because of its prac- 
tically unlimited range of position, 
the manufacturer characterizes this 
bracket as “the universal affixture.” 
Finished in old ivory and rich bronze. 

The Attachette is offered in connec- 
tion with a counter display of the “si- 
lent salesman” type, by means of which 
a practically automatic demonstration 
is made upon the dealer’s show case. 





Waffle Iron 


Several changes have been made this 
year in the Waffle Iron manufactured 
by the Westinghouse Electric and 
Manufacturing Company. Most im- 
portant is a change in the design of 
the grid, which was formerly rec- 
tagonal in shape and divided to pro- 
duce three rectagonal waffles. The grid 
of the new iron makes four triangular 
waffles. It has also been made deeper, 
so that the waffles will be thicker. 
The plug and cord, formerly perma- 
nently attached to the iron, are now 
separable. The iron has been made 


_ in weight and is easier to han- 
e. 








The handle arrangement for opening 
the iron, a distinctive Westinghouse 
feature, has been retained, as have all 
the other points of design. 
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NEW - the 


EVEREADY 


4-CELL LANTERN 
No. 4753 











The improved electric lantern 
using standard unit cells 


A BRAND-NEW Eveready Lantern 
that requires no special battery. Just 
what the public wants. Ideal for 
campers, farmers and for general 
use around the house. Stands on its 
own base or hangs up by neat, prac- 
tical, extension bail handle. 


Sturdy. Thoroughly practical. 
Has beveled lens, octagonal lens- 
ring, and tumbler switch. Finished 
in nickel. Uses 3 standard Eveready 
Unit Cells No. 950. Lists at $4.50, 


complete with battery. Order from 


your jobber now and watch them 
sell on sight! 


Manufactured and guaranteed by 


NATIONAL CARBON COMPANY, Inc. 
New York San Francisco 
Atlanta Chicago Dallas Kansas City Pittsburgh 


Canadian National Carbon Co., Limited, Toronto, Ontario 


EVEREADY 


FLASHLIGHTS 
& BATTERIES 


-they last longer 
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Two-Gang Toggle Switch 


The Connecticut Electric Manufac- 
turing Co., Bridgeport, Conn., has 
brought out a two-gang unit combina- 
tion No. 1645. The combination is com- 
plete with 
switch plate 
toggle switch 
and pilot light 
with 125 volt 
lamp. The 
switch controls 
the pilot light. 
This combina- 
tion can also be 
made up by us- 
ing a two-gang 
Bakelite Toggle switch plate, together 
with a single pole Connecticut Toggle 
switch, one pilot adapter and one skele- 
ton receptacle with a 125 volt lamp. 
The combination can be used in con- 
nection with a cellar, back stair, garage 
or any other remotely controlled light. 








Radio Receiving Set 





Radiola 25s six Radiotron radio 
broadcast receiving instrument, utiliz- 
ing the superheterodyne principle, is 
one of the newest developments of the 
Radio Corporation of America, 233 
Broadway, New York. The cabinet con- 
tains the operating mechanism and bat- 
tery equipment and the socket for the 
loop antenna which is plugged in 
through a hole in the top cover. The 
illustration shows the set with a R.C.A. 
Model 100 Loudspeaker. 





Electric Range 


_ Made by the Simplex Electric Heat- 
ing Co., 85 Cambridge Street, Cam- 





bridge, Mass., the type No. 39 range is 
especially suitable for a bungalow or 
small apartment kitchen. The finish is 
satin aluminum with white enamel 
doors and splasher and gray enamel 
cooking top. The gray enamel lined 
oven is sufficiently large to cook a 
twelve pound turkey. Transposal of an 
insulated baffle plate converts the bot- 
tom oven heater into radiant broiler. 
There are two 8-inch hot plates, 1200 
watts, which will run red hot without 
damage. Panel switches are black 
enamel with nonrusting aluminum em- 
bossed lettering. Specifications: Floor 
space, 22% in. x 19% in.; cooking sur- 
face, 19 in. x 22 in.; cooking height, 
36% in.; oven, 14 in. x 9 in. x 13 in.; 
overall height, 40% in.; voltages, 104- 
120, two or three wires. 





The Leakandenser 





A new device recently brought out 
by the Daven Radio Corporation, 158 
Summit Street, Newark, N. J., is a 
combination grid leak and grid con- 
denser called the “Leakandenser.” It 
consists of a hollow bakelite spool 
within which a Daven grid leak is sus- 
pended. Each end is threaded and fits 
into a nickel-plated terminal cap. 
Around the outside of the spool and 
connected to the metal end caps is the 
grid condenser, formed by two sepa- 
rate and insulated wires, wound paral- 
lel in a single layer. One wire con- 
nects with one terminal and one with 
the other, each wire having its other 
end open. Leakandensers are made with 
2, 3, 4, 5 and 7 megohms. 





Radio Frequency Transformer 





The Twin-Eight is a new type of 
tuned radio-frequency transformer com- 
bining the features of a very limited 
external magnetic field with that of 
unusually high amplification, being 
manufactured by the Bodine Electric 
Co., 2254 W. Ohio St., Chicago, Ill. The 
coil is compact and its magnetic field is 
concentrated practically within itself 
and the manufacturers claim that this 
concentration of the fields of the pri- 
mary and secondary windings, and the 
tight magnetic coupling between them, 
allows a transfer of energy and an am- 
plification per stage much greater than 
is possible with toroidal or other lim- 
ited-field coils. The shape of the coils 
makes it inherently selective, the pick- 
up effect on one barrel being nullified 
by an opposing effect on the other 
barrel. The coils can be used in any 
radio frequency circuit. 
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Ceiling Receptacles 


Harvey Hubbell, Inc., Bridgeport, 
Conn., has recently put on the market 
a new line of all porcelain ceiling re- 
ceptacles, recommended for use in bath 





rooms, kitchens, closets, hospitals, lab- 
oratories. The receptacles are made in 
pull and keyless types, with 2%-in. 
porcelain shade holders, and porcelain 
rings without shade holders. The rings 
and shade holders are interchangeable. 
Receptacles are made of clear white 
porcelain, and are suitable for 3%-in. 
and 4-in. outlet boxes. Receptacles are 
quickly and easily assembled or dis- 
assembled. 


Concert Grand Audio 


The “Concert Grand Audio’ just 
introduced by the Electrical Research 
Laboratories, 2500 Cottage Grove Ave., 
Chicago, Ill., is made with drawn steel 
shell, finished in crystalline black. The 
core is laminated silicon steel of high- 
est grade and placed in cruciform 
shape. 
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Test Handle 


The Universal Test Equipment Co., 
2939 N. Oakley Ave., Chicago, IIl., 
have brought out a new test point. The 
equipment is made of Thermoplax. It 
has a removable cap so that the lead 
connections are instantly. accessible 
should they break or loosen. As the 
handles can be used for different sizes 
and lengths of wire by loosening the 
cap, removing the wires that were in 
use and inserting the ones desired, it 
eliminates the necessity of having sev- 
eral sets of test points. The points 
themselves are of specially hardened 
alloy. For special tests, such as the 
Cadmium test for batteries, a separate 
point is provided, which fits over one 
of the regular points. Set includes two 
handles with insulated flexible lead 
wires equipped with terminals. 
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SUPPLY 


Changes name- 


Effective January lst, that part of the 
Western Electric Company known as the 
Supply Department takes Graybar Electric 
Company as its name. This involves no 
change whatever in the existing distributing 
organization. Nor does it affect the facilities 
offered to buyers of electrical supplies all 
over the country. The significance of the 
change is found rather in the source of the 
new name, 56 years earlier in the history of 
the company. 

In 1869 Gray and Barton began the mak- 
ing of electrical supplies. In the early seven- 
ties Western Electric was adopted as the 
company name. After Bell invented the 
telephone in 1876, telephones were added 
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Eleciric 


DEPARTMENT 


to the line, and in 1882 the company be- 
came the manufacturing department of the 
Bell Telephone System. 

During all these years the company has 
carried on at the same time a merchandis- 







ing business under the title of the Supply Founders in 1869 
Department, selling to the American public gg st 


Electric Company 





all types of electrical products. The grow- 
ing complexity of these dual responsibilities 
—on the one hand, to the Bell Telephone 
System; on the other, to the general user 
of electrical supplies—now makes it advis- 
able to separate the two functions. Hence 
the Supply Department, serving as before 
in every electrical field, becomes a distinct 
corporate organization. 

It takes the name Graybar, derived from 
Gray and Barton. A new name; but carry- ieiaitiehcnein 
ing with it a reputation 56 years old. 
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sk 28 R&C 


COMPANY--+7-7INCORPORATED 


SUCCESSOR TO SUPPLY DEPT. 


Western Electric 
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anew fype o 


illumination. 


SILVRAY since February, 1924, has 
more than trebled its manufacturing 
facilities, and has opened two new show- 
rooms at 1511 Guildford Avenue, Balti- 
more, and 225 Fifth Avenue, New York. 


Mere decorative lamps could not have 
done this. Better lighting did. It will 
do the same for you. 


Visit us at Space A-10 in the Teller Corporation Section, 
Chicago Furniture Mart 


STLAV RAY 
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QUESTION 


Just how are you going to 
increase your 1926 lamp 
sales and profits, and build 
a substantial, permanent 
lamp business? 


ANSWER 

You must get above the com- 
petitive rut of selling only on 
decorative and price appeals. 
You must sell i/lumination 
as well as decoration, there- 
by rendering a real service 
which is the only basis upon 
which you can build the 
repeat business that means 
volume, profit and perma- 
nency. 












finest illuminatio 
the decorative f 
of lighting fixtur 


serves eyesight 


Silvray combines the 


n with 
eature 
es and 


lamps. In home, fac- 
tory or ofhce it con- 


and 


becomes a lamp of 


SILVRAY CO., INC., 103 PARK AVENUE, NEW YORK real service. 


FIXTURE FACTORY, BALTIMORE LAMP WORKS, NEW YORK 
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Selling 
Table Lamps 


1926 finds the table lamp grou- 
ing in popularity, and using 
odd furniture, (occasional host- 
ess and gift furniture) in your 
lamp department makes a per- 
fect tie-up. A table lamp is 
ideally shown on a table. If an 
odd chair is added, the customer 
can be seated and the lamp sold 
if properly placed so that the 
light does not shine in the cus- 
tomer's eyes. 


The table lamp markei is very 
big for the hall, and bed-room. 
Show small tables for these 
rooms with your lamp and 
display odd pieces of pottery 
which may be made into lamps. 


In an open department a back- 
ground is often necessary. This 
is simple: place a low screen 
over your floor outlet, with a 
small table on either side and 
stage your table lamp against 
the screen. The artistic back- 
ground will sell the lamp and 
often the table and screen. 


‘ 

















| he Marphy’s Studio® 


Formerly known as 
Greenwich Vil 

Lamp Shade Studie 
Specialists in 

Small Parchment Shades 


Early American Designs 
European Renalssance 
ursery Shades 
Flower Studies 


To _—e our 1926 
will send a 


Line, 

sample ‘aan. 1 pair of 
six styles, various designs 
and colors from 8” to 12” 
in size. 

12 Ann Murphy Shades, 
$24.00 
ANN MURPHY’S 

STUDIO 

Studio: 80 Tenafly Road, 


Englewood, New Jersey 
Tel. Englewood 936-W 


Town Office: 
c/o Little & Hawthorne, 
225 Fifth Avenue, N: Y 


Tel. Ashland 6694 y 
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An Industry Show Room for Trade Convenience 


No. 518- 
Spetowcens Shields of Natural 
Shel Colors—Amber, Rose, 
Orchid, Nile Green, Mother bee 
0. 


OSEAN O, SE DENIES (AD, 
Establis 
40 Murray sen Ag Te York 
310 American Furniture Mart, Chicago. 
1234 W. Pico Street, Los Angeles, Calif. 
After February 15, 1926, in our new show 


rooms, 49-5! West 23rd St., New York 
ARIS BERLIN FLORENCE 
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Colonial Lamps 


Today we have intense interest in Duncan 
Phyfe furniture—in Early American Arehi- 
tecture, so that lamps pewter, as 
sketched above, lamps 4 iron as shown at 
the left and — of glass and brass are 
in constant dema 


Increase your sales, give 
people what they want! 
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Chinese Pottery 


Since the early days of the East Indian 
Company, Chines has 


year after year so that many 
pieces are now priceless. Decorators of 
the highest standard are agreed that lamps 
of Chinese pottery are in good taste in 
rooms of all period styles. 





























“WE MAKE ALL our MERCHANDISE 
from beseto finished product 
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SANGER BROS 


'NCORPORATEW 


WEW YORK OFFICE 
® 23 «a8° #4 & ST 
DALLAS 


12/10/25 


The Warner Shade & Novelty Company 
#70 Commercial Street, 
Brooklyn, N.Y. 


Gentl emen:— 


: Our Lamp Sale has proven a wonderful success. 
In fact, we feel that it is the greatest lamp sale 
we have ever experienced, the cause of which is easily 
traceable to the splendid styles and remarkably low 
figure you gave us on your goods. 


In addition to this, we wish to express our 
appreciation of your valued co-operation and help in 
making thie sale uneaualed by any we have ever held. 


Under separate cover, we are mailing you a few 


copies of our advertisement which we thought you would 
Jike to see. 


Yours very truly, engi 


SANGER BROS. he” 
BY fl , , 


eS -—— 
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F hundreds of 
leading stores 
proveWARNER 
merchandise and 
methods a sure 
way to success 
and profit, why 
not follow their 


lead? 


Investigate! 


AT THE JANUARY 
SHOW — SEE US IN 
BOOTH 628 


FURNITURE MART, CHICAGO 


Warner Lamps 


Warner Shade and Novel 


18 West 18" Street ~ New York City 
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‘‘They Keep a-Running’ 
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Century Fans are built in these ty 
3-speed, AC and DC Oscillating—9” Portable, Single-speed, A 
—58”, 3-speed Ceilin 
lating Fans, AC and DC. Send for complete folders and sales 
data on all types. 


1806 Pine St. 





Century 12-in. Portable Oscillating Fan 





FANS 


Century 9 and 12 in. Portable Oscillating Fans 
“Keep a-Running” for years—they meet all 
Century standards. 


Induction type motor for all AC fans and a 
series wound motor for DC fans. 

et enclosed motor body—excludes dust and 
irt. 

Fan motor supported on ball bearings. 

3-point speed regulation. 

Specially designed lubrication system that re- 
quires little attention. 

Oscillating mechanism with graceful external 
lines and simple control. 

Double-reduction steel worms and bronze 
gears of a size that last—they cannot be 
stripped. 

If the fan oscillates into contact with a sta- 
tionary object, it automatically adjusts itself 
to another arc of oscillation. Does not tip 
over easily. 

Pressed steel base—electrically welded steel 
guards, strongly braced at important points. 
Blades heavy brass, dipped and lacquered. 
pes:—9”, 12” and 16” portabl 


Fans, AC and DC, and 16” 3-speed Venti- 


Century Electric Company 
St. Louis, Mo. 


Twenty-nine Stock Points in the United States and More Than 
Fifty Outside Thereof. 











Portable 


Coiling 
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Time Payments—Not a 
Sales Plan 


(Continued from page 45) 


livery was not made until a considerable sum was ac- 
cumulated and then only decorative lamps were sold. 
It was the practice to place these lamps where they 
could be seen from the street and a considerable ele- 
ment of credit basis was that the woman of the house 
would not permit this lamp to be removed. 

The manager of one of these stores said that she 
was greatly surprised at the standing of many of her 
customers. They were not, she said, the desperately 
poor, but women who considered the purchase of such 
a lamp as merely a personal affair and that the small 
payment was provided by a curtailment of personal 
expenses. By doing this, a woman did not feel that 
she was in any way robbing her family of what the 
housekeeping allowance should provide. 

Some years ago a successful piano merchant was 
asked how he happened to get into the musical instru- 
ment business, as he was not in any sense a musician 
nor did he seem to care for music. His reply was in- 
teresting: 

“The piano business is merely incidental,” he said. 
“As a matter of fact I am in the banking business. 
The sale of pianos is my method of soliciting business. 
I extend my business merely as I extend my ability 
to carry the paper.” 

Needless to say, this merchant was careful about 
his credits and had few repossessions. 

Practically all heavy appliance manufacturers have 
established systems for helping dealers handle the 
paper they take on time payment sales, if the dealer 
cannot carry it himself, or his local bank is not one 
that accepts these notes as collateral. These systems 
differ in details, but are fundamentally the same. 

In almost every town of any size, there are one or 
more finance companies. Many of these are legitimate 
operators, and some are not. The dealer who acts 
through them will do well to investigate them. A 
bad tie-up is a merchandising danger. A finance com- 
pany that will take over paper from a “fly-by-night” 
crew of transient salesmen is usually not a good com- 
pany for the local merchant to deal with. 

A good finance company has a high rating at the 
local banks, for this sort of a company does the de- 
tails of checking and collecting that the regular bank 
is not equipped to do. By doing this work, the com- 
pany is able to use this paper as collateral. 

The value of time payment paper to a bank is 
usually equal to the reputation of the merchant who 
made the sale. The merchant who uses time pay- 
ments as a basis of “strong arm salesmanship” does 
not get a high rating for his paper. 





Caller: “I want to see the boss.” 

Office Girl: ‘‘Sorry but he’s in conference with the 
vice-president and general manager.” 

Caller: -“Let me in, I know a funny story, too.” 

















Anne: 


Operates from 
105-125 v 50-60 cycles 
Charges boti 4 ana 

6-volt batteries 






$q§-°°° 


complete 
with switch 


ELKON TRICKLE CHARGER 


CONSTANT POWER CONSTANTLY 


His device, based upon discoveries by Samuel Ruben in the field of Unilateral Con- 
ducivity is the first to make lighting current available for charging Radio “A” bat- 
teries by means of a DRY ELECTROLYTE (crystal plate). Combined with ““A” 


batteries it constitutes a continuous, self-regulating power supply. It operates 


WITHOUT Acids, Bulbs, Water, Mechanical 
Synchronizers, Moving Parts, or Noise, and 
Without Causing Interference with Other Sets 


The Elkon Trickle Charger is very economical to operate, occupies little space, and is practically self- 
operating. In spite of its almost revolutionary advance over anything hitherto known it will sell, 
complete with built-in switch at a price ($15.00) which will allow every set owner to buy one. 

We do not expect that an announcement of such tremendous significance will be accepted with- 


out adequate proof. 

NS aa And, frankly, we are interested in establishing eventual 
| business relations only with the responsibleetypes of distrib- 
) EL KON utors and dealers, who, for the protection of their customers, 
will make the most thorough tests of this device before offer- 
ing it for sale. 
; To such we are ready to extend every assistance for mak- 
chemical and thermo-chem- u ady 3 y ce ‘ma 
. apie ing the necessary tests. We will gladly send a charger, for 
ical fabrication of the rare S } ene : 

ts h Pte gene testing, to any responsible distributor or dealer at the list 
metais has won ror price, less 30%, which sum will be remitted if the Elkon 


Elkon the highest recognt- Trickle Charger has been misdescribed in any particular. 
tion in the great manufac- 


turing industries which the 
company serves. The Elkon Subsidiary of P. R. Mallory & Co. Inc. fe 





More than a decade of con- 
tinuous research in electro- 














Trickle Charger in princi- Weehawken, N. J. 

ple, design, construction Sole licensees under patents pending to Samuel Ruben 

and in performance has Also manufacturers of 

conclusively proved worthy ELKON CONTACT POINTS “ELKONITE” Welding Electrodes 
| of the name ELKON. of Tungsten, Silver, Platinum, and Dies 


ST me | Special Alloys Molybdenum Sheet Metal Products 
LS SPECIALISTS IN RARE ELEMENT METALLURGY 
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Clamp Relief Cap 


The clamp strain relief cap recently 
brought out by Harvey Hubbell, Inc., 
Bridgeport, Conn., is made in both 
two- and three-wire types. This cap 





is exceptionally strong in construction 
and is completely steel-armored. An 
important advantage is the adjustable 
clamp feature which provides a greater 
range for different sizes of cord, sav- 
ing time in wiring. 


Radio Loudspeaker 























A mahogany finish loudspeaker has 
been introduced by The Dayton Fan 
and Motor Company, Dayton, Ohio. 
The horn is of laminated wood. The 
size of the cabinet is 13 in. wide, 12 in. 
high and 14% in. deep. 





Electric Dishwasher 


Designed for small restaurants, hos- 
pitals, small clubs, schools and tea- 
rooms, a new dishwasher with the 
capacity of 1500 dishes an hour has 
been placed on the market by the 
Crescent Washing Machine Company, 
New Rochelle, N. Y. It cleans a rack- 


ful in twenty seconds and rinses each 


“gs —— 
4 4 








piece with a sterilizing spray of fresh 
hot water direct from the house supply. 
The machine is equipped with both a 
steam injector and gas burners. 





Vernier Dial 





A vernier dial, known as the Micro- 
vern, employing mechanical principle 
which produces a reduction in turning 
movement of five to ene without the 
use of gears, has been introduced by 
the Pacent Electric Company, Inc., 91 
Seventh Ave., New York City. The 
mechanism is controlled by a rolling 
friction arrangement. It consists of 
two disks which clutch the.main dial 
along its edges. It is designed to op- 
erate any type of condenser. 





Automatic Percolator 

















if 


\\ 


The disc thermostat which has been 
introduced into the Westinghouse auto- 
matic iron is now built in Westing- 
house percolators. If the current is 
turned on in the empty percolator or if 
it is allowed to boil dry, this automatic 
thermostat turns the current off before 
any other damage can be done. The 
heat is maintained within narrow lim- 
its. 
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Brass Shell Socket 
TI) 





A new socket for portable lights has 
been brought out by the Arrow Electric 
Co., Hartford, Conn. The light is 
turned on by a slight touch on the 
tumbler handle operating the mech- 
anism. These candle sockets take a 
4 in. tube which can be finished in 
cream or white. 





Radio Receivers 

















A new table model with built-in loud- 
speaker has been introduced by the 
Magnavox Company, 2725 E. Four- 
teenth St., Oakland, Cal. <A console 
model has also been introduced. The 
sets are the five-tube tuned frequency 
type. The console model has a stand- 
ard interchangeable circuit assembly 
drawer; hand rest which, when not in 
use, incloses dial panel; and silk back 
grill over sound opening. Both have 
mahogany cabinets. 





Portable Furnace 


Operating on a principle of hot air 
circulation, an electric portable fur- 
nace has been introduced by Utica 
Products, Inc., Utica, N. Y. The cold 
air is drawn through the intakes near 
the bottom, passes over the heat ele- 
ment and around the hot dual reflec- 
tors and is then forced out at high 
temperature through the top. 























‘Profit , Protection, 


‘Prestige ana Permanence 


Guaranteed Every 
STEWART-WARNER DEALER 


Profit ow. 


Stewart-Warner Radios are sold direct to you from our own 
distributing stations. We have no jobbers. You get all the profit. Ij 
Individuals can not buy at dealers’ prices, they must come to @E& 


you. Stewart-Warner Radios are sold by authorized represen- — Meee!,3?° 
tatives only. 


Protection 


There is only one Stewart-Warner authorized dealer in each. 
vicinity. Your business is protected, because there are no other 
dealers handling Stewart-Warner Radios in your immediate lo- 
cality. No possibility of a store down the street or around the 
corner cutting in on a share of your profits. 


Prestige 


We have invested millions of dollars in the name “Stewart-War- 
ner,” and that name on the radio that you sell means that your 
customer receives the biggest thing he desires—complete radio 
















— 505 





Model 315 " , 
$285.00 










satisfaction. 
Permanence 
Stewart-Warner have been building quality products for over dea dinhiihiiiahi 
twenty years and are today the biggest institution of their kind.  — 
We will be building radios tomorrow, next year and for years Station wBBM, 226 meters 
to come Mon. 12-3 a.m., 6-7 p.m. Thur. 8-10 p.m. 
e T - 9-12 p.m. Fri. 8-10 p.m. 


ue. - . 
"Wed. 8-10, 12-2a.m. Sat. 8-9:30, 11-2 a.m. 
Sunday 4-6, 8-10 p.m. 

Chicago Time 


A Stewart-Warner franchise means money in your pocket. 
Write today for complete information. 


STEWART-WARNER SPEEDOMETER CORPORATION 
1826 DIVERSEY PARKWAY - CHICAGO 


tit Enjoy this on your Stew- 
art-Warner Matched- 
Unit Radio 





o 





g 


Matched-Unit Radio 


INSTRUMENT + TUBES + REPRODUCER + ACCESSORIES 
TWELVE MILLION PEOPLE ARE TODAY USING STEWART-WARNER PRODUCTS 
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Balkite 
Balkite “os 
Battery Charger 


Equip your set 
with 


FAN STEEL 


Balkite 


Radio Power Units 


the ideal radio 


power supply 


The Balkite Battery Charger 
and Balkite Trickle Charger 
for charging “A” batteries— 
entirely noiseless. Balkite“B” 
replaces “B” batteries — for 
sets of 6tubes or less. Balkite 
“B” II—for sets of 6 tubes 
or more. 


FANSTEEL PRODUCTS CO.,, Inc. 
North Chicago, Iil 


Balkite 


Radio Power Units 


BALKITE “B” 
BALKITE “B” II 














BALKITE BATTERY CHARGER 
BALKITE TRICKLE CHARGER 


Price Zones Will Help 
Lamp Sales 


(Continued from page 17) 


A department store of middle class standing recently 


adopted the following price range: 
Bedlamps, Novelties 





Boudoir separate shades 
and Floor (same range 
Desk Table Bridge (Junior) as Boudoir 
Lamps Lamps Lamps Lamps Lamps) 
$ 5.00 $ 7.50 $ 7.50 $12.50 
7.50 10.00 12.50 20.00 
10.00 15.00 15.00 25.00 
12.50 20.00 20.00 30.00 
15.00 25.00 25.00 37.50 
25.00 37.50 50.00 75.00 

















The buyer who is working with a fixed price range in 
front of him will buy more intelligently, will be able to 
keep track of his purchases and stock more easily, will 
buy less and repeat more often. 

A few lamps at one price always looks like a much 
bigger stock than more lamps at varied prices. The 
question of price is eliminated from the customer’s 
mind. She sees six lamps, all at one price—her price— 
then she has only to decide upon the particular. lamp 
she prefers. 

All of this may seem childish, it is so obvious,—if you 
see it clearly, go and look at your own lamp department, 
look at your own price range, are you living up to it? 
You may be surprised. 





Advisory Kitchen a Sales 
Accelerator 


(Continued from page 19) 


to them at cost price. There has been no effort, how- 
ever, to bake more than enough as samples for the 
shoppers. 

The kitchen takes up but a comparatively small 
amount of floor space, being 18 feet long and 12 feet 
wide. It is built at the side of the store, thus providing 
the window effect. Some days awnings are put up over 
the windows, adding to its attractiveness and at the 
same time drawing more shoppers to visit it. 

Besides the electric refrigerator and two different 
styles of stoves, there is a cabinet filled with everything 
needed in preparing foods, a wash stand, or sink, of 
white enamel, shelves for pots and pans and a table in 
the center upon which stand pie and cake molds and 
the household implements in common usage. 

Many times a day the phone rings. It is a shopper 
confused with some kitchen problem. She puts the 
problem up to Mrs. Myers and receives the answer. 
The advantage of this is not the immediate sale but the 
fact that a friend is made which will sooner or later 
develop into a sale. 

Gilchrist officials are now “sold” on the idea of the 
kitchen. It has been only a short while in operation— 
since September—and although no certain figure of 
gain can be placed on the ledger as the kitchen’s part 
in sales, yet there has been an increase in the depart- 
ment in general. 

So many demands have been made by women’s clubs 
and other organizations to have Mrs. Myers deliver 
household talks that Gilchrist’s is discussing the idea. 
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tubes that will 20/ come back 
but customers who will / 


- AGNATRONS certainly are packed in 
one way boxes!” one enthusiastic Mag- 
natron booster wrote us. Then he explained 
himself. “When we sell a Magnatron, it stays 
sold. The tubes never come back. But the 








Magnatron DC-201A, DC- 


ws 99 (I 
customers do! - “J hr or small base), 


(for . super-vol- 
ume) and Rex (for B 


Stock up on Magnatrons. Convince yourself battery eliminators) all 
that Magnatron has mastered the trick of build- 
ing radio tubes that will not come back and of 
making customers who will. 


list for $2.50 





The Magnatron Plan is based on the idea 
that dealers should make consistent prof- 
its. Write for it today. Write, also, 
for your copy of “Magnatron 
News” to the Connewey Electric 
Laboratories, Magnatron 
Building, Hoboken, N. J. / 
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KNAPP 
TRANSFORMER % 
1 VOLT STEPS \ 
100-120 VOLTS !¥*; 
50-133 CYCLES thy 
$4.50 
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EMERY & BUFFING WHEEL 


~ $1.00 . S& KNAPP SUPER POWER PLANT 
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All types— including 
Gold Seal High Power 


Tube. 
— $6.50 





























Insured by exacting 
tests, the matched uni- 
formity of Gold Seal 
Tubes gives supreme 
reception. 


The Radio Sensation of the Year! 


OLD SEAL Tube sales have broken all records—setting a new mark of well-deserved 
success. Quality is the reason—quality that results from years of tube making experi- 
ence and the determination to maintain highest standards. Gold Seal dealers are reaping a 
profit harvest on Gold Seal popularity. Better join us NOW! 


Send today for full details. 


GOLD SEAL PRODUCTS CO., 250 Park Ave., New York 

















GOLD SEAL 
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From One Lamp Buyer 


to Another 
(Continued from page 25) 


used to decorate the corner. We are 
going on giving away tea and waffles, 
and we think we have struck a funda- 
mental principle which has_ been 
ignored. People love something for 
nothing. 

“Look at the United Cigar stores 
everywhere. Pretty well established, 
aren’t they? Yet they give away cou- 
pons, don’t they? Ever see the type 
of men and women who go into their 
premium place and redeem these cou- 
pons? Many men tell me they buy 
all their shaving kit with coupons. 
Seems to me a country hardware 
store can apply the same trick and 
make money on it.” 





The best turned phrase in this 
month’s advertising of lamps, 
“Lamps animate the sombre corner. 
—the one corner in the room that 
seems cold, even gloomy, will come 
to life perhaps with the mere addi- 
tion of a well designed lamp—a lamp 
that contributes not only light but 
color.” 





“Funny how so many things hap- 
pen, we just fell into the lamp busi- 
ness. You see I’ve been called the 
‘King of the Curtain Business,’ my 
business has always been to sell cur- 
tains, draperies, bedspreads and the 
materials for making them. We had 
a few lamps just to make our other 
things look better and then my wife 
got into the designing end. 

“She never had any training in 
lamp shade making, she just natur- 
ally took to it,—seems as if lamps 
come natural to women. Anyway, 
she made a few designs and began 
to buy wire frames, and teach women 
how to make them and I’ve had to 
make a sun-lit work-studio in order 
to accommodate the women who come 
here to learn how to make shades. 

“There is a good profit in the ma- 
terial, and there must be something 
fascinating to a woman about mak- 
ing them because they come back 
again and again. 

“You say we have a smart lamp 
shop, well it is no credit to me, it 
just happened, that’s all. We had 
a bad cretonne year last summer, 
but the women used so much in their 
sewing we hardly noticed it here.” 
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For More and Better Sales 
(Continued from page 30) 


regarded him with more or less sus- 
picion as he vouched for the use of 
appliances in his own home, he 
changed his story and based his tes- 
timony on the use in “my mother’s 
home.” This story was apparently 
quite convincing and his suggestion 
for additional purchases began to 
bring results. 

This young man had used most ap- 
pliances at some time or other and 
he knew exactly what he was talking 
about. He knew all of the appli- 
ances in stock and was not afraid to 
talk about them. 

The reason that he gained this 
promotion, where he has an oppor- 
tunity of earning a good bonus, is 
that he knew his stock, knew how to 
use the appliances and was not afraid 
to talk about them. In several cases 
he is quite convinced that his cus- 
tomer planned to make only one elec- 
trical gift, but made several because 
of his suggestions. 

Try the Christmas suggestion plan 
all year. Do not let one or two dis- 
couraging experiences stop you. 
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the 


ELECTRIC 
LAWN MOWER_ 


VERY dealer is anxious to be the first man in his 

locality to show the Coldwell Electric Lawn Mower 
—the first Electric Lawn Mower ever placed on the 
market. You can get early delivery by ordering now. 





















A thoroughly practical and efficient power lawn mower. 
Simple, clean and quiet—all the operator has to do is 
steer it. A profitable item—made by Coldwell—order aeons (eden 
today! <a 





~ 


Coldwell Dependable Lawn Mower. 
Twenty-one inch cut. 
% acre an hour. 
Cut steel gears run in oil. 
Timken Tapered Roller 
earings. 

General Electric Specially 

Designed Universal Motor. 

150 feet of supply cable is 
carried on an automatic reel 
which pays out and takes up 
automatically, keeping the cable 
tight and out of the way of 
the machine and the operator. 


HAND, HORSE AND MOTOR 
Detailed literature and attractive dealer proposition for 


» AE 
tinws7ie PAUNVA momar. 97/¥4 Ww TR... 
‘As easy to operate as a Vacuum cleaner’ 





Ttyiel avrusty yun 














COLDWELL LAWN MOWER COMPANY, NEWBURGH,N. Y., U.S. A. 
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Build your Radio Business 
upon the firm foundation 


of Perfect Reception’ 
and 

Substantial Assistance 

fromthe Manufacturer. ty « “gs / 











The Singer Radio with 
the EXTRA DIAL as- 
sures perfect reception 
and the Singer plan helps 
you make sales. 


The individual sales 
policy 
Will point out why every 
Singer dealer is successful. 
Send for the plan before 
your territory is contracted 
for. You will find it vastly 
different from any contract 
for exclusive sales you've 
ever seen. It is a combina- 
tion of good merchandise 
and practical selling and ad- 











Specifications that insure performance 


Front Panel Bakelite Walnut—geld engraved. 

Base Panel Bakelite with riveted mountings. 

Seckets Bakelite to take OLD or NEW TYPE 
TUBES. 


Wave length 160 to 550 Meters. 


Volume control to meet every requirement. 

Precess wiring, eliminating danger of broken 
connections. 

Short leads. 

Cabinet two-toned Walnut designed by an 


Size 22” long, 1034” high, 1412.” wide 


Every part especially designed and inspected. vertisin Th 
° e very things 
 : — $87.50, a modest figure for this you a. ” - 
uality. 


40 Hudson Street, Dept. EG New York City 








The : 
Remoliter 


for all kinds of smokes 


Here is a lighter for smokes that anyone 
will be pleased with. It is made of cast 
metal finished in antique silver, gives a 
red hot light for pipe, cigar, or cigarette. 
It is small and convenient, makes an at- 


Retails 


for 
$ 5” 


tractive ornament on desk or table. 
Operates on regular house current and 
has a_renewable heating 










unit. Equipped with silk 
cord and two piece plug. 


Send for a sample and dis- 
counts, 





The 
REMO 
Corp. 


Meriden, 
Conn. 
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Electrical Business 


Briefs 


HERE is a lot of sentiment and human interest 
in the name selected by the Western Electric Co. 
for the new company that is to take over the supply 


department of that company. This name—Graybar 
Electric Co.—brings back to the mind the very early 
days of the electrical industry. It comes from the 
firm name of Gray & Barton, which precedes that of 
the electrical industry, as we generally refer to it, 
a dozen years. 

In 1869 Enos M. Barton, a telegraph operator, bor- 
rowed $400 and bought an electrical supply business 
in Cleveland. The electrical industry then consisted 
chiefly of the telegraph and the making of models of 
alleged inventions. One reason George Shawk sold 
to Mr. Barton was that Prof. Elisha Gray of Oberlin 
was bothering him about a “lot of derned inventions.”’ 
Mr. Barton formed a partnership with Professor Gray 
and the latter was a runner up with Alexander Gra- 
ham Bell, inventor of the telephone. 

Their applications for patents were filed so nearly 
at the same time that a long litigation was required 
to decide which was the patentee. With the organiza- 
tion of the Bell telephone systems, Gray & Barton 
became manufacturers of telephone apparatus. 

From the very start it was the plan of Gray & Bar- 
ton to manufacture or sell anything the public might 
want in the way of electrical supplies. This policy 
was not dropped when the company formed a manu- 
facturing alliance with the Western Union and later the 
Bell telephone systems, which alliance continues today 
in the manufacture of supplies for the American Tele- 
phone and Telegraph Co. 

In 1872 Gray & Barton reorganized and became the 
Western Electric Manufacturing Co., and the name 
that is now revived was retired. In 1881 the name was 
changed to Western Electric Co. That was a year 
before Mr. Edison opened his pioneer power plant in 
New York and opened this greater era of electricity. 

The Chicago World’s Fair in 1893, started the move- 
ment that really brought about the change that be- 
came effective on Jan. 1 of this year. Mr. Barton, then 
president of the Western Electric Co., authorized the 
expenditure of a large sum of money for an exhibit 
at the Fair, the first organized effort at advertising. 
A sales department was organized to follow up the 
prospects obtained at the Fair and a salesman was 
put on the road. 

The merchandising department has had a steady 
growth and in 1923 the “supply department” was 
separated from the manufacturing activities of the 
Western Electric Co. and opened headquarters in the 
Pershing Square Building in New York. The present 
step of a separate corporation to take over the mer- 
chandising part of the business, is merely another 
move. 

In this later move, the names of the two pioneers 
who began 56 years ago to build the organization that 
employed 60,000 workers before the separation, come 
back into the picture. The Graybar Electric Co. has 

















55 distributing houses in this country and places its 
name upon the year book or catalogue that has been 
for 36 years recording the developments in the elec- 
trical industry. The 1926 catalogue, the first to bear 
the name of Graybar, contains more than 1000 pages. 

The officers of the new company are all Western 
Electric veterans, Albert Lincoln Salt, the president, 
has been with the company since 1881. Recently he 
has been vice-president, in charge of purchases and 
traffic. Frank A. Ketcham, executive vice-president, 
has been general manager of the supply department. 
He began with the Western in 1900. George E. Culli- 
nan, vice-president, in charge of sales, went with the 
Western upon his graduation from college in 1901. He 
was salesmanager for the supply department. Leo M. 
Dunn, vice-president in charge of merchandising and 
accounting, was in charge of merchandising for the 
supply department. He has worked for the Western 
41 years, his only employer. Elmer W. Shepard, treas- 
urer, joined the company in 1908. N. R. Frame, secre- 
tary, joined the Western Electric as attorney in 19283. 

The readquarters of the company will remain in 
New York. 





HE Kelvinator Corporation and the Nizer Corpora- 

tion, both of Detroit, and the Grand Rapids Refrig- 
erator Company, Grand Rapids, Mich., will combine to 
form a corporation to be known as the Electric Refrig- 
eration Corporation with headquarters at Detroit. The 
assets will, it is said, be in excess of $10,000,000. 
It is understood that Kelvinator and Nizer will ex- 
change share for share into the stock of the new com- 
pany and that Grand Rapids will be taken over for a 
cash consideration of approximately $6,000,000. An is- 
sue of Electric Refrigeration debentures will be placed 
on the market. According to the bankers, this merger 
will enable Kelvinator and Nizer to obtain control of 
the the Grand Rapids company, which manufactures 
the refrigerator cabinet. Howard A. Lewis formerly 
connected with McGraw-Hill Co., Inc., New York 
City, is director of sales. 





OWEL CROSLEY, JR., president and owner of the 

Crosley Radio Corp., at Cincinnati, announces the 
purchase of the American Radio and Research Corpora- 
tion, Medford Hillside, Mass. A company is being 
formed to take over this business and will be known 
as the Amrad Corporation. Mr. Crosley will be chair- 
man of the board of the new company. Harold J. Power, 
who has been identified with the company, will be presi- 
dent of the new company. The company is licensed 
under the basic patents on Mershon electrolytic con- 
densers for radio and electric power transmission work. 
It is also licensed under the Hazeltine Neutrodyne 
patents. Amrad is said to have operated the first success- 
ful broadcasting station in the United States in 1915. 





The Savage Arms Co., New York, announces that an 
electric refrigerator will soon be added to the equip- 
ment manufactured by the company. 





Markel Lighting Fitments, Inc., following a change 
in merchandising methods, have closed the New York 
(Continued on page 70) 
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we { ‘‘They Keep a-Running’’ }- 
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\4 Horse Power Century Split- 
a phase Motor 


Continuous 
Reliable Service 


Century Split-phase Constant-speed Motors 
enjoy the same “Keep a-Running” reputation 
that has always identified all Century Electric 
products. Some of the desirable features found 
in this type of motor are 





A terminal box, suited either to conduit 
or cord connection, with screw connectors 
® inside. 


End brackets arranged to permit turning 
the motor (for side wall or ceiling mount- 

® ing) without disturbing any wiring connec- 
tions. 


The Century Wool-yarn System of Lubri- 

3 cation which permits one year’s continuous 

® operation without reoiling—and provides a 

filter system which prevents dust, dirt and 
abrasives from reaching the bearings. 


thoroughly reliable in thousands of instal- 
lations. 


5 Specially adapted to driving washing and 
ae 


4 A cut-out and governor mechanism proved 
¥ 


ironing machines, blowers and other appa- 
ratus imposing a light load start duty. 


Other important points of Century Split-phase, Constant-speed 
motor design are discussed in Form No. 572. Send for your 
copy today. 


Built in 1/8, 1/6 and 1/4 horse power sizes. Temperature rise 
not more than 40° Centigrade. 


CENTURY ELECTRIC COMPANY 
1806 Pine St. St. Louis, Mo. 


For More Than 22 Years at St. Louis 




















%, % & % H.P. %,%& % HP. 
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FARIES’ BEST SELLERS 






A complete 
line of ar- 
tistic and 
economical 
bird cage 
stands. 
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We also man- 
ufacture ad- 
justable port- 
able, study 
lamps, bridge 
lamps and the 
VERDE- 
LITE line of 
desk port- 
ables with the 


No. 3641 







; lass 
green glass & 
and decorated shade 
white 


glass shades. rai 
inside 





Ask for 
catalogs 
and 
prices. 





od 


No. 3717 


Faries Mfg. Co., Decatur, Ill., U. S. A. 


No. 3255 











Electrical Business Briefs 
(Continued f~om page 69) 


office, and are handling all inquiries through the Buffalo 
office, 41-45 East Eagle street. 





R. J. Kelleher has been elected vice-president and 
general manager of the North East Service, Inc., 
Rochester, N. Y. 





George P. Baldwin, formerly general merchandising 
manager of the General Electric Company, has been 
elected a vice-president of the company. Mr. Baldwin 
will have charge of the electrification of steam rail- 
roads and will be located in New York City. 





Announcement is made of the consolidation of the 








ATES : $.50 per line, all headings 
-$6.00 per inch in box , displayed 











Sales Representatives Wanted 





WANTED: Aggressive salesmen to 
handle leading line of decorated table 
lamps. State territory you cover and 
lines handled. Address Lamps, c/o 
a, a GOODS, 239 W. 39th 
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McPhilbin Radio Corp., of 245 West 55th Street, New 
York City and Jamaica, Long Island, and the Gilbert- 
Keator Corporation, of 135 Fifth Avenue, New York 
City, both radio jobbers. The objective is economies 
in service to dealers. The three salesrooms will be 
operated and all lines handled by the two concerns con- 
tinued for the present. 





Retail price reductions on all lines of the De Forest 
radio receiving tubes were announced on Dec. 1. 





Charles E. Patterson, vice-president in charge of 
finance of the General Electric Company, Schnectady, 
N. Y., has taken charge of all merchandising activities 
of the company, including the supervision of company 
supply houses. He will make his headquarters in 
Bridgeport, Conn. . 


W. S. Etheridge, formerly with the Edison Electric 
Appliance Company, Chicago, is now general sales 
manager of the Hamilton-Beach Mfg. Co., Racine, Wis., 
manufacturers of vacuum cleaners, home motors, vibra- 
tors, drink mixers, hair curlers, etc. 








Edward I. Pratt has resigned from the Kellogg 
Switchboard & Supply Co., Chicago, IIll., and has joined 
the Bryant Electric Co., Bridgeport, Conn. 





A. D: Boal is now supervisor of advertising for the 
Kellogg Switchboard & Supply Co., Chicago. 





The Killark Electric Manufacturing Co., St. Louis, 
Mo., is erecting a new one-story factory building at 3940 
Easton Avenue, to cover about 25,000 square feet. 





R. W. Smith, secretary of the National Association 
of Lighting Equipment Dealers announces the removal 
of the offices of the Association from Cleveland, Ohio, 
to 522 Fifth Avenue, New York City. 

R. W. Turnbull has succeeded P. H. Booth as sales 
manager for the Pacific Coast District for the Edison 
Electric Appliance Co. Mr. Turnbull’s headquarters 
will be in San Francisco. Mr. Booth will continue with 
the sales department of the company at Los Angeles. 








The General Electric Co. has bought a 155-acre 
site in St. Louis for the erection of a manufacturing 
plant in that city. It is not announced what character 
of apparatus will be manufactured in the new plant. 





Dr. Keiji Ito, consulting engineer of the Tokio Elec- 
tric Power Co., spent a considerable portion of his 
time on a visit to this country studying electric ap- 
pliances. At the Westinghouse plant he said that 
while the people of his country had been somewhat 
backward in the adoption of household appliances, 
that electric: irons, washing machines, curling irons 
and toasters were being widely used. 





Clifford G. Hillier, for three years manager of the 
merchandising sales department of the Boston office 
of the Westinghouse Electric and Manufacturing Co., 
has been made manager of the receiver section of the 
Westinghouse radio department in New York. 














When Selling Laundry Aids 


(Continued from page 27) 


Usually I use a good soap dye or one of the dyes that 
does not require boiling of the goods. Dissolve it thor- 
oughly and boil it for half an hour, strain it twice 
through cheesecloth and once through heavier cloth 
and add it to very hot water in the washer. Run the 
washer for a few moments so the dye and water are 
well mixed and after rinsing the things to be dyed 
throw them in and run the washer for twenty minutes 
or longer depending upon the shade one desires. Then 
the material is rinsed twice in cold water, put through 
the wringer and hung up to dry. 

The washer is also excellent for washing such dark 
silk dresses as are made of crépe de chine, flat crepe, 
satin or soft taffeta. The water should be lukewarm 
and not too soapy. They are rinsed in lukewarm and 
cold water, wrung out and pressed while still quite 
damp. 

It is my belief that the average maidless housewife, 
living in an electrified house, looks upon the washer 
as the most necessary, and perhaps the first of the major 
electric appliances to be acquired. In the majority 
of instances the only thing preventing her immediately 
buying one is money, terms, that is, and often also the 
actual selection. 


The Electric Troner 


This is not so with the electric ironer, at least, many 
of us are not sold on it quite as thoroughly as on the 
washer. The reason is perhaps that we are a little 
skeptical about its being an all-round ironing device. 
Its appearance too is something which must be over- 
come. It resembles the old-fashioned mangle so much 
that many of us are quite convinced it will be practical 
only for doing flat work. 

The best argument I have heard advanced against 
this general objection was by a clever woman demon- 
strator at the electrical show. My friend who wished 
to buy an ironer was a little skeptical on this point 
despite that she knew I used one to iron everything, 
even my husband’s shirts, but she always maintained 
she could never get used to it. She quite frankly 
admitted her skepticism. 

“TI do not believe,” she told the demonstrator, “‘that 
ironing fancy pieces on the ironer is its strong point. 
After all it is a mangle designed particularly for flat 
work, and while it is possible to do it after consider- 
able practice I am sure I never could master it.” 

“But my dear lady,” the demonstrator said, “‘with the 
exception of men’s shirts isn’t most of your wash really 
flat? I know that the term is often mistaken to mean 
merely bedding, towels, table linen and the like, but it 
has a broader meaning than that. It means anything 
that can be ironed by being laid flat on the ironing 
board or roll. Now how much of your wash do you 
trouble to starch and iron any other way?” 

“Very little,” my friend agreed, “but I hadn’t thought 
of it quite that way.” 

“Exactly, few people do,” the demonstrator replied 
as she proceeded to show how even tub silk dresses of 
both grown-ups and children and even boys’ suits could 
be put through the ironer and look far better than when 
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de summer people in your neighborhood 
are going to learn something new about an 
old established fan. 


While they’re perspiring off pounds by the 
pint they’re going to learn there is a differ- 
ence in electric fans. 


While their collars wilt from the heat 
they’re going to learn why the Day-Fan Fan 
will keep them cooler. 


While the pavements throw off blistering 
heat they’re going to come around to your 
store and ask for actual proof. 


They’re going to learn all this right at a 
time when they’re thinking most abdéut a fan 
—during hot spells. 


If you want to handle a fan that is better 
—and proves itself on your counter, say 
Day-Fan to your jobber or write us direct. 


THE DAYTON FAN & Motor Co. 


DAYTON OHIO 


For More Than 37 Years Manufacturers of 


High Grade Electrical Apparatus 
















JOBBERS 


YOU CAN SELL TUBES 
with easy sales and nice profit if 
you sell TELEVOCAL TUBES. 
Service and a proposition worth 
while. Write today. 


DEALERS 
the country over are enthusiastic for 
our radio tubes of all types. 
Look into them! Write your jobber ur 
ask us. 


TELEVOCAL CORP. 
67-A Fifth Ave., New York City 


Some territories still open for Mfg. Agents 





Sar min 


popular seller for 00 
immediate delivery tal $600 


No. 229—Combination lamp and vase, 
wired for three lights, controlled by a 
button switch, height 18”, spread 14”, 
4h ie a and finished in statuary bronze or any 
other finish. The vase is cut glass, 
§. amber colored, and the customer at once 
ie its splendid appearance. 
OUR CATALOG OF OTHER READY 
SELLERS is yours for the asking. 
Also made with 
2-it. drop and 2-lt. 
candle, 3-Its. and 
fruit bowl. 


New! ~ 










Price 
to you 


$600, 











130 Mott St., New York City 

















Nationally Advertised 
Approved by Leading Testing Laboratories 


Guaranteed Quality—Popularly Priced 









List 75c 
‘“‘B’’ Heater Cord Set 
Heater Plug and Parts 


List 60c ee? 
‘**B’’ Extension Set 
- Standard and Special 


asc EA. \\ 











Manufacturers and Jobbers Supplied Complete or in parts at liberal discount 
to allow profitable resale. 
Louis 


AJAX ELECTRIC SPECIALTY CO.—St. 


Complete Price Sheets on Request 








Sell after dark 


MODERN lighting makes windows sell. 
Signs too. No attendance needed. No waste. 
I am a TORK CLOCK. I turn electric lights 
on & off every night regularly. $20 all over 
U.S. Ask any electrician. Tork Manual tells 
how to capitalize windows. Free. Write for it. 








TORK COMPANY, 8 W. 40, New York 


iti a ma imma es ecmpemrmmmman: 
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done by hand. My friend bought the ironer even with- 
out insisting on a trial at home. 

Personally I know of nothing which arouses more 
interest and more skepticism than the ironer, and the 
salesperson, demonstrator and advertiser of these things, 
who can overcome this by such a simple explanation as 
this woman gave, will have no difficulty in selling el!ec- 
tric ironers to us. 





Don't Rush Into Radio Clearances 
Even Though It Is January 


(Continued from page 34) 


How well the plans work out depends almost wholly 
on the kind of cooperation you give—one or two mer- 
chants couldn’t put this event over, but with every 
merchant using his best efforts to help things along in 
his own community, it can’t prove anything but profit- 
able. So hold off your clearance and disposal sales until 
after January and watch your cash register to prove 
how effective International Radio Week really can be 
made. 

Incidentally, the executive committee having charge 
of this event is most anxious to hear from as many 
merchants as possible as to what results were gained 
through the aid of the national publicity given to In- 
ternational Radio Week. If you profit by “hitching 
your wagon” to it, let us know—if you don’t, write and 
tell us that too. We want to tabulate as many reports 
as possible for guidance in future planning—thank you. 





All Salesmen Should Know Service 


Rates 
(Continued from page 31) 


into the lives of this elderly couple, except as they con- 
sidered each other’s company. Why could not a sales- 
man draw for them a picture of a meal cooked at the 
table without interrupting the conversation, with food 
always warm and without demands from the stove at 
some distance from the table. 

The humanness of the sales talk is always important. 
The cold facts should never be wanting and they are 
all the same, but the human side of the talk can be 
adjusted to circumstances and is by the best salesmen. 





Speaking of Fans 


URING the Christmas holiday season four an- 
nouncements regarding the 1926 lines of fans 
came to the desk of the editor. This means that the 
manufacturers already have their lines ready, some fans 
in stock and the big merchandise item for the first hot 
spell next summer is moving and the jobbers are going 
to be talking fans to the retailer within the next few 
weeks. 

The dealer who will take a few hours off just now, look 
over his records of fan sales for the last years, think 
over the effort he is going to put behind fans this year, 
will be better prepared to talk fans with the jobbers’ 
salesman, will sell more fans. 
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The “New 


CATARACT 


that Doubled Sales 


This new ‘‘Family Size’’ doubled 
Cataract sales almost over-night. Thou- 
sands have been waiting for this smaller, 
compact Cataract with the capacity of 
many of the so-called ‘‘8-sheet” washers 
—and at a lower price. 





“Only thirteen repossessions in more 
than fifteen hundred closed sales, June, 
juiy, August.” So wired a Cataract 
dealer. He is keeping his profits in his 
pocket. Are you? Send the Coupon 
below for details about the New Washer 
Era. 











Rien 


1900 Washer Company 
Binghamton, N. Y. 


Send me full details about your products and 


dealer proposition —_— 
Send me also a “Family-Size” Cataract for free 
inspection and return (if desired) at your 








expense ae ons 








Name 
Address ee : 











*1900’’cAnnounces a 
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Inferior 
Workmanship 
Must Go! 





1900 leads again! 1900 has thrown aside the last 
traces of the old washer era. . 


You who know washers know that the washer in- 
dustry has been a laggard in this age of mechanical 
perfection. The automobile and other industries have 
lavished on their products every refinement of expert 
workmanship and exact production machinery. But 
the average washer was produced by ‘“‘farm boys ina 
foundry”. The results showed in your profit-eating 
service cost. 


Keeps your ‘Profits in your “Pocket 


You wouldexpect 1900 to lead this movement— 
for 1900 quality has been unequaled for 27 years. 


Now 1900 quality has been put on the same . 
plane as the finest automobiles. New produc- 
tion methods, on new machines costing thou- 
sands of dollars each, are turning out 1900 parts 
true to the thousandth of an inch. Every 1900 
Washer is ready torun perfectly when it leaves 
the factory— without“ wearing in” — or wearing 
out. You do not have to spend your profits 
in after-sales service when you sell the Cataract. 


Yet the Cataract sells at no higher price—for 
it is a “single-profit” washer—over 90% made 
in 1900’s own factory. This economy means 
a finer washer for the same money. 





The DeLuxe Model 


For those who want 
Cataract quality and 
performance— in a 
washer of larger ca- 

acity and somewhat 
Sues price. 


THE 1900 WASHER COMPANY 
Binghamton, N. Y. 


Manufacturers of Washing Machines for 27 years 


BEATTY BROS., FERGUS, ONT., Distributors for 
“1900” Washer Products in Canada 
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with 


. The New 1926 


\ JEWEL, 


% ELECTRIC VACUUM nanan 
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The new 1926 JEWEL has a 4 H.P. motor and other 
late features so surpasses in value even the 1925 


' model! 


The new 1926 JEWEL is the perfected product 
of 16 years’ manufacturing experience and is 
made of the finest materials and workmanship. 
It is built up to a standard—not down to a 
price. It is guaranteed for 2 years. No 
cleaner under $55.00 equals it! 













































FEATURES of this 
BIGGER, BETTER 
CLEANER 


¥% H.P. AIR COOLED motor. 

Full 14-inch aluminum nozzle. 

Long nozzle points to get into corners. 
Special adjustment on rear roller to 
raise or lower nozzle for different 
rug nap thicknesses. 

Finest aluminum castings. 
Non-cramping Pistol Grip with con- 
venient push button switch. 

Double, detachable, self-cleaning brush. 
Tested and approved by Underwriters’ 
Laboratories and leading Home In- 
stitutes. 


GUARANTEED FOR TWO YEARS. 


$44.75 (attachments FREE) is the low- 
est price ever asked for a standard 
cleaner with quality features. Tell 
this fact in store demonstration, 
window display and local adver- 
tising and people will come to 
your store to buy. 


Last year, JEWEL dealers 
built quick-turning, large 
volume business without 
house-to-house demon- 
strators or extra sales 
effort. 


You can do even more 
with the 1926 JEWEL 
which offers a large 
motor, more features 
and attachments — 
FREE! 


Send for a sample 
JEWEL now. If your 
jobber cannot supply you 
—write or wire us. 
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CLEMENTS MFG. CO., 608 Fulton St., Chicago, Ill. 
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FREE ATTACHMENTS 


























Gre ater © Sales 
Better Sales Plans 


= New Gainaday goes into the New 
Year with a wonderful record of sales 
behind it, and with indications of an even 
preater record ahead. 


The New Gainaday dealer in 1926 will be 
selling a washing machine five years ahead 
of the field. He will get the whole hearted 
support of a national merchandising or- 
ganization. He will receive the benefit of 
well worked out sales plans. He can forget 
the bugaboo of “service” after the sale. 
And he can pyramid his profits through 
the only sensible plan of merchandising— 
more rapid turnover of stock investment. 


Thousands of Gainaday dealers reached new heights 
of success in 1925. Many others, profiting by their 
experience, will welcome the New Gainaday franchise 
and embrace this opportunity for greater profits in 
1926. Write or wire for details. 


GAINADAY ELECTRIC CO. 


3016 LIBERTY AVENUE - PITTSBURGH, PA. 
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One of the many unique sales helps of- 
fered to New Gainaday Dealers is a tie- 
up of the NEW GAINADAY Washer 
with the new “Universal” feature film, 
“The Little Giant,” to be released early 
in January. The complete Gainaday tie- 
up plan is ready. Write for it. 


Other helps are new window displays, 
movie slides, new folders, direct mail liter- 
ature and a generous allowance for local 
newspaper advertising. Gainaday dealer 
helps are real profit makers. 




















That’s not our verdict. But we've heard so many dealers and 
distributors and fans say “perfect— perfect” that we just can’t 


resist repeating it. 


If you’ve heard the Brandes Cone you know that this statement 
is true. Its tone is so satisfyingly real. Its range is so complete. 


And how the public does choose a good looking instrument! 
Especially when such an attractive cabinet conceals such a re- 


markable speaker. 


Brandes 


EXPERTS RADIO ACOUSTICS SINCE 1908 

















